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6 FTC Complaints 
Against Cosmetics 


Houses Abandoned 


WASHINGTON, Jan. 22—The Fed- 
eral Trade Commission’s long liti- 
gation with the major manufac- 
turers of cosmetics came to an end 
today with the dismissal of half a 
dozen complaints attacking sales 
promotion methods of 11 firms. 

The complaints charged that 
demonstrators were assigned to 
large customers. FTC contended 
that manufacturers are required 
to make similar benefits available 
to smaller customers. 

The cases were filed shortly aft- 


er the adoption of the Robinson-| 
Patman Act in 1936 and have been. 
a subject of conference and hear-.| 


ings for more than 16 years. 


= The central issue in the cases 


was removed over a year ago when 
the commission and the industry 
agreed on a set of trade practice 


rules to govern the use of demon- 


strators 
Under these rules the members 


of the industry are required to. 


make the demonstrators available 
“on proportionately equal terms” 


to all retailers who sell in com- 


petition with each other. 
However, manufacturers are 


(Continued on Page 4) 


THE NATIONAL NEWSPAPER OF MARKETING 


S OFF TO CADILENCY”| 


ive vents mate with 26 heading ware during rhe pom year by Matar 


z oe 
tm che Fobcwars wae pent out cu the mem atone, Prefermnenn theudleng 
Sati, bemwneny & Marvtraama win the premeep st (amb. atoms oe vorpal 
open — - — ———a 
one =z ai 
a —_ seen 
OD niet cealeaitieal 
CAPeaoett a 
Poe TiAL 
wMCON 
Ose 
MOTOR ORME 
Raa dabehal ils 
ow, i ERE SGI 
went Zz 
weney 
MASH AMBASSAIOS 
PAL RARD 
Formate 
nin m=: CRIES 
oo —_— 
eee P90 OEE LELSGEE DE SOREN LIEDER E Se * 
Led 
MA Ran ER a A 
a) “ = “* rr 7 *% e a » 


Ce ee) Cea 
ee er 


Aero Willys is proud to stand next to 
the “Standard of the World” 
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NOTHING’S EVER REALLY NEW—These two ads ran al- 
most exactly 30 years apart. At left is a big ad that Willys- 
Overland ran in 40 papers last week via Ewell & Thurber. 
It told how Aero Willys ranked second to Cadillac in a 
Motor Trend analysis of autos. After considerable research, 
AA dug up the ad at right, which famous adman and auto 
maker Ned Jordan ran in 1923. Sweeney & James Co., 
Cleveland, was the Jordan agency in 1923. 


Nielsen May Revise Radio Service 
to Allow for Multiple-Set Homes 


New Audimeter Covers 
One TV, Three AM Sets; 
Change Would Take Year 
New York, Jan. 22—Ready with 


an Audimeter which can cover as 
many as three radios and a tele- 


vision set, A. C. Nielsen has been | 


consulting with AM and TV net- 
work research chiefs on revising 
his radio service to make allow- 
ance for the increased number of 
multiple set radio homes. 

Impressed with Nielsen figures 
on the number of working radios 
in U. S. homes and with long- 
standing network complaints of 
radio’s being short-changed, Mr. 
Nielsen has advanced three alter- 
native proposals for correcting the 
situation. 


s Basically, the problem is how to. 


measure listening to extra sets in 
the home and do it in a way which 
is economically feasible. 

Among the changes proposed by 
Mr. Nielsen: revise the sample 
slightly downward, but include 


more homes with multiple sets; | 


cut down the frequency of the 
radio ratings by eliminating the 
extra week ratings; make less 
frequent complete reports. 

The new suggested schedule 
would conform with that for tele- 
vision, with the release of bi- 
weekly network ratings covering 
a two-week period. The researcher 
has indicated that this would help 
him speed up the release of rat- 
ings. Also like TV, the radio com- 
plete reports, giving minute-by- 
minute audience levels, family 


characteristic breakdowns, cumu-_ 


‘Snow Crop Stresses 
Juice Isn’t Cooked, 
in $3,000,000 Drive 


_ New York, Jan. 22—Most of 

lative audience, duration of listen- the $3,000,000 Snow Crop Market- 
ing, etc., would be published every ers plans to spend on advertising 
other month rather than every this year will go to push concen- 
month. trated orange juice, according to 
| |N. B. Barclay, president. 
m= Network subscriber rates for He said Snow Crop will continue 
this revised service would be in- | Packing only a “fresh” frozen con- 
creased. _centrate instead of a “cooked” 

If industry reaction to this al- Juice “to hold the quality of the 
‘tered sample is favorable, it is, end product to a high level.” 
expected to take at least a year| The “not cooked” theme will be 
‘for the physical changeover—the featured in all media, including 
revision of the sample, installa~ Newspapers, magazines, radio and 
tion of the new multi-receiver me- | television. Arthur Godfrey will 
ter, reorganization of the field start plugging Snow Crop orange 
(Continued on Page 4) juice on his morning show begin- 
|ning Feb. 8. 


| Maxon Inc. is the agency. 
Sunday Supplements _ B 


TV Crime Shows 
Do Not Pay the 
Sponsor: Weiss 


Cuicaco, Jan. 21—Commercials 
on radio and television shows fea- 
turing crimes of violence are two- 
thirds less effective than the same 
commercials on other types of 
shows, according to Edward H. 


| ducted by the Chicago Daily News 
and the Cleveland News and other 
| papers, Mr. Weiss told the Chicago 


Weiss, president of Weiss & Geller. ; 
Referring to the recent anti-|¢CTease of 3,668,762 lines over its 


| crime-on-TV drives being con-| 


| 
| 
if 
| 


i 
| 


| Television Council luncheon today | 


(Continued on Page &) 


} 
| Standardize Format; | 


Few Are Holdouts 


NEw York, Jan. 22—It seems to | 


_ Last Minute News Flashes 
Hook Named Deputy Postmaster General 


WASHINGTON, Jan. 23—President Eisenhower today nominated 


be anybody’s guess when—and if! Charles R. Hook Jr. of Ohio as Deputy Postmaster General. At 35, Mr. 


complicated Sunday supplement | Assn. of Manufacturers. 
page size puzzle. 


—the last pieces will be fitted to- Hook is a nationally known personnel relations expert. His father is 
gether to end the once highly) president of Armco Steel Corp. and former president of the National 


Many pieces fell into place Jan. 


papers served by four big groups 
—Metropolitan Sunday Newspa- 
pers Inc., First 3 Markets Group, 
the Locally Edited Gravure Mag- 
azine Group and the Pacific Sun- 
day Magazine Group—reduced the 


size of their magazines from 1,000 | 


lines to the 850-line format. 


The exceptions were papers in | 


four of Metro’s 23 basic cities— 
|the New York News, Buffalo Cour- 
ier-Express, 
and Los Angeles Times—and cer- 
tain of the group’s alternates and 
(Continued on Page 85) 


4, when all but a few of the news-_| 


Milwaukee Journal, 


FTC Issues Complaint Against Chesterfield 


WASHINGTON, Jan. 23—The Federal Trade Commission has issued a 
complaint against Liggett & Myers Tobacco Co. for claims made in 
Chesterfield copy. Claims that Chesterfields are “always milder,” 
“better tasting,” “cooler smoking” and have “no unpleasant aftertaste” 
are attacked. Last month FTC failed to obtain a court injunction against 
Chesterfiél@ t6py: The injunction proceeding is being appealed. Today’s 
complaint will be subject to routine commission procedure. 


‘Marathon and Northern Paper Plan Merger 


_Marathon Corp., Menasha, Wis., in a stock transaction involving no 

cash. Young & Rubicam, Chicago, will continue to handle advertising for 

Northern products; Needham, Louis & Brorby, Chicago, is the Mara- 

thon agency. Combined sales of the two companies last year totaled 

more than $107,000,000 with Northern accounting for $21,000,000. 
(Additional News Flashes on Page 89) 


GREEN Bay, Wis., Jan. 23—Northern Paper Mills will be merged into 


‘Cosmo’ Stops 
Trying to Get 


Subscriptions 


Rate Base Slashed; 
Two Top Executives 
of ‘Better Living’ Go 


New York, Jan. 22—Biggest 
news in the magazine field this 
week comes from Cosmopolitan 
and Better Living. .- 

Hearst’s Cosmo, center of all 
sorts of rumors the past fortnight, 
today announced that it will cease 
soliciting subscriptions with the 
April issue. Subscriptions from 
then on will be accepted only at 
the full copy price. 

At the same time, publisher Har- 
ry M. Dunlap said the advertising 
rate base would be slashed from 
$5,100 per b&w page to $2,100. The 
four-color rate drops from $7,600 
to $3,100. The new rates, he said, 
are based on 700,000—the current 
newsstand circulation. 

As of last June 30, the Audit Bu- 
reau of Circulations reported Cos- 
mopolitan with a total net paid 
of 1,865,869—of which 1,268,516 
were individual mail subscriptions 
and 586,541 were single copy sales. 
Mr. Dunlap said Cosmo enjoyed an 
11% gain at newsstands during the 


(Continued on Page 88) 


‘Milwaukee Journal’ 
Leads in Linage for 
3rd Straight Year 


MILWAUKEE, Jan. 22—For the 
third year in a row the Milwaukee 
Journal topped all U. S. newspa- 
pers in total ad volume. 

Figures just released by Media 
Records show the Journal carried 
49,457,702 lines in 1952, an in- 


1951 total and a new alltime rec- 
ord. 

The Journal carried more retail, 
classified, department store and 
r.o.p. color advertising than any 
other paper. It was second in gen- 
eral advertising and third in auto- 
motive advertising among evening 
and Sunday papers. 


s For the third year in a row the 
Chicago Tribune and the Los An- 
geles Times came in second and 
third, respectively. The Tribune 
gained 2,164,916 lines and the 
Times had an increase of 3,592,862 
lines. 

There was a change in fourth 
place. The Washington Star, with 
a gain of 2,451,308 lines, moved up 
from fifth, passing the New York 
Times, which had a linage increase 
of only 498,144. 

The combined gains of the lead- 
ing 10 papers was 21,944,251 lines 
over their 1951 figure. The jeading 
10 papers and their 1952 linage: 


1. Milwaukee Journal .. 49,457,702 
2. Chicago Tribune ..... 47,631,816 
3. Les Angeles Times .. 45,849,407 
4. Washington Star . 42,194,020 
5. New York Times ... 41,721,343 
6. Miami Heraid .......... ; 39,371,257 
7. Cleveland Plain Dealer 38,687,083 
%. Baltimore Sun ..... . 38,154,798 
%. Philadelphia Inquirer .. 38,133,002 
10. Detroit News 


37,242,280 
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GENTLE CURVES—Warner Bros. Co. will 
of Life. Look will carry a spread March 1 
agency. Charm and Glamour are added 


aond gue conden 
to look» pretty penny ! 
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WARNERS 


run this b&w spread in the Jan. 30 issue 
0. C. J. LaRoche & Co., New York, is the 
this year to make a list of nine mago- 


zines to receive Warner page ads. 


Bra Makers Benefit from Growing 


Teen-Age Market; 


Consumer Product 
Development Held 
Key to Prosperity 


Boston, Jan. 


product development is the key to | 


Ad Budgets Up 


Cuicaco, Jan. 21—Teen-agers 
-and the bra industry are giving 
/each other quite a lift these days. 
| Two or three years ago the teen- 
| age market was practically nil for 
'corset and bra makers. Now it is 


a large market, growing fast and 


21—Consumer_ With a much greater potential. 
H 


. W. Gossard Co., Chicago, re- 


new prosperity for New England, ported that teen-agers now ac- 


J. Gordon Lippincott, New York 
industrial designer, told business 
men attending an industrial op- 
portunity conference of the New 
England Council here today. 

“Follow the example of indus- 
trial groups elsewhere, who are 
spending over $300,000,000 this 
year on product engineering, styl- 
ing and package design to win 
new prosperity” he urged his 
audience. Three factors make such 
expenditures necessary, he said: 

“1, Consumers have shopping 
dollars available, but new incen- 
tives are needed to get them to 
buy. 

“9. Self-selection retailing which 
is spreading rapidly into all re- 
tailing fields because it lowers dis- 
tribution costs... has opened up 
an enormous potential for new 
products and more pre-packaging. 

“3. Today’s consumers buy more 
goods and more variety, shop) 
faster and prefer self-service. | 

“It is up to smart manufacturers | 
to supply products the public will | 
reach for and buy under the new 
selling conditions,” he said. | 


s Pointing out that thousands of | 
products now on the market are | 
not properly designed or pre-pack- 
aged to stand up against competi- | 
tion in self-selection selling, Mr. 
Lippincott suggested the following | 
steps in product and package de- 
velopment to remedy the situa-_ 
tion: 

Wide market and consumer re-_ 
search to determine what people 
want; design that will be recog- 
nized at a glance and has atten- 
tion value and “buy me” appeal; 
good quality at a competitive 
price; legible and complete infor-| 
mative labeling; design that does 
its own display job, and packaging 
that needs no outside wrapping and 
whenever possible is ready for the 
trip home as soon as it is paid for 
at the checkout or pickup counter. 

“Both products and package de- 
signs must carry the burden of 
selling themselves from here on,” 
he concluded. 


Fairmont Budgets $1,000,000 


Fairmont Foods Co., Omaha pro- 
ducer of dairy and poultry prod- 
ucts, frozen fruits, vegetables and 
ice cream, has announced that its 
1953 advertising budget is approxi- 
mately $1,000,000 and will be con- 
centrated in newspapers, radio and 
TV in areas where the company 


has distribution. Allen & Reynolds, | 


Omaha, is the agency. 


| count for 20% to 25% of its sales, 


whereas three years ago they 
wouldn’t have accounted for 5%. 
Most of the corset and bra 
makers have benefited from this, 
have had a good sales year and 
plan to boost their ad budgets. 


# That, at least, was the consen- 
sus expressed here this week at 
the spring fashion markets staged 
by the Midwest Corset and Bras- 
sieres Assn. and the Chicago Cor- 
set Group. 


Attendance at the markets was 
high, showrooms were crowded 
and buying was reported to be re- 
markably good. Business this year 
—at least for the first six months 
—is expected to be equally as 
good, and probably better, than 
the excellent year just ended. 

Among the reasons cited for this 
healthy state of affairs are the 
blossoming teen-age market, low 
inventories with which buyers 
came to the markets and growing 
awareness by women of the neces- 
sity for proper figure control. 

Advertising, especially in maga- 
zines, is given much of the credit 
by manufacturers for this latter 
development of controlling curves 
and swelling sales figures. 


® Also adding impetus to the 
teen-age market are educational 
programs in high schools and wo- 
men’s groups. A film distributed 


| by Warner Bros. Co., Bridgeport, 


Conn., was seen by 275,000 high 
school girls last year, and Gossard 
presentations have been made in 
hundreds of parochial schools. 


Girls are now starting to wear | 


bras, garter belts and girdles at 
the age of 11, manufacturers say. 
The need here, it appears, is not 
so much for control as for proper 
grooming. 

When girls start to mature, 
spokesmen say, they often tend to 
slump, slouch, round their shoul- 


ders or otherwise de-emphasize | 


their figures. Three or four years 
later, the girls generally go to the 
other extreme. 

Consequently the educational 
programs try to emphasize pride 
in the figure but at the same time 
taste—particularly where sweaters 
and tight skirts are concerned. A 
side result, the manufacturers say, 
is for daughters to talk their 


mothers into buying new founda- | 


tion garments. 
Stress also is being placed in 
(Continued on Page 6) 


| Glidden Sets Drive 
ftorItsSpred Gloss 
Latex-Base Enamel 


| CLEVELAND, Jan. 20—A campaign | 


introducing Spred Gloss, “the 
first 100% latex-base enamel,” 
has been announced by the Glid- 
den Co. 

_ It will make its bow in March 
‘in the American Home, Country 
Gentleman, Progressive Farmer 
and The Saturday Evening Post. 
A Similar insertion will appear in 
Better Homes & Gardens in April. 
(‘The March 7 Post will carry a 
'two-page full-color ad. 

The new product has all the de- 
|sirable qualities of orthodox sol- 
|vent-type enamels, but is easier 
‘to apply, quick to dry and free 
from irritating odor, according to 
| Glidden. 


s Introductory promotion, includ- 
ing plugs in Sunday newspaper 
supplements and on the Kate 
Smith television show, will be 
followed by advertising to pair 
Spred Gloss with Spred Satin 
paint, the “older sister” product 
made by Glidden. 

On March 13, Kate Smith will 
introduce Spred Gloss over 60 TV 
stations. Twenty-four sheet post- 
ers will go up in 110 non-TV 
cities on March 20. 

“Matched Color Twins,’ two 
girls in identical costumes, will 
be used in publication and point 
of sale advertising to stress that 
both Glidden products will be 
available in identical colors. 

Copy will point out that a room 
painted with Spred Satin can be 
immediately used and brushes 
used for its application can be 
cleaned quickly and thoroughly 
with water. 

The agency is Meldrum & Few- 
smith. 


Advertiser Cuts 


Budget to Meet 
the Competition 


Bridgeport Brass Tells 
Why, While a Neighbor, 
Casco, Explains Boost 


Cuicaco, Jan. 21—Bridgeport 
Brass Co. has had to cut down on 
its advertising because its com- 
petitors don’t advertise. 

That’s the startling paradox AA 
ran into at Bridgeport’s booth this 
week at the National Housewares 
Show at Navy Pier. More than 
|600 exhibitors of appliances, 
|brooms, mops, can openers, etc., 
are in town for the show at Navy 
Pier and the Independent House- 
wares Exhibitors’ show at the Mor- 
rison Hotel. 

A number of advertisers told 
of coming budget increases, but not 
Bridgeport Brass. A spokesman 
for the Bridgeport, Conn., maker of 
insecticides, deodorants and plas- 
| tic sprays said the company has 
promoted its lines with budgets up 
‘to $400,000 in recent years. It has 
dropped the 1953 budget to $280,- 
000. 
| @ The company, AA was told, has 
been the only one in its field using 
advertising. Because of its ad ex- 
penditures, the executive said, 
competitors were able to undersell 
Bridgeport. Consequently, it has 
cut its budget to recoup lost 
ground, he explained. Hazard Ad- 
_vertising Co., New York, is Bridge- 
port’s agency. 

On the brighter side, Casco 
|Products Inc., another Bridgeport 
company, is tripling its 1953 
|budget to $1,000,000. (Its com- 
| petitors advertise.) Casco got into 
(Continued on Page 87) 
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_struck observers 
/amazing when it is recalled that 
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MECHANIZED STAGE—This ‘crowd of distinguished guests’ was the first to see 
General Motors’ $1,000,000 Motorama in New York. The two-level stage for the 
autos, chorus, ballet and orchestra is the focal point of the whole show. 


390,000 Attend GM's Big Motorama 


NEw York, Jan. 22—Nobody 
does it like General Motors. 

That was the admiring consen- 
sus of admen as they walked out— 


or were elbowed out—of the cur- | 


rent General Motors, Motorama, 
the fantastic, million-dollar show 
which the automobile Titan un- 
veiled this week at the Waldorf. 

There were crowds standing in 
queues four blocks long for the 
privilege of jamming into the 
Waldorf ballroom, where (under 
the watchful eyes of detectives) 
they could examine the 1953 GM 
models, see the imaginative, hand- 
built cars the various divisions 
have dreamed up, and see a 
sprightly ballet musical celebrat- 
ing automotive progress. 


a The fortitude of the crowds 
as the more 


most of the cars are now on ex- 


_hibit in the showrooms of dealers, 
and that some of the hand-crafted 
| jobs—like Le Sabre—are not 


strictly new. 


Packed tight, moving in short. 
steps, wriggling around other au- | 
to worshippers, they eddied | 


around the Pontiac Parisienne, the 
Oldsmobile Starfire and the Buick 
Wildcat. They lovingly fingered 
the finish of plastic bodies, and 
tested demonstration devices 
showing power steering. They 
gaped at exhibits of jet engines, 
cutaway models of automatic 
transmissions and car air condi- 
tioning. 

They stood the tremendous ani- 
mal heat in the Waldorf ballroom, 
because it was interesting; they 
jammed under the graceful, float- 
ing designs, and ogled them be- 
cause they hadn’t seen anything 
like them since 1950—the last time 
GM came into town with a Mo- 
torama. 


s In order to put on the Moto- 
rama, GM starts planning eight 
mor.ths in advance. From July on, 
there’s a sizable crew from GM’s 
sales and styling divisions hard at 
work on the project, and an in- 
formed estimate for the number of 
GM people who eventually are 
involved in it is about 1,000. 
Finally, 80 truckloads of dis- 
plays, and autos (there were 34 
on exhibition) start converging on 


New York, reaching a staging area | 


in Kearney, N. J. The units move 
across in a predetermined order, 
controlled by short-wave radio. 


The first units started coming into | 
the Waldorf on Sunday, Jan. 11;) 


the last moved in about a half- 
hour before GM opened the doors 
to 5,000 preview guests (many of 
whom GM acting president Har- 
low H. Curtice gallantly shook 
hands with in the receiving line). 

And in the seven-day show, 
about 350,000 people will see the 


exhibits, and hear something of 
_the music of the 24-piece orches- 
tra or the singing of a 14-voice 
chorus, 


s Advertising plays a considerable 
part in the show, too. The adver- 
tising for Motorama itself is 
placed by Kudner Agency. It 
amounted to 30,700 lines daily in 
ten New York papers, plus full 
pages on Sunday, 2,300 lines daily 
in suburban newspapers, and an 
hour preview show on NBC, with 
Arthur Godfrey. And that doesn’t 
count the advertising of the oper- 
ating divisions, which were ham- 
mering away in full-page and 
1,000-line space. 

When it closes in New York 
tomorrow, the Motorama heads 
south and west. It will be in Mi- 
ami’s Key Auditorium Feb. 12-17; 
Chicago’s International Amphi- 
theater March 14-22; Los Angeles’ 
Shrine Convention Hall April 11- 
19; San Francisco’s Civic Audi- 
torium May 1-17; Dallas’ Fair 
Grounds Auto Bldg. May 16-24, 
and Kansas City’s Civic Audito- 
rium June 6-14. 


Ironing Board Ad 


‘Campaign Will Use 


Basketball Player 


MINNEAPOLIS, Jan.21—George 
Mikan, famed star of the Min- 
neapolis Lakers professional bas- 
ketball team, is going to help 
“sell” a new style in ironing 
boards for the J. R. Clark Co., 
Spring Park, Minn. 

The giant Mikan will be fea- 
tured in some of the advertise- 
ments which will introduce the 
sales campaign in three national 
publications and daily newspa- 
pers. 

The new ironing board, called 
the Rid-Jid Knee Room, is de- 
signed for sit-down ironing. Tu- 
bular steel S-shaped legs are 
mounted flush with the far side 
of the table. It has ten height 
adjustments. 

George Mikan’s role is to show 
that even the knees of his 6/10” 
frame fit comfortably under the 
board. 

The first ad will be a b&w two- 
thirds page in Woman’s Day for 
April. The April 7 Life will carry 
a half page and the May Ladies’ 
Home Journal, a quarter page. 
Daily newspaper and _ extensive 
dealer promotion will complete 
| the campaign. 

Alfred Colle Co. is the agency. 


Ayres Associates Opens Office 

Ayres & Associates, Lincoln, 
Neb., agency, has opened an office 
at 309 KFEQ Bldg., St. Joseph, 
Mo. Roderick W. Fletcher and 
David P. Hornaday will staff the 
office as account executives. 


1953 ' 
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Philip Morris Enters Contender in 
Promising King-Size Cigaret Market 


Dr. Pepper Starts 
‘First Competitive’ 
Drive in Its Field 


Datias, Jan. 21—Dr. Pepper 
Co.’s 1953 campaign will be “the 


first truly competitive advertising | 


program in the history of the soft 
drink industry,” according’ to 
Ruthrauff & Ryan, the agency. 

The company is budgeting over 
$1,000,000 to try to snatch cus- 
tomers away from other soft drinks 
and competitive beverages like 
coffee and tea. Behind this new 
approach lies the belief that new 
customers can be picked up mostly 
from among regular beverage 
drinkers rather than from those 
who drink seldom or never. 


Drinking the Same Old Thing, 
Wake Up Your Taste with Dr. 


Pepper.” Initial copy will lead off|" Philip Morris king-size comes 
with the question “Do you really | 


want the drink you order so often 
...or do you just order from hab- 
| Fd 

The copy will ask for an eight- 
day trial of the “Wake up your 
taste’ plan. The 6, 12 and 24 oz. 
bottles will be plugged and the 
1952 “A Lift for Life’? slogan will 
be retained. 

The bulk of the campaign will 
go into newspapers. Size of news- 
paper copy is being increased to 


TheSame Old thing. 
Whe P 
Your 

Dr Pepper 


De you really wan the 
order we tee 


drink me 
der 


Peeper 


| parade with an announcement pre- 
The theme will be “Instead of | dicted in about seven weeks. Next 


New York, Jan. 21—Chester-) 
field’s first imitator weighed in) 
today. 

Philip Morris & Co. has started 
national distribution of a new 
king-size Philip Morris and will 
launch an all-out national cam- 
paign for the new product. 

Since Liggett & Myers began sell- 
ing long and standard size ciga- 
rets under the Chesterfield name) 
and promoting the two lengths 
side by side about six months ago, 
the tobacco industry has been 
waiting eagerly to see who would 
be first to follow this pattern. 
Meanwhile, all the leading brands 


figure in the king-size rumors. | 


Now that Philip Morris has 
made it official, Lucky Strike 
moves to the head of the rumor 


in line is Camel. 


at a time when this brand could 
'use a shot in the arm. Net sales 
of the company for the last nine 


Paley Says TV Can 
Shorten Political 
Campaigning Period 


PHILADELPHIA, Jan. 20—William 
S. Paley, chairman of the Colum- 


months of 1952 dropped to $232,- 
| 559,372 from $234,346,380 tor the 
corresponding period of the pre- 
| ceding year. Net profits were down 
to $8,041,925 from $10,413,915. 

| Philip Morris’ choice of the 
| king-size route as the way to get 
'the figures moving up again is 
‘not surprising in view of the im- 
pact made by Chesterfield’s one- 
two punch. In addition, Business 
_Week’s annual survey of cigaret 
'sales for 1952 reported that Pall 
| Mall—American Tobacco Co.’s star 
entry in the king-size sweepstakes 
|—has shoved Philip Morris down 
(a notch from fourth to fifth place. 
| In this report, another American 
|Tobacco long cigaret, Herbert 
|Tareyton, moved up to seventh 
| place, and the long Chesterfields 
sold well enough to take ninth 
| place among all cigarets. 


we | ff One of Philip Morris’ favorite | 


| bia Broadcasting System, 
| poor Richardites that television 
has made it possible to shorten na- 
‘tional political campaigns. 

| He came to Philadelphia the 
night of Jan. 17, birthday of the 
Poor Richard patron saint, Ben- 
jamin Franklin, to receive the 
|club’s coveted Gold Achievement 
Medal in recognition of his “con- 
tribution to the strength of the na- 
|tion through his service to gov- 
/ernment.” He was similarly hon- 
ored in 1933 for his contribution to 
|the progress of radio broadcasting. 
| @ Joseph L. Tinney, v.p. of WCAU 
‘and president of the Poor Richard 
‘Club, oldest advertising club in 


told | 


POOR RICHARD—Joseph L. Tinney, president of Philadelphia’s Poor Richard Club 
and v.p. of WCAU, admires the gold medal of achievement which he has just pre- 
sented to William S. Paley, chairman of Columbia Broadcasting System. 


| the nation, presented the medal to 
|Mr. Paley. 

Mr. Paley pointed out that tele- 
vision and other media make it 
possible for political candidates to 
'project themselves to the voting 
public more deeply and more 
| quickly than ever before. 
Television, he said, has brought 
the vast canvas of national poli- 
tics within human compass by re- 
ducing its scale to the warm and 
familiar dimensions of the home.” 

Mr. Paley also opined that tele- 
vision’s effectiveness in sustain- 
ing a high level of political in- 
terest throughout the campaign 
was a striking contribution to de- 
mocracy. 

By shortening a campaign 
through the effective use of tele- 
‘vision, the physical and mental 
strain upon candidates would be 
reduced through less _ traveling. 
The public equally would share in 
the benefits of a shorter campaign, 
Mr. Paley said. 


| 4 


| 


| 


King of Mathes Tells Bermudans Their 


‘Advertising Calls for More Researching 


HAMILTON, BERMUDA, Jan. 22— 


vt" ad claims—less irritation due to|What Bermuda needs for its ad- 


a special moistening agent—has | vertising is continuous market re- 
| been the subject of protracted liti- ‘search. That’s what Wilfred S. 
| gation before the Federal Trade King, v.p. of J. M. Mathes Inc., 
|Commission. ‘told the Bermuda House of As- 
| A couple of weeks ago the FTC semblies and assorted hotel and 


| upheld its hearing examiner’s de- | travel representatives here yester- 


ee 


1,000 lines in b&w and two colors, 
and half and full-page four-color 


comics. 
will be used with up to 12 inser- 
tions in each. 


= Magazines, radio and television | 


will be used also. Nine two-color 
insertions will appear in Every- 
woman’s Magazine, Family Circle 
and Woman’s Day. Six two-color 
half pages will appear in regional 
editions of Progressive Farmer 
throughout Dr. Pepper’s distribu- 
tion area. 

In addition to radio and TV 
spots the new theme will be 
plugged on the company’s radio 


|ing that hygroscopic agents have 


little or nothing to do with smok- 
| ing irritation. This decision can be 
appealed to the federal courts. 

| This claim was the core of the 


About 400 daily papers! screaming headline, buckeye copy | 


|}with which Philip Morris was 
|snatched from a_ bad_ postwar 
| slump and driven back into fourth 
place in the nicotine handicap. 


® By reiterating its “no cigaret 
hangover” and ‘take the nose test” 
| themes, Philip Morris was able to 
hang on in the race, and turned 
out fine earnings reports. 

It now is playing a gentle theme 
in the woodwinds: “Something 
|; wonderful happens when you 
/smoke Philip Morris.” 


| Announcing the new elongated 


show, “The Silver Dollar Man,” 4% E 
presently heard regularly in 50) Philip Morris, Alfred E. Lyon, 
cities. Coverage for the show will|¢hairman of the board, predicted 
be increased during the year as | that the market will be split 50- 
more cities are added. 150 between regular and king-size 
| lengths by 1958. He said the latter 
Munsingwear Boosts Reynolds currently accounts for 20% to 
Munsingwear Inc., Minneapolis, | 21% of total sales. 

has promoted A. J. Reynolds to | 

— eer ae oe of|s Mr. Lyon, in answer to a ques- 
its fu ashion and seamless | ,; ad pinhead ia 
hosiery division. Mr. Reynolds | tion, said the advertising appro 


joined the company in 1949 as a 
salesman. 


Joins St. Georges & Keyes 

Frank P. Baldwin, formerly with 
Charles Dallas Reach, has joined 
the copy staff of St. Georges & 
Keyes Inc., New York. Mr. Bald- 
win has also been associated with 
Dancer-Fitzgerald-Sample and J. 
M. Mathes Inc. 


|priations for king-size Dunhills, 
which have been getting heavy 
promotion for several months, will 
| not be cut. Another source at Phil- 
ip Morris said Dunhill sales had 
been going very well. He added: 
“Dunhill is doing better than Fati- 
ma, Embassy and Cavalier com- 
bined.” 


| (Continued on Page 87) 


| cision in the 10-year-old case, rul- | day, 


| Mr. King backed his argument 
/with figures to show that travel 
sections of daily newspapers do 
/not pull more returns than news 
isections. A single insertion in a 
news section outpulled individu- 
ally two insertions in the travel 
section of the same newspaper, 
' 1,300 returns to 585 and 964. 

Mr. 


s Interpreting the results, 


King said they do not mean that | 


travel media shouldn’t be used by 
Bermuda, but that the market for 
Bermuda is broad enough so that 
it can best be reached by adver- 
tising and promotion in non-travel 
media as well. 

Mr. King also lifted the curtain 
on what the agency has found 
about travelers to Bermuda. For 
instance, 80.6% of Bermuda trav- 
elers go for rest and play; 57% for 
climate; 41.8% for the beaches, 
and 19% for accessibility, which 
could hardly have been a surprise. 
They usually made a quick deci- 
sion: 39% of the people who went 
to Bermuda in 1952 made up their 
minds within a month of their de- 
parture, against 11% who decided 
six months or longer before they 
left for the islands. 


@ Six states accounted for 82% of 
Bermuda’s travel business: New 
York (43%), New Jersey (12%), 
Pennsylvania (10%), Massachu- 
setts (9%), Connecticut (6%), 
and Maryland (2%). The six 
states contain 24% of U. S. popu- 


lation and earn 30% of the nation- 
al income. 

Also, 77% of 1952 visitors were 
first-timers. 

It is on facts like these, Mr. King 
said, that the advertising of the 
Bermuda Trade Development 
Board (for which Mathes is the 
agency) is based. 


Policy Differences Bring 


Resignations of 3 Editors 

John Chamberlain, Forrest Da- 
vis and Suzanne La Follette, edi- 
tors of The Freeman, have re- 
signed because of “pressures re- 
flected among the directors” which 
would “narrow the scope of the 
magazine, making it more an eco- 
;nomic and less a _ political and 
| cultural journal.” 
The trio plans to start a new 
magazine “which will carry on the 


tradition established by The! 


Freeman.” 


Larro Feeds Get New Name 
| General Mills Inc., Minneapolis, 


has given its Larro Formula Feeds | 


the new name of Larro Sure 


Feeds. The “Sure” trademark, for | 


years belonging to a line of Sperry 
division feeds on the West Coast, 
will be applied to Larro feeds na- 
tionally. General Mills will also 


put out a new feed mixture, Gold) 
which will|has named the Toronto office of 


Medal Super Sweet, 


Carter Allowed 


to Use ‘Liver’ 
Again in Name 


Products Inc. 
fight with the Federal Trade Com- 


San Francisco, Jan. 20—Carter 
won a long, long 


/mission here yesterday when the 
‘ninth U. S. circuit court of ap- 
/peals ruled the company can call 


its product Carter’s Little Liver 
Pills. 

In April, 1951, the FTC unani- 
mously ordered Carter to drop the 
word “liver.”” AA called the action 
(April 9) “one of the toughest, 
most hard-boiled decisions ever 
handed down by the body.” 

The court of appeals, in revers- 
ing the FTC order, declared: “We 
think the rulings of the [FTC] 
examiner tended to be insuffer- 
ably technical, where not wholly 
erroneous.” 

When the FTC decided to keep 
Carter from using “liver” in its 
advertising, the commission said 
that the pills “have no therapeu- 
tic value in the treatment of any 
condition, disorder or disease of 
the liver.”’ The verdict came after 
142 days of hearings and 10,647 
pages of testimony. 


CARTER IS ‘PLEASED’ 


New York, Jan. 20—Carter 
Products Inc. today was “naturally 
pleased”’ with the court of ap- 
peals ruling and declared that 
“this litigation has cost us nearly 
half a million dollars and we 
have no way of recovering it 
against the government.” 

H. H. Hoyt, president of Carter, 
said the San Francisco court 
“agreed with the contention of 
the company’s attorneys that the 
Federal Trade Commission and its 
trial examiner had in effect con- 
ducted an unfair trial of the is- 
sue.” 

“Counsel for Carter,” he said, 
“contended during the arguments 
of this appeal that the company 
was denied the right to cross-ex- 
amine several important govern- 
ment witnesses, and that lengthy 
and detailed scientific testimony 
by Carter’s witnesses was almost 
completely ignored by both the 
trial examiner and commission in 
its order.” 


e Mr. Hoyt said the original com- 
plaint of “false advertising” was 
filed against his company in May, 
1943. The commission, he said, 
then claimed that Carter’s Little 
Liver Pills; which were labeled a 
“laxative aiding bile flow,” did 
not stimulate the flow of bile, a 
secretion of the liver, and there- 
fore were not entitled to be named 
“liver pills.” 

Four years later, he continued, 


a trial was completed and the case 
‘argued before the commission. 
Three years after that, in 1950, 
the commission requested a re- 
argument. “More than a year then 
elapsed before the commission 
'finally issued its order banning all 
advertising claims by Carter deal- 
|ing with the bile flow,” he said. 


Perfection Stove to Walsh 
Perfection Stove Co., Cleveland, 


‘be manufactured under contract|Walsh Advertising Co. to handle 


lby Janesville Mills, 
| Wis. 


Janesville, 


Rack Merchandisers Elect 
Allen Levis, executive 
| Herst-Allen Co., Chicago, has been 


jreelected for the third time as) 


president of American Rack Mer- 
chandisers Inc., Chicago. Other of- 
ficers, all reelected, are Theador 
A. Grossman, Merchant’s Service 
Co., Denver, v.p.; Richard B. Kauf- 
man, Kitchenaides Inc., New Or- 
leans, secretary, and Murry L. 


Sachs, Merchants Wholesale Ser- 
vice, Detroit, treasurer. 


v.p. of| 


its Canadian advertising. Full- 
page, four-color ads are planned 
for English and French magazines. 
\An agreement has been reached 
by Perfection with Empire Stove 
& Furnace Co., Owen Sound, Ont., 
for the manufacture and distribu- 
ition of Perfection products in 
Canada. 


Povey Joins Cowan & Dengler 


Robert Povey, previously a copy- 
writer with Erwin, Wasey & Co., 
New York, has joined the copy 
department of Cowan & Dengler, 
New York agency. 
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Nielsen May Revise Radio Service 
to Allow for Multiple-Set Homes 


(Continued from Page 1) 
force. In the meantime, however, 
the researcher might start weight- 
ing his figures to make allowance 
for multiple-set ownership. It is 
estimated that the inclusion of this 
factor might raise network radio 
ratings about 5%. 


the house and barns and private 
garages and workshops. 

The importance—to stations and 
advertisers—of measuring listen- 
ing to these extra receivers is 
pointed up by the fact that TV- 
owning families are prevalent in 
the three or more radios per home 
ownership group. 


se The Nielsen coverage service. 


count on working radios in homes 
as of May, 1952, showed 44% of 
the total U. S. radio homes with 
two or more sets in working order. 
Of this group, 12% 
usable sets. Excluded in 
count were car radios, FM-only 
sets, portables not used at home, 
sets that were out of order and 
not soon to be repaired, and radios 
in business establishments and 
public places. 

Counted in were all radios in 


had three) 
this | 


s Not all of the network research 
‘heads had received the details of 
Mr. Nielsen’s proposal in writing 
jas this story is written, so it is 
a little too soon to gauge their re- 
action. 

However, Harper Carraine, di- 
rector of research for CBS radio, 
characterized the project as a step 
in the right direction. He indi- 
cated that the correction of the 
Nielsen sample to give proper rep- 
resentation for multi-set homes is 


‘s An official 


something radio has been asking 
for a long time. 


of the Mutual, 


Broadcasting System feels that) 


a revamped sample will give a 


truer picture of radio listening, | 


particularly in TV America. 


ing to second, third and fourth sets | 
is necessary to get an accurate | 
measurement, especially in tele- 
vision areas. 


Advertising Age, January 26, 


1953 


Excitement in the magazine world: Cosmopolitan stops subscription 
drive, cuts rates in half; Better Living has top-level shakeup .. Page 1 
Ed Weiss, advertising’s Sigmund Freud, says crime shows don’t pay 


off for sponsors 


General Motors does it up fine for its million-dollar Motorama .. 


He believes inclusion of listen- | Bra makers exploit the teen-age market 
Philip Morris joins the king-size bandwagon 


| Stan Cohen, AA’s Washington editor, continues his report on the U. S. 
Post Office, tackling the thorny issue of single vs. twice-a-day mail 


| 


Sponsors Contest for Students 
'Here’s another fabulous mail order story—Kenya Gem Corp., seller 


Mutual Benefit Life Insurance 
Co. is sponsoring a $2,750 contest 


for high school students, promoted | 


Magazines. Students will write on) 


the subject, 


“How I Would Use, 


$1,000 in My Personal Plans for 


the Future.” 


Ted Robertson Promoted 


Ted R. Robertson, formerly with 
Business Week’s midwestern of- 


fice in Chicago, has been named. 


district manager, with headquar- 
ters in the Philadelphia area. 
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CHEMauUSs Q@voron 


This map outlines the territory serviced 


regularly by a leading Seattle food broker. 


His sales representatives cover all “A” and 


“B” retail grocery stores at 


3 weeks. Chain and cooperative headquarters 
in Seattle, Tacoma, Everett, Bellingham, 
Yakima and Wenatchee are contacted every 


week. 


THERE'S A REASON! 62% OF 
SALES VOLUME COMES FROM OUTSIDE 


SEATTLE ABC CITY ZONE. 
+ + © 


THE SEATTLE POST-INTELLIGENCER 
PROVIDES ADEQUATE COVERAGE 


IN ALL PARTS OF THIS 
OF DISTRIBUTION. 


Key cities and 
towns with 20% 
and greater family 


coverage. 


RICHLAND 


R 
enron or Drone wick 
PROSEER ) 
’ 


The Seattle P.-I. is one of the strongest news- 
papers west of the Mississippi. Only 20 papers in 


this entire area can boast of more than 100,000 


least once every 


THIS BROKER'S 
THE 


city circulation in their respective cities, 


THE DAILY POST-INTELLIGENCER OF. 
FERS 106,334 SEATTLE CITY ZONE CIRCU- 
LATION, REACHING EVERY OTHER 
FAMILY IN SEATTLE, 


PLUS 


Strong merchandisable coverage (20% and 


greater family coverage) in the key cities 


and towns throughout the entire Seattle 
Wholesale Market. 


ENTIRE AREA 


The Seattle Post-Intelligencer is the ONLY 
morning daily in Western Washington, with 
the greatest Morning and Sunday Circulation 
in the entire state. 


NO OTHER NEWSPAPER CAN OFFER 
YOU SUCH BALANCED COVERAGE! 


Ke SEATTLE 


‘POST-INTELLIGENCER 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE — 


I fh diced 5.4 £s% 5% swe ae eae 
i SOE 6a cg esta cavasairees cee Page 57 


Export advertising was up 30% 


Of GYTCHOCIC MOMS 2... cece cesses 


through advertising in Scholastic | P. K. Wrigley, owner of the Chicago Cubs, says TV has little to do with 


drop in baseball attendance 


er Se we et eee TT Page 58 


Dr. George Brown summarizes his nine previous market studies, finds 


brand loyalty is a fact, not fiction 


PE ee eT ee ee eee ie Page 75 


Electrical Merchandising presents its annual comprehensive report on 


the appliance industry ......... 


eat gawawa tease Sate OF Ld Page 90 


REGULAR FEATURES 


Advertising Market Place ....82 


Along Media Path ......... 48 
Chain Store Sales .......... 86 
Coming Conventions ........ 60 
Creative Man’s Corner ...... 76 
Department Store Sales ..... 30 
NS 25 68 ats Sa 30K 40 bs 12 
Employe Relations .......... 80 
Eye and Ear Department ....78. 


Farm Publication Linage ... .68 
Getting Personal 


Information for Advertisers . .82 


Looking at Retail Ads ........ 80 
Mail Order Clinic ............ 718 
eee 73, 89 
Photographic Review ........ 62 
Production Tips ............ 76 
BS PIED ok eer eeiatccsa 12 


Salesense in Advertising ....79 
This Week in Washington ...66 
Voice of the Advertiser 
You Ought to Know ...... 44, 56 


6 FTC Complaints 
Against Cosmetics 


Houses Abandoned 


(Continued from Page 1) 
permitted to provide alternative 
promotion benefits to retailers who 
cannot effectively use demonstra- 
tors. 

The companies covered by the 
complaints dismissed today include 
Elmo Inc. and Elmo Sales Corp., 
Phiiadelphia; Richard Hudnut, 
Hudnut Sales Co., and William R. 
Warner & Co., New York; Charles 
of the Ritz Inc. and Charles 
of the Ritz Distributors Corp., 
New York; Primrose House Inc., 
New York; Coty Inc., New York; 
Bourjois Inc. and Barbara Gould 
Inc., New York. 


® Five of the cases were initiated 
in November, 1936, less than five 
months after the Robinson-Pat- 


mar anti-discrimination law be-| 


came effective. Two other demon- 


strator cases were filed early in 
1937. The trade practice rules were 
worked out after the Supreme 
Court supported an order which 
the commission issued against 
Elizabeth Arden, which had been 
cited in one of the 1937 cases. 

The order against Arden was 
more rigid than the trade practice 
rules, requiring it to provide dem- 
onstrator services to all customers 
who sell in competition with each 
other since it made no provision 
for alternative promotion allow- 
ances for customers who cannot 
use demonstrators. 


= The trade practice proceeding 
was initiated in 1947 but lan- 
guished during court review of 
the Arden case. 

In dismissing the six remaining 
complaints, FTC said the adoption 
of the trade practice rules changed 
all the pleadings and evidence in 
the cases and that the commission 
“cannot in good conscience do 
other than enter an order of dis- 
missal.” 


advertising requirements 


That, you know, is the name of a new magazine which the 
publisher of Advertising Age is bringing out this very month. 
It’s going to talk about the mechanical ingredients of ad- 
vertising — and that’s us. We’ve been meeting advertising re- 
quirements for thirty-five years. Everything, that is, that goes 
into the most delicious recipe for a fine piece of printing. A 
good many very sapient people in advertising have been com- 
ing to us for their requirements for a long time. From idea to 
post office or any part in between is our dish. Dee-licious! 


carl gorr printing company 


1801 W. Byron St., Chicago 13, Ill. 
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Worth pasting in your hat! 


Key question for determining the value of any medium is: “Cost per 

line per thousand WHAT?" Best answer is “best customers.” Because today 
advertising has to be selective to be profitable ... has to sort out the best 
customers from the not-so-good. In New York, one newspaper alone selects 
most of the market's best customers for you... the Herald Tribune. 

This Quality Market is a class audience that buys mass... buys heavily 

at ALL pice levels... and makes advertising profitable! Sell the 

Herald Tribune Quality Market and you sell the people who are able and 
willing to buy... with high incomes, exceptionally large savings and 
security holdings . . . families always receptive to new ideas. Find out about the 


newspaper that always quotes you cost per line per thousand best customers! 


NEW YORK 


Herald Tribune 


Statistical Source: Herald Tribune Continuing Home Study—uniquely complete analysis of 
@ newspaper's audience. For further data, write to Herald Tribune Market Research Department, 230 West 4151 Street, New York 36, N. Y. 
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‘ readers spend more than $250,- 
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53rd of a Series 


Two Herald Tribune families in 
every three have $5,000.00 or 
higher annual incomes. 


New York Herald Tribune women 


000,000 a year for clothing and 
accessories! 


Herald Tribune families make 
27,000,000 shopping trips a year! 


6,375,000 books a year are bought 
by Herald Tribune families. 
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WABI-TV Names Hollingbery 

George P. Hollingbery Co. has 
been appointed to _ represent 
WABI-TV, Bangor, Me. Due on 
the air Jan. 31, the station has 
signed an affiliation contract with 
CBS. 


Autry’s KSWB Joins CBS 

KSWB, Yuma, Ariz., has affili- 
ated with CBS Radio as a bonus 
station to KOOL, Phoenix. Cow- 
boy star Gene Autry is the prin- 
cipal owner of KSWB. 


Presto! extra speciat! 


AMAZING e TERRIFIC ¢ UNHEARD OF 
COLOSSAL, MAGNETIC, FREE 
Permit me to use these and see how 
JA% P. you respond ...!1 really have some- 
WALK thing you may profit by. Just write! 
advertising typographer 
11 EAST HUBBARD ST., CHICAGO 11, ILL. 


Bra Makers Benefit from Growing 


Teen-Age Market; 


(Continued from Page 2) 
advertising and education to in- 
duce women to have their under-— 
garments fitted rather than to rely 
on their own judgment. 


s New styles and models were 
displayed for the buyers at a| 
breakfast fashion show and sales | 


Ad Budgets Up 


first strapless model in the largest 
(D cup) size made in the indus- 
try. Also shown were a nifty one- 
piece red corsette by Benjamin & 


'Johnes Inc. and a pastel yellow, 
| matching girdle and bra by Mun- 


singwear Inc. 
Although black and white are 
the basic colors used by the in- 


Se ARE ES OT NR 


Advertising Age, January 26, 1953 


came in a great variety of shapes 
and sizes, these manufacturers say 
an All-American girl type—tall, 
big beamed and big breasted—now 
appears to be the commen denom- 
inator. 


= Gossard has hiked its budget 
33% this year. Emphasis will be 
switched to newspapers with this 
|medium getting 60% of the bud- 
| get and magazines 20%. The re- 
_mainder includes point of sale ma- 
|terial and experimental TV ad- 
vertising. All magazine ads will be 
pages, a few in two colors. Weiss 


clinic. Strapless and plunging bras, | dustry, red, yellow and brown are! & Geller is the agency. 


which facilitate the “bare” look, | 
will be prominently featured again | 
this year. 

Bali Brassiere Co. caused a flut-| 
ter with the introduction of the) 


appearing more frequently. 


Several manufacturers also have 


noted what they describe as a 
trend toward a “universal” wo- 


man. Whereas women formerly. 


| Bali has doubled its first six 
months’ budget over the same pe- 
riod iast year and says its ad pro- 
gram is the most ambitious in the 
company’s history. Only maga- 


“Keep the top 
of the market sold” 


A DAZZLING PROSPECT. Our newest market study for quality goods shows that over 


71% of all jewelry sales in the U. S. are made in 47 city trade areas where 81% of 


THE NEW YorRKER'’S U.S. circulation is con- 
centrated. NEW YORKER readers are perfect 
prospects for luxury goods. You may obtain 
a copy of THE NEW YoRKER’s market study 


by writing to us on your business stationery. 


THE 


NEW YORKER 


No. 25 WEST 43xp STREET 


NEW YORK 36, N. Y. 


SELLS QUALITY 
IN QUANTITY 


| 

SEAMLESS COMFORT—"Stop chofing-seam 

torture,’ says Silf Skin Inc. pantie girdle 

od. It will appear in Life soon. Philip |. 
Ross Co., New York, is the agency. 


| zines will be used, with the ex- 
ception of Sunday supplements in 
| the New York Times and the Chi- 
‘cago Tribune. A majority of the 
ads will be b&w pages but some 
| will be four-color. Altman-Stroller 
Advertising, New York, is the 
agency. 

Maiden Form Brassiere Co.’s 
budget has been based on the 
greater sales volume of last year, 
which means a dollar increase. Ads 
will be in page and two and three 
column sizes. Some 17 magazines 
will be used. William H. Wein- 
traub & Co., New York, is the 
agency. 


'@ Warner’s budget has_ been 
raised slightly and spokesmen for 
Exquisite Form Brassiere Inc. say 
'its budget has been raised to the 
neighborhood of $1,500,000. C. J. 
LaRoche & Co., New York, is War- 
ner’s agency and Philip I. Ross Co. 
'is Exquisite’s agency. 
| All companies have extensive 
cooperative advertising programs. 
Although some have tried televi- 
| sion, this medium appears not to 
be feasible, at this time, for use 
on a large scale by the industry. 
A new company, Private Brands 
Inc., 711 Broadway, New York, was 
| present at the market, setting up 
a sales organization. It expects to 
start advertising in March. Paul 
Steiner, who heads the organiza- 
tion, said it is planned to have the 
company cooperatively owned by 
all participating in it. Its line, 
tentatively labeled “Exclusively 
| Yours,” will be made for the com- 
pany by Corde de Parie Corset 
Co. 


Tasker Heads ‘Look,’ ‘Quick’ 


Dana Tasker, formerly execu- 
tive editor of Time, has been 
named editorial director of Look 
land Quick, a new post. Mr. Tasker, 
previously with Reader’s Digest 
‘and Newsweek, had been with 
| Time Inc. for 15 years. He was 
| named executive editor of Time in 
1951. 


| “Woman's Day’ Promotes 3 


Mortimer Berkowitz Jr., who 
_joined the New York sales staff of 
Woman’s Day in April, 1951, has 
been promoted to eastern adver- 
\tising manager. Walter Gardner 
,}and Joe Grant, both formerly with 
|the Chicago sales staff, have been 
named co-managers in charge of 
western advertising. 


NBC Shifts Goodfellow 


Joseph Goodfellow, formerly 
eastern radio spot sales manager 
for National Broadcasting Co., 
New York, has been named sales 
director for the network’s owned- 


/and-operated stations in Wash- 
‘ington—WRC, WRC-FM and 


WNBW. 


_Avco Mfg. Appoints O’Brein 


Crosley division of Avco Mfg. 
|Corp., Cincinnati, has appointed 
_George F. O’Brein as manager of 
home laundry equipment sales. 
/Mr. O’Brein formerly was with 
‘Interstate Department Stores as 
‘merchandising counselor. 
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owertul aadveriising results 


BUILT RECORD LINAGE FOR NEWSPAPERS IN 1952 


LEADERS IN ADVERTISING IN THE 
U. S. YEAR-1952 


1. MILWAUKEE JOURNAL 49,457,702 


2. Chicago Tribune ..... . 47,631,816 


3. Los Angeles Times . . . . . 45,849,407 


4, Washington Star. .... . 42,494,020 


5. New York Times ..... . 41,721,343 


6. Miami Herald ...... . 39,371,257 


7. Cleveland Plain Dealer . . 38,687,083 


8. Baltimore Sun ...... . 38,154,798 


9. Philadelphia Inquirer . . . 38,133,092 


10. Detroit News ....... . 37,242,380 


Again in 1952 advertisers used more linage in 
The Milwaukee Journal than has ever before ap- 
peared in any publication—49,457,702 lines. This 
was an increase of 3,668,762 lines over The 
Journal’s previous world record in 1951—and the 
first 10 newspapers combined gained 21,994,251 
lines over 1951. 


Contributing to The Milwaukee Journal’s con- 
tinued leadership were firsts among all news- 
papers in retail advertising, élassified, department 
store and in dynamic ROP color. A second place 
in evening-Sunday general and a third for total 
automotive shows an exceptionally well-balanced 
advertising acceptance for this newspaper. 
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Quaker Features 
Mrs. America in 
Ready-Mix Drive 


Cuicaco, Jan. 23—Mrs. America 
and Aunt Jemima now form a 
team that aims to tell housewives 
about Quaker Oats’ ready-mix for 
pancakes and waffles through a 
million-dollar advertising and 


CORRECTION 


Mailing and closing dates for “Brands 


You Know” shown in advertisement 
in January 19th issue of ADVERTIS- 
ING AGE were incorrect for two 


areas. Following are correct: 


Pacific Northwest Area 
Mailing date, March 22; 
closing date, February 22. 


Alaska, Salt Lake Areas 
Mailing date, March 8; 
closing date, February 8. 
“BRANDS YOU KNOW” 
Division of 
Western Empire Direct Advertising Co. 
612 Howard $t. 
San Francisco 5, California 


merchandising campaign. 

Quaker Oats Co. plans to use 
Better Homes & Gardens, Better 
Living, Dakota Farmer, Every- 
-woman’s, Family Circle, Farm 
| Journal, Look, The Saturday Eve- 
ning Post, This Week Magazine, 
Sunset Magazine, True _ Story, 
Woman’s Day and Woman’: Home 
Companion. 

Large space newspaper ads are 
| planned for more than 60 dailies, 
bey over a 90-day period. The 
“Aunt Jemima Home Folks” show 
(CBS Radio) will also be used. 
| All ads will feature Mrs. Ameri- 
‘ca of 1953—Mrs. Evelyn Joyce 


‘lines will read: “Pancake queen 
tells Mrs. America about her new- 
|est pancake success.” 

| Price, Robinson & Frank is the 


| agency. 


‘Turow & Robbins Bows 

| Turow & Robbins, a new agency, 

|has opened offices at 411 Park 
Ave., Baltimore. The principals are 
Earle Turow and Bob Robbins. 


TV Crime Shows 
Do Not Pay the 
Sponsor: Weiss 


(Continued from Page 1) 
that sponsors might well take the 
_cue and consider whether “crime” 
/pays them. 

The agency head cited a case 
_history of one of his agency’s cli- 


/ents, Mogen David wine. In this 
| Schenk—and Aunt Jemima. Head- | 


case, Mogen David had been fea- 
tured on a mystery show for near- 
ly a year when Weiss & Geller 
started to apply some of the new 
tools of sociology and psycholegy 
to the product to find out what 


| slant would sell it best. 


# It was found that people asso- 


ciated the sweet wine with child- 


hood days and family gatherings, 


|and that copy should be made to, 


Advertising Age, January 26, 1953 


appeal to these unconscious fac- | 
‘tors. However, it would obviously 
| be difficult to slip copy demanding 


a relaxed, peaceful attituce into 


| the middle of a show calculated to 
/build up the listeners’ tensions. | 
Therefore, the show was dropped | 
and a panel program, “Where Have | 


I Been,” was substituted. 

Mr. Weiss added that the agen- 
cy’s decision was further influ- 
enced py a book, “Patterns of 
Panic,” written by J. A. M. Meer- 
loo, instructor of psychology, Co- 
lumbia University. Mr. Meerloo’s 
thesis is that even the most mature 
persons are not immune to panic, 
that panic is contagious and that 
people in a state of panic find 
themselves completely unable to 
act or think. Further, people often 
come out of a state of panic com- 
pletely incapable of remembering 
what they had done or what had 
happened. 


a “This, then was the case against 
the mystery show for Mogen Da- 
vid,” he continued. “It was indeed 


————e 


FITTING CLIMAX ~<* 


awe! 


Streamlined to a teardrop shape, the sewing circle 


is still around. Ask the mannequin 
The educated fingers of his lady, 


of the house. 
and millions 


more, are sewing in the winter for compliments 


in the spring. 


In homes across the land, the appearance of 


crisp, colorful Avondale Fabrics on the sewing 
table casts a cheerful shadow of seasons yet to 
come. For every day thousands of nimble-fingered 
women stride into stores to ask for Avondale’s 


Companion Colors. 


Invitations to a stylish wardrobe—self-made or 
ready-to-wear—are delivered to millions by the 
national magazines which carry the advertise- 
ments of our client, Avondale Mills. 


N. W. AYER & SON, INC. Phitadeipnis, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 


impractical for us to continue any 
show where we induced our tele- 
vision audience into an emotional 
state bordering even to a small 
degree on panic. If this audience 
becomes immobilized and carried 
away by a slight state of fear 
through the action of the play, it 
| was obvious to us that the com- 
/mercial could not possibly hit its 
|mark or be absorbed or remem- 
_ bered.” 

| Since the switch to the new 
_ show and copy theme, Mr. Weiss 
said, Mogen David sales have hit 
| an alltime high and it has risen 
| from as low as 18th place in many 
states to first place in sales na- 
tionally for wines of its type. 


@ Mr. Weiss added that he is not 
opposed to all mystery or crime 
shows. He said that their effects 
on children were not always bad, 
pointing out that, as in the case 
of the Anderson and Grimm fairy 
tales, the presentation of evil and 
violence could be a form of fan- 
tasy presenting the dangers of the 
world to children and at the same 
time offering them an opportunity 
“to siphon off their hostile feel- 
ings and...dealing with their 
anxieties.” 

“But as a way of life and as a 
steady diet,” he said, “well, that is 
another story. A steady dose of 
these crime, mystery and western 
shows can become a psychological 
burden to children. The danger is 
that horror and crime shows can 
show too much satisfaction on the 
part of adult society with horror 
and crime as a way of life. The 
child begins to relate them, not 
unconsciously with his fantasy, but 
with the real adult world around 
him. Do we dare risk such an 
eventuality?” 


® He also said that the possible 
effect on adults is a highly individ- 
ual matter. In the case of mature 
adults, an adequate defense against 
aggression and hostility has been 
built up so that no injury to men- 
tal health is likely. At the same 
time, such people when beset by 
worries and tensions of all kinds 
and whose lives are dull find a 
healthful and positive stimulus in 
such shows to keep them on an 
even keel psychologically. 

Mr. Weiss further cited the re- 
sults of studies made by Schwerin 
Research Corp. for various adver- 
tisers, especially a two-year study 
which showed that a commercial 
shown on a “crime” show was only 
|remembered or believed ty half 
the people who reacted posi- 
tively to the same commercial on 
some other kind of show. The study 
also proved that commercials on a 
“crime” show were two-thirds less 
effective in terms of sales than 
when shown on a “non-crime” 
show. 

He concluded by saying that 
some mystery shows, like “Racket 
Squad,” in which there is very lit- 
tle actual violence or horror, can 
still do a good job with commer- 
cials. He advised, however, that 
commercials should not be placed 
immediately after a “high-peak 
| tension” spot on such shows to be 
|most effective. 
| 
National Federation of Ad 
Agencies Elects Officers 

James L. Hill of Cary-Hill, Des 
| Moines, has been elected presi- 
dent of the National Federation of 
Advertising Agencies. 

Other officers elected are Nat 
M. Kolker, Nat M. Kolker Adver- 
tising Agency, Philadelphia, 1st 
v.p.; Perce Harvey Jr., Harvey 
Advertising Agency, Topeka, 2nd 
v.p.; J. Howard Allison Jr., J. 
'Howard Allison & Co., Atlanta, 
| treasurer, and Audrey L. Sage, re- 
elected secretary. 


‘Petry Appoints Zolp 


| Junius J. Zolp, formerly of the 
TV sales department of National 
Broadcasting Co., has joined the 
TV sales staff of Edward Petry & 
‘Co. in Chicago. 
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Young people are like adults... except in one important 

respect. Like adults, they want to be strong and 

healthy, smart and popular (add other successful 
advertising appeals) . . . but they're much more receptive, more easily 
told and sold. Equipped as they are, with both the wants and the where- 
withal, they constitute a mighty market today . . . and promise to be 
continuing customers tomorrow. Incidently, their hold on their parents’ 
heart-strings gives youngsters a mighty grip on the family purse- 
strings, too! 


There's probably a proper place for your product in their favorite 
reading material . . . the comics books! 


National 
Comics 
Croup 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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realy 


The market LIFE reaches, 
with a single issue 
(11,880,000 households’) 

is big enough, 

all by itself, to consume 

the entire yearly production 
of most brands, 

many manufacturers, 


many entire industries. 


tSource: A Study of the Household Accumulative Audience 
of LIFE (1952), by Alfred Politz Research, Inc. 


In the automotive field: 


If, this year, the maker of the largest-selling U. S. 
automobile sold a new car to just one out of every 
eight of the 11,880,000 households reached by a sin- 
gle issue of LIFE, his sales for 1953 would set a new 
record for sales in any one year.* 
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In the packaged food field: 


If, this year, the largest manufacturer of ready-to-eat 
cereals were to sell one package a week (of any of his 
brands) to all the households reached by a single 
issue of LIFE, he would beat his 1952 sales record by 
more than 150 million packages.* 


How BIG 1 


In the home furnishings field: 


If, this year, just one new mattress were to be soid 
to each of the 11,880,000 households that are reached 
by a single issue of LIFE, sales to this group alone 
would be far greater than the total 1952 production 
of the entire mattress industry.* 


In electrical appliances: 


If, this year, a new refrigerator were sold to just one 
out of every three households reached by a single 
issue of LIFE, sales to this group alone would far ex- 
ceed the total 1952 production of all refrigerator 
manufacturers combined.* 
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In one department store item: 


If, this year, the makers of bathroom scales sold one 
$6.95 unit to just one out of every six households 
reached by a single issue of LIFE, sales to this group 
alone would exceed the total 1951 bathroom scale 
sales of all manufacturers combined.* 
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In the frozen food field: 


If, this year, the makers of frozen orange juice were 
to sell just two cans each week to the households 
reached by a single issue of LIFE, sales to this group 
alone would be considerably more than double the 
total 1951 production of the entire industry.* 


In toiletries: 


If, this year, the makers of brushless shaving cream 
(tube or aerated) sold just one 59¢ container every 
third month to the men in the households reached by 
a single issue of LIFE, sales to this group alone would 
far exceed the industry’s total 1951 sales.* 


In the entire department store field: 


If, this year, the 10 leading department store chains 
or affiliations (1881 stores) altogether sold just $325 
in goods to each household reached by a single issue 
of LIFE, these stores would move more goods to this 
group alone than their total 1951 sales.* 
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In the furniture field: 


If, this year, manufacturers of upholstered furniture 
were to sell just one unit (either a chair, suite or dual- 
use piece) to each of the households reached by a 
single issue of LIFE, total unit sales would top those 
of the entire industry in 1951.* 
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In one food product: 


If, this year, just 3 cups of soluble (instant) coffee 
were consumed daily in the households reached by a 
single issue of LIFE, sales to this group alone would 
be more than double the 1951 retail sales of all brands 
of soluble coffee put together.* 


In the entire food field: 


If, this year, the 20 leading U.S. grocery chains (com- 
prising 13,712 stores) supplied the yearly food re- 
quirements of only the 11,880,000 households reached 
by a single issue of LIFE, their sales would be double 
those of 1951.* 


*Source: Latest available industry figures. 
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How big in circulation? 


LIFE goes into 1953 with the largest circulation of any 
weekly magazine—5,300,000. 

In the first 9 months of 1952 (latest available A.B.C. 
figures), LIFE sold over 43,000,000 copies more than the next 
biggest weekly —and over 166,000,000 more than the biggest 
monthly that carries advertising. 


How big to U.S. business? 


In 1952, LIFE’s advertising revenue was $96,897,749.** This 
is the highest figure that LIFE—or any other single national 
medium—has ever achieved in one year. 


To back up their investment, advertisers bought from 
LIFE more than 19,000,000 pieces of point-of-sale material 
for retail tie-ins—a million more than in 1950, the previous 


- record year. 


2) And looking ahead, advertisers have given LIFE more ad- 
vance orders and space reservations than at the beginning 
of any year since LIFE began. 


**Source: P.I.B. (gross figures) . 


BIG 1s LIFE? 


How big in the public mind? 


In 1952, the American people paid more than $38,000,000 
for LIFE . . . single copies and subscriptions. This, too, is 
higher than in any year to date. More regular subscribers 
renewed, and more newcomers became subscribers than ever 
before in LIFE’s history. 


All of this, of course, is a tribute to LIFE. But it is partic- 
ularly a tribute to an America more intent, more: curious 
about the world of today ... and the world of tomorrow. 
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Beats TV for Keeping ‘Em Away 


Leo P. Bott Jr., Chicago agency man, wonders out loud if movie 
advertising is heading toward a new low. The natural reaction to 
which is that it isn’t possible. 

But Mr. Bott has some evidence. Kind of interesting stuff: 

Item: A couple of ads for a movie called “The Happy Time,” with 
Charles Boyer, Linda Christian and Louis Jourdan. One ad is devoted 
largely to a picture of Miss Christian straining a variety of muscles 
(object: bust development) while the accompanying copy reveals 
that “from the youngest to the oldest. ..they all had the same thing 
on their mind!” The other ad again shows Miss Christian—with strap- 
less front—advising Mr. Boyer: “And tell your brother to stay out 
of my bedroom.” The only other clue given in the ads to the content 
of the movie is the line under the title—“The picture that made 
America blush.” 

Item: A review of the movie by Sam Lesner in the Chicago Daily 
News. Headline—“Fun at the Woods Theater—‘Happy Time’ Fine 
Comedy Film.” Says Mr. Lesner: 

“*The Happy Time’ is a happy comedy I don’t hesitate to recom- 
mend as holiday fare for young and old, despite the fact that some 
film-goers may have been misled into thinking it’s a bedroom farce 
with sexy overtones. (Italics supplied by Mr. Bott.) 

“Its ‘overtones’ are the always intriguing theme of the birds and 
the bees and how to tell the young about their adolescent disturb- 
ances. This ‘The Happy Time’ handles with good taste, wit and 
charm...It is a refreshing bit of film entertainment.” 

Could it just be possible that the impression created by the ad- 
vertising—that stuff about a bedroom farce with sexy overtones— 
was deliberately contrived? And is it equally possible that dis- 
guising the true character of the picture kept more people from 
seeing it than it brought in to see a movie with “sexy overtones’? 


Department Stores Have Little Choice 


Last week Prof. Malcolm P. McNair of the Harvard Graduate 
School laid it on the line for the National Retail Dry Goods Assn. 
Department stores, he said, are on “uneasy street,” with their pre- 
eminence in retail merchandising disappearing, and their share of 
total retail sales gradually dwindling. 

“The nub of the matter,” he said, “is that certain types of retail 
enterprises, and notably department stores as conventionally op- 
erated, cannot get the productivity per employe that will justify 
current wage rates.” 

Prof. McNair suggested a 10-point program for strengthening de- 
partment stores. Although he didn’t say so, all but a few die-hards 
in the field already knew their real choices: Change department 
store operations in many important particulars or go out of business. 

The precise answers that can be given in each case will not be 
identical. Some stores will find the path of salvation in one direc- 
tion, some in another. But it is pretty clear that the department 
store that is a going, prosperous business 20 years from now will 
be quite a different sort of thing from the department store that was 
cock of the walk 20 years ago. 

There is no special reason why this should surprise or annoy 
anyone. Department stores of today are quite different from what 
they were a quarter century ago. So are many other types of stores. 

The patterns of retailing have changed drastically in the past 25 
years. It is safe to assume that they will change again and again as 
the years go on. 

What makes the department store problem of keeping abreast 
with changes so difficult is its size, and its investment in real estate. 
By and large it is, or has been, committed to a spot because it owned 
that spot. It had neither the flexibility nor the mobility of the smaller 
store which could solve a traffic problem or a problem of a de- 
teriorating neighborhood by going off and leaving it. 


Advertising Age, January 26, 1953 


Rough Proofs | 


“Ford officials,” reports the 


world’s greatest advertising jour- 
nal, “say they’re sure Fords will 
pass competition in 53.” 

Better revive the old slogan, 
“Watch the Fords go by.” 


_ “Post Office is slow to adopt 

techniques used by industry,” the 

\story says. 

| Maybe, after all, more jobs and 

bigger deficits are the objective. 
« 


Paper-Mate, the new hot-shot of 
the ball pen world, “estimates it 
now has 50% of the national pen 
market.” 

Did the bankers who are said to 


GOLPSTE tN 


—This Week Magazine 


“Give him his money back. He bores me.” 


What They're Saying 


A ‘Pood’ Suggestion 

Many of the good things in life, 
including, so they say, roast pig, 
are the happy by-products of mis- 
chance. Many scientific discoveries 
owe their recognition to an acute 
eye viewing an accidental hap- 
pening and correlating it with 


the main point, namely that an es- 
teemed, younger contemporary, the 
New York Times, inadvertently 
created a néw word the other day. 
It is a word of tremendous pos- 
sibilities, and it is solely with the 
thought that its brief life may be 
saved that we now mention the 
matter. 

The story had to do with a cer- 
tain public official who was con- 
sidered by the State Department to 
be, so the story said, a “pood” se- 
curity risk. Obviously there was 
mental conflict in the production 
of this word, wavering as it does 
midway between good and poor. A 
pood risk, indeed. How many 
things are there in life that dangle 
halfway between good and poor? 

Nearly everything, including 
people, falls into the pood cate- 
gory. Most singing is pood. Most 
people are pood sports. Most cook- 
ing ranges from pood to poor or, if 
you are lucky, from pood to good. 
Most people have a pood time at 
parties and enjoy pood health. 

We could go on like that ad in- 
finitum to bolster the position that 
none of the words we now have in- 
dicating safe, middle ground is 
nearly so effective as the port- 
manteau word created by the 
Times linotype operator. We sug- 
gest that it would be a pretty pood 
idea for the Times to throw its 
respected weight behind this new 


word. 
—The Hartford Courant. 


Trust the Press 
At the fifth annual conference 


irate members severely criticised 
newspapers “which refuse to pub- 
lish public relations material un- 
less it is accompanied by advertis- 
ing.” 

| Such sweeping_ statements 
should not go unchallenged—in- 
‘deed they did not—for they are 
based on nonsense. It is very 


‘doubtful whether even the small- 
‘est journalistic enterprise would, 


other facts. All of which leads to} 


of the Institute of Public Relations, | 


, lay down such condition on the ac- 
|ceptance of NEWS. 

But, of course, it is with the as- 
| sessment of news value that the 
| trouble begins. Who knows a story 
| when he sees one? The journalist 


/or the public relations officer? 


| There can be little. doubt about | 


the answer. 

Too often the publicity man is 
concerned only with securing 
mentions for his product. That is 
the “news” he wants to see in 
print. 

Surely the true picture is a lit- 
tle different from that painted at 
the institute’s meeting. What in 
fact frequently happens is that the 
p.r. man sends to newspapers ma- 
terial which should appear in the 
advertisement columns. 

This can be bad for both adver- 
tising and public relations: bad 
for advertising because space 
which should be paid for might be 
given away, and bad for public re- 
lations because the average news- 
paper would despise the publicity 
/man for trying to sneak something 
_ through. 
| Sir Miles Thomas has sound ad- 
vice for p.r. men. “Trust the 
|press,” he says. “Give the press 
the facts. What they do with them 
is their affair. If you distrust the 


‘press, the press will distrust you.” | 


—Advertiser’s Weekly, London, Eng- 
land—Dec. 11 issue. 


Adjustment Can Be Avoided 


| In every respect 1953 presents a 


|challenge to business. The chal- 
/lenge will couple steady and in- 
_telligent management, vigorous 
/merchandising and salesmanship, 
| and the preparation of individual 
businesses for the financial 
strength that may be required dur- 


ing the period ahead. Should these 
occur in a sufficient number of 


| busimesses and should this be ac-'| 


companied by intelligent govern- 
ment action, there is even the pos- 
sibility that we may avoid any 


very noticeable adjustment. Eco-| 


nomic difficulty can yield to the 


kind of intelligent management, | 


planning, and guidance which are 
being pursued by many fore- 
sighted companies throughout 
American business today. 


—Leo M. Cherne, executive director, 
Research Institute of America, speak- 
ing before the Sales Executives Club 
ot New York, Jan. 6. 


have endorsed the pen also en- 
_dorse the estimate? 
° 
| “How to win friends and influ- 
\ence competitors” may be the 
‘theme of the new General Mills 
institutional campaign, which will 
“talk good eating habits, irres- 
'pective of kinds of foods.” 

e 


“No machine yet invented will 


! write advertisements,” asserts BB- 


DO, which might nevertheless ad- 
mit that some of them seem to 
have come off the assembly line. 


A motion picture and TV pro- 
ducer now available for a new job 
|Says he has been “mellowed by 
several years in posts of command 
in the broadcasting operations of 
a top ten agency.” 

Mellowed or just softened up? 


Housewares buyers had a lot of 
|fun helping to choose “Miss Kitch- 
en Gadget” for Popeil Bros., and 
judging from the pictures of the 
|contestants, all of them qualified 


las nice gimmicks for the home. 


* 

Ford Frick noted 106 product 
plugs in a baseball broadcast last- 
ing 118 minutes, and thinks the 
_advertiser’s batting average is a 
little too high for the major 
‘leagues. 


| Trade show attendants who have 
romped through the Grand Central 


|Palace for years, enjoying them- 


‘selves hugely, feel the atmosphere 
| will be much more funereal when 
‘the Bureau of Internal Revenue 


‘takes over Nov. 1. 
* 


With the aid of the Associated 
Press, the Lucille Ball baby ar- 
rived Jan. 19 just in time to whoop 
it up for the appearance of the TV 
baby on “I Love Lucy” the same 
evening. 


| 
| 


With Marilyn Monroe and Jane 
/Russell starring in “Gentlemen 
| Prefer Blondes,” confirmed bru- 
nettes are hoping that most of the 
viewers will still prefer Jane. 


| a 
| 
| Per capita consumption of hard 
liquors declined last year to the 
lowest point since 1943, an item 
which makes interesting reading 
for the Women’s Christian Tem- 
perance Union. 

e 


Nation’s Business reports it got 
a letter from a Chicago reader who 
said, “Go to hell, editor.” 

Probably a Carl Sandburg fan. 

Copy Cus. 
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Non-Mutual Banks 
Forbidden to Use 
‘Savings’ in Ads 


ALBANY, Jan. 20—A state law | 


prohibiting other than mutual sav- 
ings banks from using the words 
“saving” or “savings” in their ad- 
vertising was upheld by the ap- 
pellate division of the New York 
state supreme court. 

Banks all over the country re- 
portedly have been watching the 


case, which involves the Franklin 


National Bank of Franklin Square, 
Fae x 

In June, 1951, the supreme court 
in Nassau County upheld the right 
of the bank to use the words “sav- 
ing” and “savings” in ads. The 
Long Island bank had been ac- 
cused of violating a state law for- 
bidding the use of such advertis- 
ing by non-savings banks. 

After the appellate division re- 
versed this decision and ordered 
that the bank be restrained from 
further use of the two words, it 


HOW TO WRITE 
ADVERTISING 
THAT SELLS 


Just Published! 


Improve the sales 
power of your adver- 
tising—fast—with this 
new edition cf Bedell’s 
great book on copy- 
writing. Deals solely, 
fully, and plainly with 
copy—shows you how 
to spot the “selling 
vitamins” in great cop 

and leads you throug 

the steps of putting 
them to work in your 
ads. This edition im- 
proved with fresh examples, and 


even clearer treatment. ‘Certainly 
recommended” — T. . Fillene, 
Sears, Roebuck and Co. [By Clyde 


Bedell, Advertising Consultant. 2nd 
ed., 540 pages, illustrated, $6.00.] 


MERCHANDISING 
PRIMER 


Just Published! 


Now, an _ up-to-the-minute book, 
using fast, clear-reading, pictorial 
primer treatment to give you the 
true outline and scope of merchan- 
dising and its effective methods. 
Provides checklists of every factor 
that influences sales, showing how 
to plan merchandising to suit your 
product regardiess of the size or type 
of your business. Contains money- 
and time-saving facts and ideas 
about every phase of the merchan- 
dising operation — packaging, dis- 
play, purchasing, inventory, pricing. 
{By Bud Wilson, President of Twin- 
ing Sales Corporation. 216 pages, il- 
lustrated, $3.95.) 


OPEN THE MIND 
AND 
CLOSE THE SALE 


Just Published! 


The Key to Success in Selling. Meet 
today’s stiffening competition with 
these creative selling techniques. 
John M. Wilson, Vice President, 
Sales, The Naticnal Cash Register 
Company, shows how to plan every 
sale with the creative, organized 
he that wins business for you. 

ells how to be your own mana- 
ger in a way that sparks your best 
efforts, leads to better self-training, 
and makes your sales time more 
productive. | pages, illus., $3.75.] 


SEE BOOKS 10 DAYS FREE — SEND COUPON 


etre Ce ee 
McGraw-Hill Book Co., | 
330 W. 42 St., N. Y. C. 36 


Send me books checked below for 10 days’ 
examination on approval. In 10 days I 
will pay for books I keep, plus few cents 
for delivery, and return unwanted books 
postpaid. (We pay delivery if you remit 
with this coupon; same return privilege.) 


(Cj Bedell—HOW TO WRITE 
ADVERTISING, $6.00 


(0 Wilson—MERCHANDISING PRIMER, 
$3.95 


(0 Wilson—OPEN THE MIND, $3.75 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
(PRINT) | 
| 
| 
! 
| 
| 
| 
J 


SE, Danndhsdi5060666606000b600es0x0 eee 
GP essccice soseee Zone State....... . 
Company ....... PPTTTITTTTTTT TTT TTT TT 

Position ........ wogeeece seseee AGE-1-27 


(This offer applies to U. 8. only.) 


> 
i 


was announced the Long Island 
bank would appeal to the New 
York state court of appeals. 


‘Orkin Expositions Plans 
New Do-It-Yourself Show 


Orkin Expositions Management, 


It-Yourself Show” 
|Regiment Armory, March 16-22, 
| where visitors will be able to try 
things out for themselves at vari- 


ous booths throughout the armory. | 
Demonstrations will be given by | 
| exhibitors on how to finish off an’ 


expansion attic, how to decorate 
a home, how to landscape property, 
how to assemble a boat, etc. A 
“Do-It-Yourself Contest” will be 
conducted in cooperation with 
metropolitan suburban newspa- 
pers. Orkin hopes to run similar 


‘shows in principal cities across 
| New York, is sponsoring a “Do-.| 4 . 
| in the 7ist | 


the country. 


Craig Elected to 4A’s 


John Gilbert Craig Advertising, 
Wilmington, Del., has been elected | 
to membership in the American. 


Assn. of Advertising Agencies. 


offices as well as at Rochester. 
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|& Schrader Inc., New York dress 
| manufacturers. Mrs. Yarmon was 
previously director of public rela- 
tions for W. P. Chrysler Building 
Corp. 


Todd Co. Promotes Kennedy 


Todd Co., Rochester manufac- 
turer of check writers and sign- 
ers, has promoted Albert E. Ken- 
nedy to art director. Mr. Kennedy, 
who has been manager of the 


sketch department since 1946, will Noma Sells Effanbee Doll 


supervise the creative art depart- | Noma Electric Corp.. N Yy 
ments in the company’s 30 sales | pa sold its waais” p Boned — 
are Effanbee Doll Co., for an 
undisclosed sum to a syndicate of 
Yarmon Named PR Director | Effanbee executives including 
Betty M. Yarmon has been ap- Morris Lutz and Perry Epstein. 
pointed promotion director for Effanbee president Bernard H. 
Leonard Arkin & Son and Arkin Baum heads the purchasing group. 
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Grimaldi Joins Sutton 


Alfred W. Grimaldi has been ™ent for the radio and TV divi-| family 


appointed district manager of 
Electronic Equipment, new publi- 
cation to be issued in March by 
Sutton Publishing Co., New York. 
He will cover New York City, New 
Jersey and eastern Pennsylvania. 
He formerly was eastern manager 
of American Poultry Journal. 


Sylvania Boosts Lefebre 


new television market develop-;stress the theme, “Carter's is a equipment department of Distil- 


sion of Sylvania Electric Products, 
Buffalo. He will direct and coor- 
dinate sales activity in video mar- 
kets now opening. 


i 


Carter Plugs ‘Multiple Label’ 

| Business paper advertising for 
| 1953 by William Carter Co., Need- 
-ham Heights, Mass., underwear 
| maker, will dramatize the fact that 


With the company in various the company’s products may be 


sales posts since 1949, Walter Le- 


found in seven departments of 


febre has been named director of leading stores. Advertisements will 


affair—the only brand 
known to the whole family be- 
cause it’s worn by the whole fam- 
ily.’ The schedule includes b&w 
spreads in Department Store Econ- 
omist, Merchants Trade Journal, 
Lingerie Merchandising, Infants’ 
& Children’s Review, Boys’ Out- 
fitter and pages in Daily News 
Record and Women’s Wear Daily. 


Hartman Heads Ads, Sales 
Alvin H. Hartman, 


sales manager of the vacuum 


lation Products Industries, Ro- 
chester, has been named director 
of advertising and sales for its 
successor, Consclidated Vacuum 
Corp., a subsidiary of Consolidated 
Engineering Corp., Pasadena, Cal. 


Crosley Names O’Brien 


| George F. O’Brien, formerly 
with Interstate Department Stores, 
/has been named manager of home 
laundry equipment sales for the 


Corp., Cincinnati. 


(Percent Farm Cash Income Received Each Month) 


10.3% 


eng te er ee men tend - een semen emnnr eee 


don Feb. Maer 


Apr May june july 


(Government payments not included) 


Avg Sept Oc. Nev Dec 


Based on eight year study of Ohio Farm Income — 


1940 through 1947 


Something’s in season to sell — all the time — in Ohio! 


Cleveland, Ohio 
Michigan Farmer, East Lansing, Mich. 


TS 


Pennsylvania Farmer, Harrisburg, Pa. 


It’s this way. Ohio farmers are not one-crop, one-animal, single-season pro- 
ducers. They’re at it all the time — growing something, preparing something, 
raising something to keep a heavy, steady flow of cash coming in month after 
month, right around the calendar. 


And, the Ohio farmer’s guide, season after season, is THE OHIO FARMER. 
It’s devoted to Ohio farming only, to helping Ohio hold its position as a top- 
third state in farm income. Little wonder it’s the popular choice — read by 7 
out of 10 Ohio farm families! 


It’s their buying guide, too. So, your easiest, most economical way to sell this 
steady, prosperous market is through THE OHIO FARMER. Not many states 
with a market so lively ...and steady. But, two that match it are Pennsylvania 
and Michigan, reached by PENNSYLVANIA FARMER and MICHIGAN 
FARMER. Investigate all three...today. Write T1013 Rockwell Avenue, 
Cleveland 14, Ohio. 


all year ‘round! 
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Wilson Promoted to S.M. 


O. B. Wilson has been promoted 
to industrial instruments sales 
manager for the industrial divi- 
sion of Minneapolis-Honeyweil 
Regulator Co., Philadelphia. His 
/assignment to the new post is 
| part of a long-range program to 
| reorganize the company’s sales or- 
| ganization. He was field sales 
|manager for the division, and has 
been with the company since 1923. 


formerly Crosley division of Avco Mfg. | Bob Rose Leaves Kogus 


Bob Rose, business manager of 
Apparel Manufacturer, New York, 
has resigned from Frederick Kogus 
Publishing Co. His future plans 
have not been announced, and no 
successor has been named. 


Zuzi Opens NY Office 


Fred C. Zuzi Agency, Clifton, N. 
J., specializing in television adver- 
tising, merchandising and publi- 
city, has opened a New York of- 
fice at 30 Central Park South. 


Gent Advertising Moves 


William Gent Advertising Co., 
Toronto, has moved its offices to 
1i St. Clair Ave., W. 


GREENVILLE 


IS 

‘SOUTH CAROLINA'S 
FIRST 

“HALF-MILLION 


MARKET” 
WITH 


494,212 
People* 


The Greenville Market leads 
all others in S. C. in Popula- 
tion, Income, Wages, Em- 
ployment, Autos and Trucks, 
and Retail Sales. It is your 


first market in South Carolina. 


*ABC—tLargest City and Retail 
Trading Zones in S. C. 


Greenville—494,212 
Columbia—489,857 
Charleston—422,355 


S.C you sell it... 


pick th La tell it! 


“Greenville News - 


MORNING & SUNDAY ; 
GREENVILLE PIEDMONT 
by VENING 


ae FVENING | can can 
Wepresented Natronally by WARD GRIFFITH COMPANY. INC. 


Operotors of WFBC—NBC—5000 Watts 
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Chicago Art Directors Elect 


William Miller, national art di- 
rector of General Outdoor Adver- 
tising Inc., has been reelected pres- 
ident of the Art Directors Club of 
Chicago. Other officers elected are 
John Breunig, Foote, Cone & Beld- 
ing, Ist v.p.; Burton Cherry, Cu- 
neo Press, 2nd v.p.; Richard 
Brown, Robertson & Buckley, sec- 
retary, and John Amon, Needham, 
Louis & Brorby, treasurer. 


Cords Named Swanson A.M. 


Robert D. Cords, formerly ad- 
vertising manager of Rath Packing 
Co., Waterloo, Ia., has been named 
advertising manager of C. A. 
Swanson & Sons, Omaha food 
processor. 


Lewis Joins Motorola Inc. 

Motorola Inc., Chicago, has ap- 
pointed Richard E. Lewis techni- 
cal assistant to Allen H. Center, 
public relations director. 


annual rate of gross national pro- 


Business Dip Late 
e : ‘duction. 
in 1953 P r edicted “The fourth-quarter annual rate 


will be very close to that for the 
by George, Jacoby ‘fourth quarter of 1952, and thus. 


Los ANGELES, Jan. 20—Over-all below that quarter, relatively 
1953 will be a good business year, speaking, since our system’s ca-| 
but, after perhaps a record first six | pacity will be larger and business | 
months, there is a good possibility | will be trending downward mod-| 
of a downward trend beginning in| erately,” he said. 
the last quarter. That’s what some 
1,400 western executives were told s Mr. George said he believes the 
at the Mid-Winter General Confer-|downward trend of the fourth 
ence of the American Management quarter of 1953 will continue | 
Assn. here. \through a good part of 1954, and) 

This prediction was made by Ed- perhaps beyond. In his opinion, | 
win B. George, economist, Dun & |“the recession would be moderate. 


reduction of a billion or two in the | 


Bradstreet, New York. He said that 
in the first half of the year gross 
national production should be at 
|the rate of $359 billion a year. But 
'during the second half of the year, 
some segments of the economy will 
slide off, with the result being a 


due both to the underlying secular | 
strength of demand, and the exist- 
ing high degree of so-called flex- 
ibility built into the economic 
system.” 

A similar viewpoint was pre- 
sented by Neil H. Jacoby, dean, 


school of business administration, 


Incomplete... like a 
media schedule without The Elks 


Over one million mature family men, with incomes 
double the national median, want your ads to succeed 
in The Elks. It is their magazine, fraternal in nature, 
national in scope, high in editorial excellence. At only 
$2.14 per page per thousand, The Elks delivers a mass 
market with class incomes. \ ’ 


THE 


MAGAZINE 


NEW YORK « CHICAGO « DETROIT « LOS ANGELES 


University of California at Los 
Angeles. He said he expects 1953 
to be a fairly prosperous year. ~ 

“I look upon it as coming at, or 
near, the end of a very long infla- 
tionary boom which has lasted, 
with but few interruptions during 
1945 and 1949, for almost 12 years. 
|The momentum of the postwar 
boom is showing definite signs of 
' diminishing,” Mr. Jacoby asserted. 


Two Name Louttit Agency 


T. Robley Louttit Inc., Provi- 
dence agency, has been appointed 
| to handle advertising for Trina 
'Ine., Providence maker of travel 
'kits and fitted cases, and for Citi- 
‘zens Savings Bank & Citizens 
| Trust Co., Providence. Trade pub- 
‘lications and direct mail will be 
used on the Trina account, while 
newspapers, radio, television and 
direct mail will be utilized on the 
bank account. 


‘Time’ Promotes Two 


Garry Valk, who has been on the 
Cleveland sales staff, has been 
promoted to assistant to Time ad- 
vertising director H. H. S. Phil- 
lips Jr. in New York. Kenneth 
Clarke of the international staff 
will take over Mr. Valk’s previous 
assignment. 


’Quick’ Appoints Bellucci 
, : | Frank A. Bellucci Jr., former- 
. / ly advertising manager of People 
'Today, has been named to the 
.. ¥ \advertising sales staff of Quick, 
. * |New York, replacing Tom Shep- 
/ard, who has joined the Look sales 

\ | staff. 


\ 


‘Presto to R&R in Canada 

| Ruthrauff & Ryan, Toronto of- 

| fice, has been appointed to handle | 

/advertising of Presto cookers and | 
_|Vapor-Steam irons for National | 

| Pressure Cooker Co. (Canada), 


GOOD FISHING MEANS GOOD 
BUSINESS IN CORPUS CHRISTI 


The big ones bite summer and winter in Corpus Christi’s 


sunny waters. And folks kee 
to catch them. Others come 


to swim at our miles of beaches, to hunt, to sail, to see the 
sights of the fabulous Gulf Coast. 

Tourists add $15 million a year to Corpus Christi’s 
swelling income—another reason you'll find more able- 


to-buy customers in this rich market. Write us for new 


market data folder. 


827 National City Bank Bidg., 


CORPUS CHRISTI, TEXAS 
CIRCULATION OVER 79,000 ABC 


Represented Nationally by TEXAS QUALITY NEWSPAPERS, INC. 


| Wallaceburg, Ont. 


p flocking here from all over 


just to relax in the sunshine, 


Dallas 1, Tex. New York 


o 
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Getting Personal 


Paul N. Swaffield, ad manager of Hood Rubber Co., Watertown, 
Mass., recently was honored with the first annual George C. Carens 
award for outstanding contributions to New England football. Paul 
has been officiating at local gridiron contests for 35 years and the 
award was presented following his last appearance on the field— 
at the Boston College-Holy Cross game... 


A testimonial dinner was held at the Hotel Lenox, Boston, to 
honor Ernie Goulston for 70 years of exemplary life; 50 years in the 
ad business, and 45 years as president of his own agency—Goulston 
Co. Toastmaster was Hap Kern, publisher of the Boston Record- 
American-Advertiser. Dan Ruggles, ad director of the Boston Herald, 
was chairman of the well deserved tribute to one of the Hub’s most 
venerated admen. Assisting were Jack Reid of the Globe and Morris 
Kerr of the Post... 


YEAR’S WINNERS—Here are the Tucson Advertising Club’s selections of the city’s 

man and woman of 1952. Dave Bloom, second from left, club president, awarded 

Mrs. Mary Jeffries, left, the “Woman of the Year” certificate for managing and 

building Tucson’s famous Sunday Evening Forum into a nationwide achievement. 

“Man of the Year” was Arthur Pack, third from left, who has built Arizona’s first 

Desert Trailside Museum and Zoo. Mrs. P. L. “Mother” Higgins, right, was given a 
special award for her work with 11,000 of the city’s children. 


KBIG, Catalina, has a contract in which both sides carry the same 
signature. When Jerry Ray’s Monica Motors of Compton, Cal., 
bought 96 spot announcements, the order was placed through Cliff 
Gill Advertising, Beverly Hills, and accepted by Cliff Gill, station 
operations manager. The two Cliff Gills are not only not related, 
but they hadn’t met before, except through the medium of each 
other’s mail, marked “opened by mistake.”. . 

Hecht Co., Washington department store named winner of a 
Chrysler Imperial by Philco Corp. for the most outstanding promo- 
tion of Philco appliances, has given the auto to the Washington chap- 
ter of the National Foundation for Infantile Paralysis. Hecht couldn’t 
figure which exec should gét the $5,500 beauty, since five people 
contributed their talents to the winning campaign... 


60TH ANNIVERSARY—Nathaniel Ensler, president of Fairfax Inc., New York, cuts 
the birthday cake celebrating the agency’s 60th year in business. Watching the 
ceremony are partners James W. Fishel (left) and Stanley |. Fishel. 


CBS employes have a new 20-Year Club, and at the inauguration 
party just before the first of the year, 92 members were given $100 
savings bonds and handsome pins. Presentations were made by 
Frank Stanton, president of CBS; J. L. Van Volkenburg, president 
of CBS Television, and Adrian Murphy, president of CBS Radio... 


Art directors, illustrators and studio representatives who belong 
to the Daubers, a chapter of Delta Beta Rho art fraternity formed in 
1926 by students of the American Academy of Art, will meet in 
Chicago, Feb. 5, for their second annual reunion. Some of the out-of- 
towners expected are Wilber Smart, v.p. and art director of D’Arcy 
Advertising Co., St. Louis; Emil Klumpp, v.p., Lettering Inc., New 
York; Jack Wemple, head of Jack C. Wemple Advertising Agency, 
Green Bay, Wis., and Douglas Crockwell, New York illustrator. 
Heading the plans are Frank H. Young, director of the Academy; 
Alex Yaworski, illustrator, and Walter Johannesen, studio repre- 
sentative. .. 
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! K Here is your opportunity to get new 
and helpful data on your advertising in the farm 
field .. . in two of the nation’s biggest markets . . . through 


their own local state farm publications. Now is the time to be 


certain that your advertising is scheduled! 


~L_ 


STARGH READERSHIP STUDIES! = 
SPLIT-RUN and READERSHIP SURVEYS! J 


Results of these studies and surveys can point 
the way to more profitable farm paper advertising 


In carmel MARCH = 7... Starch Readership Study 
wallace? srnestee MARCH =o 21... Split-run and Readership Survey 
“a sues OCTOBER 3... Split-run and Readership Survey 

OCTOBER 17 . . . Starch Readership Study 


In, FEBRUARY 21... . splitrun and Readership Survey 
wiscor yttut APRIL 4... Starch Readership Study 
aeeartmer SEPTEMBER 19... Starch Readership Study 
Is" [NOVEMBER 7... Splitrun and Readership Survey 


For additional information contact the Midwest Farm Homestead inquiries to Des Moines, Iowa. Write to 
m Paper Unit offices; in New York at 250 Park Avenue, Wisconsin Agriculturist and Farmer at Racine, 
in Chicago at 59 E. Madison Street, or our own office Wisconsin. A representative will call promptly or 
in Chicago at 8 S. Michigan Avenue. If you would like full information will be forwarded to you immedi- 
to contact us direct, send Wallaces’ Farmer and Iowa ately. 


Dante M. Pierce 


Publisher 


s, lowa « Kacine, 


S ‘ 2 ogee 25 Paid Wire Carin ad eS ee Mai ec ae hk ec) fs 
; bet ec Of. AURAL Ale a Ee ds base a aE ae 2 CR eee st ESO pike ce Pe es dee Mae Reoer 
a ss tt oe ee SL Ss ee eM ire on ek lok AY SRR SIR rae oS ‘ ed SNe ee eS Ae 458 Ce iene ee eee ee Gael Ace ak CAS ae anes cn Say ae 
9 2° ee. wt Se Soe fee Se eC ape eR ae eae Diet eos 3 ea ae te aL be NS a Bt kien 2 - ae aS att Rae Be oP SG aeeae i, «Peay Bee ere ign wie oS Be he RC ete ey, oe eee eas Deepa (ar aks © Sale eae ee aes pac Se yee 
7 Le eae he TR ib Po eee eee nae ee Nie ie Seba as eae oe Corsa ear ghee au es Be cae es Say ait ans pay renee | : pa nee Tone ee sey: Big 7 ati hn ae eT 
a ade Rta § A ae ee RESO Gergen a ates ees pe ae Ae Pe ee ee tg ae ee Ce g soem ters te Rsk Se eee = ks a eee: co, | Mea eee 9 Tea, ae fees: VS, rea fo ete aa Ss eS Bi eae bee 
ei a a . oe ee ar ae ee sige ‘Spas Cra ei ; Wid ee cade) eaee es eS meses Fer pet oA Sia toe eae ee aie eae ie ai aig OME testis ies os eh te an ee a ogee 
I Rete is SORE EAS 2 diag il os ea ie ate gk he ya ee Oe i Pia aiea | Oe Sekar iam tage Pe tp ck Sh ig es eS See ro ee pis: ae ME a 9 ons ea ee ie Ne , a ie 
rts Pe anes oy eee a Set a Se Racca ord ‘agen Ra figetel cepa Sges eae “= Some oes hi Rae ee i Ce E Titigan Wek ene ee A ee es : 4 eae SS ie ge 
lee i os i al ee Be | PN ties ree ah ek hoa Se diae a oe Magn ecr ss, : ee Met ea ee ele ag remo Resear ae eas 
Gee ot oe eee Te. gaara te ee S05 6 earn ea SG a sree ge eda ipa, Ge ee te ae ne FE Re Ree ee ae Sak i ca cn SOE ee RAP kai 
adit, crea f ges mia ae es aR er oe gn elie Fc Ore eee SS eee ime Eee ea Sam an ee Rees i ae: eg ee ee eae iid te : " ies 
Wee oe aa en Dai eo Laon. See a <a CL eee eee, eee Bie eeti 2 Spee aie eee A Pe a ene “a : | 
eae we ; Oh coke len ae cr, ee em, Ry, Senet) orang SOS Pe le eae WIT oo, em tae 2 as a soe * 5 
Se atte, Halles ener ee at Stichcme ee ane =H a ee Se, GRO me) We vox oS 5 : 
aie "ho. eee Samia piaeneg Ge ADO er taka eee a2 Poymer! 8s Bes : ° 
Ps a ne a ee 
— ie « - 
3 VA ; 
/| | 
ee ‘ 
. 
BO” Se 
Re ETN Sr 
on 
PRESB 
ain eats 
Pigs ay 
< om 
: rnd 
ee oe 
oy: 
ie 
: - 
t 
| at 
Bias, 
eee fae 
. er 
a es 
: 
5 < | 
t \ 4 ; 
is oe matte 
eR a fi ne, eee 
| Ces Bae 
_ sate 
e Seat ve 
’ a 
sae 
| Scopes 
as a. 
Z -s 
| ‘ee 
| Aig ane 
| Be ap ae a 
i pie tr 
RRR 
hates 
mt tS 
egy. 
oe 
Bo ohegee 
iis ae 
ane 
: eee 
‘ ay 
> Saar 
Re! = pth 
pada = 
BR 
Ste ra |e 
eM AON” So 
a? Stace ae 
eit aia 3 
7 
- 
os 
: 
ey ears 
Pa , 
ee : 
Sg ae 
CO Brees 
a Se, 
ae 
Bins 
- Rarer 
aa 
i ee 
A i 
arene 
ps aes 
oe 
Hees 
Sa Ln acini 
eto trea 
nega 
Bie) ca eds 
apa ae 
as r 
ao 
Bey ak ee 
| 2 es 
Se am 
=. Maier 
ae 4 ang ey 
eee ea ee 
| ee up 
eee ae 
Rissa 
2 
Pecarisin NG re 
Des Mo ran Onsing eS pak 4 
Ss Ps "Amin, Sivas 
ad - “104 . fos 
—_ - bene piace ee 
oO ———_ - to ag 
Ye, a : 
8 | xvi Ss ARs AND Far ie 
- ‘ Men oe . 
A 3 aicg  On 
a night Livie eT le ite 
10 Clear Thinking | 
G od ming > mens: i | 
- YY ee aT = | 
eg oar 
‘ fe pra ie 
: aie ees ee 
: . x - . ‘ eas gee 5 wines % dls te + : z Saas ae 
: ! a ‘ . oe ENS : » ; | Sik a 3 3 
eer ae . paar a iw 7 et ; i é stays f ace St he ee Bey Arka Se aeas rego ay - ; 3 bayer or. ; ; tore pe. hens Fe: ee, ee h cher 
= ‘koe | rs, eperan 24 Mah sek a 5 Fas ME OER VE, ON are SASL ta cS peck Pear’ . pas oe bee j cla igs uk . pes een} 2. eed errr. et 
Z tt ae ee a. teh iat ‘ 3 : : : em Fuss - ae eat ek ee Bea Pe sis Oar “ies Ga Pal dea tore tke ES BaP ee gna EF Ee oot oid dae. eee wey gtk 7 : ree to aNy pees 120° gras Mae ee ee, Vata Wn oh aoe 
eh eyes Ls Patel gee Ucn. et Say ee a Se. seat ~ Sh ate Pune ees Stig ~. ee Sea be rs whine kee FN LTE en yo ae so Gy TL Fins apt ite ha e% 5 Sige ae Oe ee ee ee PM Seger iy PAN ER NS ge pe ge ee Fie melon “ef Mote a) ‘ih eae beth eee ef , tie ivr Kl § abd 
ca tania IEA a Ges | ae eee oa oy va S pees a We Pe 6. ee qo een. tte? ter Pee Fo eStel aF ei cay ey ile ORE a ae ee aed Oe xs Bit Soe aoe fee: St Pre he. oe aoe patwileesin Usa oak. 
Pree Sere ase ei oat Lae j PS as ie Ba ee Rr a eee Fx a nt eee er eae PP a RE of ont a. oe ‘ eh), ae be Pe BBs Ow eric; 9 ee ea BE OS Ee ES See Mare. > ade PS Oegra SOE bs acm oat ee int ae LOT ¢ mii age htt LY Sel a 
nr? ein Fe ees ewe oe a inem 4 Py ad ee ee eek SRN ean ae 25 ee Ae, MAD 8S 0 es eae, i eB Rint Rd hn eae gm i PEE BEE iy | ne 
Fo BSED Ket e bacoas 1 aoe 4 a a ee SY CE) Se eee * : ay Lo ES Ss Ke ee SY oT emt ac ah pit, as “ge be, sees ye TS be = ras = = ee pe 4 
ee Sane Sp eae : ay : Se hc Fe ge — PO hae Ned Rett 8 Py Pho eee, SAL cone a tps ee 5 eo, ak Pingel oy pa Ta ee : - ee v 
Fy SOE ps Te POT Perle, Mas Se Set aR eae Seen ; ea sya: ¢ ne ; * Mg 8 ie Re ee Bag ee o. e = 
' ae ae Mg : Mek dy Laat * *- ae 7 ._? ae 2 i See) ‘sf ‘f = 
ER ae wae a et ee Bee ee ee Ree th : 
1 aes in oe 


18 


WOR Starts Series 
of Testimonials by 


Current Advertisers 


New York, Jan. 20—There’s 
nothing like a testimonial from a 
satisfied customer. 

Convinced that this is true, 
WOR’s promotion department has 
talked its current advertisers into 
telling other potential sponsors 
over the air about the radio sta- 


tion. These one-minute, recorded | 


spots, plugging the station and its 
sponsors’ products, are being fitted 
into the schedule starting Jan. 19. 

A typical announcement sounds 
like this: 

“My name is Leonard Colson. 
I’m advertising manager of the 
Mennen Co. in Newark, N. J.— 
but this time I’m not going to dis- 
cuss our shave cream and cream 
hair oil and baby powder and 
other excellent Mennen products. 
We advertise them widely—in 
publications, on posters and on 


the air. And that includes WOR 


—very much so. 


s “We began advertising Mennen 


products over WOR 22 years ago— | 


and we still are...Right now, the 


news at 7 o’clock in the morning, | 
with Harry Hennessey, is spon-| 
sored Mondays and Wednesdays 


and Fridays by Mennen’s. 
“We're delighted to be spon- 
sors of that popular news program 
—and just as delighted with what 
it is doing for Mennen’s. We know 
WOR has played an important 
part in building the sales of our 
products so quickly and so con- 
stantly. WOR covers a lot of’ ter- 
ritory for Mennen’s—and we rec- 
ommend it to all advertisers. Just 
as we recommend our own Men- 


nen products on WOR and on the | 
7 a.m. news three times a week.” 


Or take the case of a furrier, 
Peter Chambers, who will tell 
the WOR audience: 


a “My name is Peter Chambers. 
I am sure it is a familiar name 
to many of you because you listen 
to John B. Gambling’s 
morning program between 6 and 


early | 


7 o’clock. We learn from many of | 


the ladies and gentlemen who 
come to see us about furs that 
they come only because they 


heard about us and our furs) 
through John Gambling’s discus- | 


sions of us on WOR.” 
Another advertiser who has al- 
ready recorded his opinions of 


the station is J. Wilbur Lewis, | 


president of the Union Dime Sav- 
ings Bank. 

During the year the _ station 
hopes to air three or four sponsor- 
endorsements for each of the 
station’s local shows. 


Stewart-Warner Buys Corp. 


Stewart-Warner Corp., Chicago, 
has acquired the U.S. Machine 
Corp., Lebanon, Ind., manufactur- 
er of gas burning equipment for 
domestic, commercial and indus- 
trial uses. Present personnel of the 
Lebanon plants of U.S. Machine 
will remain, with Carl J. Winkler, 
board chairman and president, as 
head of the division. 


Pabst Promotes Schockmel 


Walter M. Schockmel has been 
promoted to general office mana- 
ger and assistant treasurer of the 
sales division of Pabst Brewing 
Co., Chicago. He has been with the 
company since August, 1929, when 
he joined its Milwaukee head- 
quarters. 


Emil Mogul Appoints Skalky 

Arnold Skalky, formerly with 
Erwin, Wasey & Co., has been ap- 
pointed assistant director of re- 
search of Emil Mogul Co., New 
York. 


Miller Names Kail PR Head 
Morton Kail, formerly with J. P. 


Ward Wheelock Co. Adds Two 


Ward Wheelock Co., New York, | 
has named Frank Brady, formerly ufacturer of leather cloth, has erville, N 


with McCann-Erickson, plans and | 
media director and Ransom P. 
Dunnell, previo with Cunning- 
ham & Walsh, radio and television 
production manager. 


Promotes Fritz Degener 


Fritz Degener, who joined the 
company in 1930, has been pro- 
moted to general sales manager of | 
chemicals for Heyden Chemical 
Corp., New York. 


Advertising Age, January 26, 


Textileather Promotes Frost 


| Names Abner ]. Gelula 
Textileather Corp., Toledo man- 


ogg Farms & Hatchery, Som- 
promoted L. L. Frost to advertis- eries, has named Abner J. Gelula & | 


1953 


Pick Hotels Names Lohoff 
Pick Hotels Corp., Chicago, has 


J., baby chick hatch-| named AI E. Lohoff ‘sales manager 


of the Congress Hotel, Chicago. He 


ing and sales promotion manager. | Associates, Philadelphia, to handle} succeeds Harry B. Esky, who has 


Mr. Frost joined the corporation jits advertising. Farm publications 
more than a year ago. land nee farm programs are being 
‘scheduled 
Promotes John F. Shea 
Buffalo Electro-Chemical Co.,| Steeves to Horton-Noyes 
Buffalo, has promoted John’F.| Edward A. Steeves, formerly an 


| Shea to general sales manager. Mr.’ associate editor of Modern Materi- 


Shea, who joined the company in als Handling, has joined the copy 
1930, has been northeastern dis- staff of Horton-Noyes Co., Provi- 
trict sales manager. idence agency. 


the 2 


romoted to sales manager of 
Pick hotels. 


been 


Promotes Russell Fay 

General Outdoor Advertising Co., 
Chicago, has promoted Russell Fay 
to manager of its Nashville branch. 
He has been manager of the com- 
pany’s offices in Kansas City, Mo., 
Youngstown, and Atlanta. 


Lohman Public Relations Organi- | 
zation, has joined Miller Adver-| 
tising Agency, New York, as pub- | 


lic relations director. 
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™ Bruce Products Get Variety of Schedules 


le MEMPHIs, Jan. 20—E. L. Bruce, line ads will be used in newspa- 
as Co. will promote its cleaning wax pers in more than 200 cities from 
of and floor cleaner this year with | mid-January through June. 


a spring campaign in magazines| Trade advertising calls for two- 
and newspapers. -color pages in Chain Store Age, 
Full-color half-pages will ap- Hardware Age, Hardware Retail- 
bh pear in the February, March, er, Housewares Review and Super 
ly April and May issues of Better! Market Merchandising. 
Homes & Gardens and McCall’s| 
and b&w half pages in three issues, # Bruce Terminix will be adver- 


urday Evening Post. Bruce floor- 
ing ads will appear in American 
Builder, American Home, Amer- 


ican Lumberman, Architectural | 


Record, Better Homes & Gardens, 
Building Supply News, Flooring, 
House Beautiful, House and Home, 
Popular Mechanics, Popular Sci- 
ence, Practical Builder, Progres- 
sive Architecture, Small Homes 
Guide and nine sectional maga- 
zines. 


tised in Better Homes & Gardens, Christiansen Advertising Agen- 


A series of 100-, 200- and 500- Holland’s Magazine and The Sat-| cy, Chicago, is handling the house-. AFTRA. 


hold products and Greenhaw & 
Rush, Memphis, the flooring and 
Terminix products. 


Guild Opens in Chicago 

The Screen Actors Guild is 
opening an office in Chicago in 
cooperation with the Chicago lo- 
‘cal of the American Federation of 
‘Television and Radio Artists. 
‘Raymond A. Jones, secretary of 
ithe AFTRA local, will serve as 
|the Guild’s Chicago representative 
while continuing his duties with 


f }CHILTON’S Policy for 1953 


The editorial policy of all Chilton magazines, in addition to 
serving the various industries which we cover, is to champion 
free, competitive enterprise—the kind on which this great 
nation of ours was built. 


Chilton industrial and merchandising magazines are leaders 
in the fields they represent, and the Company is proud of 
the fact that it has active membership in two strong publishing 
associations. 


All Chilton magazines are members of the National Business 
Publications, Inc., the largest and broadest group of its kind 
in the publishing field, with Robert E. Harper as Executive 
Vice-President. 


Also all Chilton magazines are active members of Magazine 
Publishers Association, Inc., that great organization whose 
members publish not only large consumer magazines but a 
representative list of business publications. Arch Crawford 
is President of MPA. 


Both of these fine organizations are operated for the sole 
purpose of promoting the interest of reputable publishers, 
including of course, ABC and CCA publications. 


~ 
Cinconporaren) 


100 E. 42nd Street 
New York 17, N. Y. 


Chestnut and 56th Streets 
Philadelphia 39, Pa. ? 


THE IRON AGE * HARDWARE AGE © MOTOR AGE a COMMERCIAL CAR JOURNAL 

HARDWARE WORLD e DEPARTMENT STORE ECONOMIST + BOOT & SHOE RECORDER 

THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY . THE JEWELERS’ CIRCULAR-KEYSTONE 
AUTOMOTIVE INDUSTRIES @ THE SPECTATOR @ DISTRIBUTION AGE 


. WWW WWWWQQ é CHIL TON SRA IaAA»wn 
A SS, company J 


'F&S&R Promotes Hazlewood 


Fuller & Smith & Ross, Cleve- 
land, has promoted Jackson Hazle- 
wood to manager of its newly ex- 
panded department of advertising 
research. Mr. Hazlewood, with the 
agency for 10 years as an account 
executive, will work under the 
supervision of Edwin L. Andrew, 
executive v.p. and creative direc- 


tor. 


Agency Gets Cat Award 


The Empire Cat Club, New York, 
has presented its 1952 Blue Ribbon 
Purr Award to Calkins & Holden, 
Carlock, McClinton & Smith, New 
York, on behalf of its client, Mar- 
calus Mfg. Co., East Paterson, N. J., 
for “the most effective use of cats 
and cat characteristics in adver- 
tising and cover art.” 


Waters Joins Hoffman Radio 

Joseph F. Waters, formerly ad- 
vertising and sales promotion man- 
ager for General Electric Supply 
Co., Los Angeles, has been ap- 
pointed assistant to Don E. Larson, 
advertising director of Hoffman 
Radio Corp., Los Angeles. 


Stickin! Aroung 


with KLEEN-STIK 


WHO'S STUCK? 


You'd be amazed at how many good creative 
advertising, sales and display minds are stuck, 
simply because they know about, but not 

to use the latest tools of their trade. 


Kleen-Stik, f’rinstance! 


We're surprised by how many of our custom- 
ers are ry y the versatility of Kleen- 
Stik and the flexibility of Point-of-Purchase 
displays, among others, it permits. 


Matter of fact, our friends have 
convinced us that there are so many 
terrific ideas which utilize Kleen- 
Stik that we ought to spread them 
around. Which is exactly what we 
intend to do. 


So, look for this column—"'Stickin’ Around 
WITH KLEEN-STIK”—ona regularly sched- 
uled basis. It'll be filled with many new POP 
ideas and applications you don’t knew about 

. - and can use and names of people and 


companies you know. 
icf 
colo 


Schlitzman has a good head! 


Schlitz, the beer that made Milwaukee famous 
is using a Kleen-Stik POP display that will 
make Schlitz more famous—if that isn’t gild- 
ing the lily. The idea was the pete of RALPH 
GIBSON at Schlitz and JIM COFFEY of 
PROCESS DISPLAYS, Milwaukee, was the 
obstetrician, ‘he display is made of Mirro- 
Brite metallic acetate that reflects light and is 
attractive as all get out. It’s used on refriger- 
ators, back bar mirrors, posts, and anywhere 
else oees thinks it should go. Naturally, it 
has a Kleen-Stik back so there’s no problem 


sticking it on any clean, smooth surface. 


x *«* * 


A refreshing—and selling—invita- 
tion to drink up, this blend of crea- 
tive talent including idea man BOB 
WRIGHT of White Rock and BILL 
NEIL of GRAPHIC PRINTING 
SERVICE, Buffalo, N. Y¥. Kleen- 
Stik’d back makes it easy to apply 
to any smooth surface—great for 
supermart walls and registers, drug 
store back-bar mirrors, refrigera- 
tor windows, store doors. Kee 
White Rock brand stickin’ in the 
minds of the drinkin’ trade, 


x *« &t 


A 
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Been in a food bank—grocery store to you— 
lately? Display competition is fiercer than 
ever. But, 5. rf FRIEDMAN of Reddi-Wi 

in conjunction with KRIMSIN STUDIOS, 
Chicago, proved that he who can, can... with 
the help of Kleen-Stik, of course. He engi- 
neered a simple die-cut-slot-and-tab slide-stick 
arrangement which pops out a lifelike third di- 
mensional can of hia ever loving product. No 
gears, wheels, pulleys to keep this brain child 
up and selling—just a little Kleen-Stik does 
the job. Printed by COLORPRINT, Chicago. 


Get the idea? Kleer-Stik is the P.O.P. ad- 
hesive that has a thousand-and-one uses. If 
yen want to know about more of them send 
or our Free Idea Kit, Do it today, won’t you? 
(K.S. available at your printer or Lithographer.) 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue * Chicago 1, Il. 
Pioneers ia pressure sensitives for Advertising and Labeling 
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by total circulation? 
newsstand sale? 
circulation guarantee? 
bonus circulation 7 


circulation gain? 

by newsstand gain? 

by display advertising volume? 
total advertising revenue? 
editorial volume? 
total pages published? 

by cost per thousand? 


no matter 
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Outdoor Life MRY!rearice 


903,200 


ABC 6/30/52 


411,303 


ABC 6/30/52 


$25,000 
78,200 
108,095 


6/30/52 ABC VS 6/30/51 ABC 


$3,231 


6/30/52 ABC VS 6/30/51 ABC 


204 pages 


$1,761,934 


991 pages 
1,642 
3.10 


$64,315 


ABC 6/30/52 


305,234 


ABC 6/30/52 


300,000 
64,315 
40,688 


6/30/52 ABC VS 6/30/51 ABC 


24,853 


6/30/52 ABC VS 6/30/51 ABC 


488 pages 


$1,657,876 


859 pages 
1,448 
3.24. 


Field & Stream 


807,652 


ABC 6/30/52 


321,780 


ABC 6/30/52 


300,000 
7,652 
19,619 


6/30/52 ABC VS 6/30/51 ABC 


32,443 


6/30/52 ABC VS 6/30/51 ABC 


243 pages 


$1,725,452 


P.LB. 


912 pages 
L372 
3.25 


Based on current b & w page rate & delivered circulation ABC 6/30/52 


what standard you use 
ig FIRST in its field 


OS a th hg ee 


BOSTON - CLEVELAND - DETROIT - CHICAGO: LOS ANGELES 
SAN FRANCISCO - PORTLAND, OREGON - SARASOTA, FLORIDA” 
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LITHOGRAPHED CARDBOARD DISPLAYS. 


INLAND LITHOGRAPH COMPANY 


IDEAS + FACILITIES « EXPERIENCE 


“What?” cried the Chairman of the Board, 


e’ve got a million cases stored? 
Our P.O.P. must lack attraction— 
Call Inland in and get some action!” 


'‘Everywoman’s’ Adds Chains 


Everywoman’s Magazine, New 
York, will add ten food chains 


|with the May issue. The magazine | 


estimates that the chains, ranging 


from Steinberg’s Wholesale Gro-. 
ceterias Ltd., Montreal, to Capitol | 


Stores, Baton Rouge, will account 
for 200,000 copies a month. 


| Gavco Promotes Lopes 


J. Nugent Lopes has been pro-. 


‘moted to v. p. in charge of adver- 


tising and public relations for. 


Gavco Corp., a subsidiary of Gen- 
eral Aviation Corp., New York. He 
also is secretary of both corpora- 
tions and a member of the board of 
General Aviation. 


| Names Helen Faith Keane 


'" Helen Faith Keane, New York 
| fashion consultant, has been named 


an associate professor of retailing 


at New York University, effective | 


Feb. 1. 


Advertising Age, January 26, 1953 


LOUISVILLE AWARD—Charles J. Ryan (left), administrative sales assistant for Brown- 
Forman Distillers Corp., accepts a scholarship award from Louis Lancaster on behalf 


of the Advertising Club of Louisville. The adclub presents the award annually to 
cover a year of advertising courses at the University of Louisville. 


Sutherland Refiner to Ullman 
| Sutherland Refiner  Corp., 
Trenton, N. J., has appointed Ro- | Philadelphia, to direct its adver-| Fleer Adds Three 


CHICAGO 6 + RANDOLPH 6-3256 


j\land G. E. Ullman Organization, | tising. 


ONLY FOUR MARKETS LARGER THAN 
DETROIT 


—but NO OTHER MARKET is better 
as a potential sales outlet for anything 


We cite below a few brief notes on Detroit’s status as 
a market. We suggest that you file them for reference. 


‘Magazines for ‘53, 
‘But Drops TV Show 


PHILADELPHIA, Jan. 20—Frank H. 
Fleer Corp., manufacturer of Dub- 
ble Bubble gum, has increased its 
consumer schedule but doesn’t plan 
to experiment with television again 
for the time being. 

The company sponsored “Pud’s 
Prize Party” for 26 weeks on 
American Broadcasting Co.’s TV 
network last year. 

Instead of this, Fleer has added 
American Family, Better Living 
and Everywoman’s to its regular 
schedule which includes Ebony, 
Family Circle, Life, Look, The 
Saturday Evening Post and West- 
ern Family. 

Promotion will be centered on 
Fleer’s 5-, 12- and 20-piece pack- 
ages and copy will be directed to- 
ward adults. Two slogans—“Fun 
with Gum” and “Swell Treat for 
Kids at Home”—will be featured. 

The company will also continue 
its testimonial approach which it 
started last year. 

Lewis & Gilman is the Fleer 
agency. 


Detroit average family income from 
wages, salaries, dividends and other 
I to's 660.0065 00500000000sNe eee 


35% of Detroit's families made $5,000 


or more annually, a larger percentage 
Midwest Editors to Meet 


The eighth annual Midwest Edi- 
tors Institute will meet Feb. 9-11 
at Thorne Hall on the Chicago 
campus of Northwestern Univer- 
sity. A banquet will be held on 
Feb. 10 at the Knickerbocker Ho- 
tel. Registrations chairman is 
Maurice Akin, Illinois Bell Tele- 
phone Co., 208 W. Washington St., 
Chicago 4. 


| Steeves Joins ‘4711’ Ltd. 


John J. Steeves, formerly sales 
/manager in charge of department 
'stores and chain drug stores for 
the Pepsodent division of Lever 
Bros. Co., has been named v.p. in 
| charge of sales of “4711” Ltd., Chi- 
cago. He will have sales responsi- 
‘bility for fragrance and soap prod- 
ucts and Sof-Set, a liquid hair 
fixative. 


| Joins BBDO’s Boston Office 


Batten, Barton, Durstine & Os- 
born, New York, has promoted 
Mason L. Ham to an account ex- 
ecutive in the agency’s Boston of- 
‘fice. Mr. Ham, who has been asso- 
ciated with BBDO in New York, 
formerly operated his own agency 
in Boston. He formerly was a v.p. 
of Doremus & Co. 


than any other metropolitan area in the 
U.S. of more than 250,000 inhabitants, 
exceeded only by Washington, D. C. whose 
percentage is 38% (from U.S. Census). 


Total income in the Detroit metropoli- 
tan area in 1951 was. .$5,817,000,000 


Median income of Detroit families 
(Board of Commerce estimate). . $6,400 
(This means that 415,000 Detroit families earned less 


than $6,400 and 415,000 Detroit families earned 
more than $6,400) 


Average annual industrial wage, per 
persen in 1952. ... 022000000. $4,200 


and... to cover this market use THE DETROIT FREE PRESS 


ONLY THREE OTHER STANDARD SIZED MORNING NEWSPAPERS 
IN AMERICA HAVE LARGER CIRCULATIONS THAN 
‘THE DETROIT FREE PRESS 


433,624 WEEKDAYS 455,132 SUNDAYS 


Average net paid circulation of The Detroit Free Press for the six months ending 
September 30, 1952 


DeSauve Leaves Agency 


E. H. deSauve, formerly associ- 
ated with Charles W. Pine in the 


Che Detroit Free Pres Sener 


& Associates, Providence, is now 
“America’s Most Interesting Newspaper” 


devoting his entire time to de- 
Sauve Art Service, Providence. 
STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 
JOHN S. KNIGHT, PUBLISHER 


The agency is now operated by 
Charles W. Pine as Charles W. 
Pine & Associates. 


Wittner Promotes Gross 
_ Gordon Gross, who joined Fred 
Wittner Advertising, New York, 
last June, has been promoted to 
creative director. He formerly was 
with J. Walter Thompson Co. 
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SEAT (T BUS...1M NOTE TO LITERARY AGENTS: line forms 
\ WRITING A BOOK ! promptly at 9 a.m. in third-floor newsroom of 
the Minneapolis Star and Tribune building. Do 
not disturb authors occupied with newspaper 
assignments. Contracts for new books signed by 
appointment only. Feeding authors between 
meals (or other low forms of bribery) positively 
forbidden. 


During 1952 five more staff members of the Minneapolis Star and Tribune 
became bona fide book authors, and were each delivered of a healthy, bouncing 
buckram-bound volume. In all cases parent and offspring are doing nicely. The 
usual literary teas and parties have been flung in their honor. Publishers beam at 
them fondly. On the staffs of few, if any, newspapers have so many successful 
authors burgeoned in a recent calendar year. 


The new additions to your library (obtainable through your bookseller) are 
as varied in content as the minds and interests of five of the most competent 
writers on two of the nation’s best-read, liveliest and most literate newspapers. 


MUSIC AND MAESTROS by John K. Sherman, arts editor and critic of the Minneapolis Star and 
Tribune ($3.75, University of Minnesota Press). A brilliant and witty history of the Minneapolis 
Symphony Orchestra and the men who made it one of the nation’s finest. 


POOR CEDRIC’S ALMANAC by Cedric Adams, famed ‘‘In This Corner”’ columnist of the Minne- 
apolis Star and Tribune ($3.50, Doubleday & ne: A catch-all of fact, fancy and foolery: 
culled from the best-read local newspaper column in the land. 


SOUTH OF FREEDOM by Carl T. Rowan, Sidney Hillman Award winning reporter of the Min- 
neapolis Morning Tribune ($3.50, Alfred A. Knopf). The absorbing personal report of an ace 
Negro journalist who returned to his native South to make a 6,000-mile tour and Teacethe the life 
oad peatiouta of living faced today by others of his race. 


CITY by Clifford D. Simak, news editor of the Minneapolis Star ($2.75, Gnome Preas). A thrilling 
new science-fiction story of a world 10,000 years in the future, by an imaginative newsman who 
has published four novels and contributed many articles to science magazines. 


ECONOMICS FOR YOU AND ME by Arthur Upgren, editorial consultant and economics authority 
of the Minneapolis Star and Tribune ($3.75, Macmillan & Co.). A crisp and crystal-clear explanation 
of a much-misunderstood science written for the layman and his spouse by an economist whose 
refreshing theories on the saving, spending and borrowing of money have earned him wide publicity. 


Minneapolis Star and Tribune 


EVENING MORNING AND SUNDAY 


MORE THAN 620,000 SUNDAY - 490,000 DAILY 


John Cowles, President 
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Sears, Allied Differ over Adding Stores 
Now. But Both Like Growth of Suburbs 


Cuicaco, Jan. 21—Gen. Robert) will continue during the next 10 for Sears. 
E. Wood, chairman of Sears, Roe- years. 


to reach the members of the 
U. S. Armed Forces and tion. 
their dependents, everywhere 


IMES AIR FORCE TIMES dre 


( Meomiiers Auda Bureau of Circulation: 


NAVY TIMES 


DETROIT. dectian Building 
LOS ANGELES 6399 Wilshire Bl 


Leen iam | ears sporting goods sales, he says, McMahon, Chicago, has been ap- 
hia, represented by R. W. McCarney, 1015 Chestnut St ee have increased more than 20 times pointed assistant national adver- 
Also LONDON-FRANKFURT-TOKYO _ ; since 1921. tising manager of Extension, na- 


Gen. Wood attributes these de- 
buck & Co., believes the movement, Speaking at the Mid-West Fo- velopments to congestion in old 
of people from cities to suburbs rum of the Investment Analysts shopping centers, more automo- 
biles and inadequate highways. decade.” 


ate SU R E ST WwW AY *x ® Business, generally, should be 
good this year, he feels, but he’s 

keeping an open mind about the 
second half. He thinks that much 
depends on the new administra-| tions this year. 
, Allied also is expanding in the 
In this respect, Gen. Wood said! syburban shopping field, 
Sears has halted expansion until 
the fate of the excess profits tax— 


Unlike Sears, Mr. Puckett says 
Allied is expanding rapidly. 
now has 40 stores in smaller cities. 
Three were added last year and 
plans call for one or more addi- 


Puckett says. Allied’s first one- 
, stop shopping center was opened 
slated to expire June 30—becomes jn 1950 in Seattle, its second in 
: | Beston in 1951 and plans now call 

Sales of children’s clothes also for seven more. 
should be higher, he said, because | 
of birth increases, and added that | 
Sears finds working people are 
becoming more 


James Corr Joins ‘Extension’ 


- James Corr, formerly an account 
minded. | executive with O’Neil, Larson & 


f tional] Catholic monthly published 
= B. Earl Puckett, chairman of | in Chicago. 


For showing 


Glidden paints in their true colors 


... the artistry of 


~~ 


PHOTOGRAPHY © MOTION PICTURES 
ADVERTISING AND EDITORIAL ART 
DISPLAYS © TELEVISION © SLIDE FILMS 


ws you want to advertise 
paints to best advantage, ap- 
ply the paint and take a color pic- 
ture of the results. Glidden wanted 
to show several colors of their 
famous Spred Satin paints by ap- 
plying them to a distinctive living- 
dining room scene. To be sure 
everything was done to perfection, 
they called in Kling. 


Working from rough layout sup- 
plied by Meldrum and Fewsmith, 
Glidden agency, Kling’s Photo- 
graphic Art Director huddled with 
staff interior decorators, stylists, 
and set designers. The actual build- 
ing of the living-dining room set 
took three days. Kling carpenters 
built panels designed by Kling’s 
interior decorators, laid oak floor- 
ing, linoleum and carpeting. 


Meanwhile, photographers were 
planning the shot, Kling’s interior 
decorators and stylists were select- 
ing the proper furniture and acces- 
sories, and our skilled painters were 
ready to move in and paint the 
walls in the precise colors Glidden 
desired. 


All these painstaking and un- 
usual preliminaries just to take a 
single picture! But that picture had 
to be superlative, and Kling firmly 
believes there’s no short-cut to 
quality. 

The finished print, carefully 
processed to match the color chips 
of the paint exactly, will be seen in 
a forthcoming Glidden advertise- 
ment. 


Let our combined skills help you 


to do the job better, next time you 
require photography! 


Kling studios 


Si. 


*CHICAGO «+ 601 North Fairbanks Court 


HOLLYWOOD + 6650 Sunset Boulevard 


NEW YORK «+ affiliated with Thompson Associates 
40 East 51st Street 


DETROIT + 1928 Guardian Building 


Advertising Age, January 26, 1953 


Society of Chicago, Gen. Wood said! Allied Stores Corp., also finds, ‘d 

the movement and resulting in- some good things in the migration No, That Wasn t 
crease in neighborhood shopping of city dwellers. While this has 
have been a source of great profit been an unfavorable factor for de- | 
partment stores, he told the forum 
they now are converting it into a 
“plus factor that promises to reach 
substantial proportions in the next 


Just Coincidence 
About Lucy's Son 


HoL.tywoop, Jan. 23—As many 
in the business have conjectured, 
there was more than a happy co- 
incidence when Lucille Ball pre- 
sented Desi Arnaz with Desiderio 
Alberto Arnaz IV, in a real-life 
performance that occurred close 
to simultaneously with the birth of 
a son to them on “I Love Lucy” on 
television Monday night, and the 
same event chronicled in the 
“Lucy” comic strip. 

Monday’s telecast on the CBS- 
TV network got an alltime high 
Trendex rating of 68.8. Trendex 
said about 44,000,000 people saw 
the show. 

The only element of chance 
turned out all right, too, when the 
baby was a boy, as in the television 
and comic scripts. The decision to 
“have” a boy in the scripts was 
based on the feeling that, story- 
wise, it would lend itself better to 
the show. 

The “script” began last October, 
when the doctor told Lucy and 
Desi their child would be born 
about the middle of January. The 
filmed programs, in production 
from six to eight weeks ahead of 
showing, were then pointed to that 
| date. 


s About six weeks before Jan. 19, 
the doctor set that date. There was 
| some choice because the birth was 
| by caesarean section, as was Lucy’s 
| first child. That set the stage for 
| the timing that gave the event the 
publicity break of a lifetime. 

From a film production stand- 
point, the event leaves somewhat 
of a gap in the series. Even though 
production is usually at least six 
weeks ahead of release, Lucy 
couldn’t participate in the filmings 
for several weeks before Jan. 19 
and won’t be back on the lot until 
about the middle of March. 

The gap will be taken up by a 
few programs filmed ahead, and 
the re-issue of the first 10 pro- 
grams when the series began in 
1950. The thought is that these 
were shown before the program 
built its present fantastic audience 
and thus will be new to most. This 
is being done despite the many 
letters which have been received 
from TV-viewers asking for re- 
showing of programs they’ve spe- 
cially enjoyed. 
| The re-issues won’t be straight 
|re-runs. Desi, William Frawley 
and Vivian Vance have _ been 
filmed in prologues which will 


— into the re-issues. 


| Appoints Beaumont, Heller 


| Narrow Fabrics Co., Reading, 
| Pa., has appointed Beaumont, Hel- 
|ler & Sperling, Reading, to direct 
| its advertising. The company man- 
|ufactures a complete line of no- 

tions, including rickrack, braids, 
| shoe laces, tapes and bindings, as 
| well as industrial elastics and non- 
|elastics. Trade papers and direct 
/mail will be used. Previously, 
| Ecoff & James, Philadelphia, han- 
| dled the account. 


| 


_KSTP-AM-TV Adds Three 


KSTP-AM, Minneapolis-St. Paul, 
has added two account executives 
| to its staff. They are Frank Hunt, 
' formerly advertising and sales pro- 
| motion manager of Reinhard Bros., 
|Minneapolis electrical appliance 
| distributor, and Tom Morris, pre- 
viously with Bozell & Jacobs, Min- 
neapolis. Dick King, formerly in 
radio sales at WLOL, Minneapolis, 
has joined KSTP-TV as television 
account executive. 


Hormel Cans Spaghetti Again 


Geo. A. Hormel & Co., Austin, 
/Minn., meat packer, has resumed 
production of its canned spaghetti 
and meat balls. The product has 
not been made since the tin re- 
striction days of World War II. It 
‘will be marketed immediately in 
/_New England, Baltimore and 
Washington. 
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Media Records show that during the 
year 1952 La Presse has published 


OF ALL 


Newsoapers la Canada 


Here is tangible proof that concentration 
of advertising is a sound policy in French 
Canada. 


Despite its vast geographic size (594,860 
sq. miles) the Province of Quebec has a far 
more concentrated population than some 
other provinces. 


For example, Montreal Island, with an 
area of only 194 sq. miles, has over ONE 
AND A HALF MILLION of population. This 
market alone represents an annual turn- 


Head Office: Montreal, Canada 


over of more than ONE BILLION DOLLARS 
or nearly two-thirds of total retail sales for 
the entire province. 


A comparison of milline rates and coverage 
of various French newspapers, in relation 
to sales, clearly demonstrates the costly 
policy of duplication in secondary markets. 


No wonder more and more agency execu- 
tives are concentrating in La Presse, the 
ONE paper that can keep SALES UP and 
COST DOWN in French Canada. 


A PRESSE 


U. S. Representatives: Shannon & Associates, Inc. 
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Pearson Heads New stock will be sold to people outside) tion clients are in the process of | 
the company. Mr. Pearson con-! construction. They include: | 
TV Rep Company; tinues as the sole owner of the ra-| KCBD-TV, Lubbock, Tex.; WHIZ-| 
‘ dio concern. TV, Zanesville, O.; WOSH-TV,| 
7 Clients Named Additional officers of Pearson|Oshkosh, Wis.; KGKL-TV, San 
| Television are Russel Walker Jr.| Angelo, Tex.. KFSA-TV, Fort. 
New York, Jan. 22—A new TV and William Wilson, New York of-| Smith, Ark. and WOUC. Chatta-. 
station representative has entered fice; Frank Reed, Chicago, and nooga. 
the field with the formation of) James Bowden, Minneapolis, v.p.s, 
John E. Pearson Television. }and Agnes Ann Saniuen, he Pre gp ages outlets are owned by 
President of the company is John | York, secretary and treasurer. hold 1 Egat ped hag nam 
E. Pearson, who heads the radio ee te yathe statens 
station representative company # Pearson Television is already ay bo Pearson list. , 
which bears his name. Forty per actively at work for WFPG-TV, Pa Nene ays age d a 
cent of the stock of the TV repre- | Atlantic City, which went on the] jitieg an — o Hoe a | 
sentative is owned by employes; no air last month. Its other TV sta- ? ee 


Petitions to Sell WNAO 


THE News & Observer Publishing | 
Co., Raleigh, N. C., has petitioned | 


H th b: indus- 
~enligi lon Leeachnnccaneoerd the Federal Communications | 


A il ante ale aaa Commission for authority to sell 
“eo. grain dealers who market |/radio stations WNAO and WNAO- 


ie 


ia 


SS ae 


beans, processors who sepa- FM to Sir Walter Television Co., 


_ | for $250,000. NEW SHAPE—For ice cubes, that is. The new Servel Ice-Maker refrigerator, featured 

pe etenggane a sat in the “1953 Show of Stars,” freezes ice in the shape of half moons—like the gal’s 

| “apron,’’—stores them in a basket and automatically replaces th they’ d. 

a5 fast WACKER ORIVE thousand products utilizing | Bemont Named WAYS S.M. = °"" ee ee lai >t dies 
ae soybeans. | Everett T. Bemont, formerly lo-| . 
Aeisover S-S068 cal sales manager for WIST, Char- sales manager of WAYS, Char- | Serv el Putting On 
‘lotte, N. C., has been appointed lotte. ’ $l 000 000 Musical 
’ a ' 


Show for Its Dealers 


New York, Jan. 21—Servel Inc., 
| which will pay out $6,000,000 for 


* 
a advertising this year, has tossed an 
j in é s _ rr ra a e % i ; ni additional $1,000,000 into the kitty 
| for a musical show which will 
| introduce Servel’s new appliances 

" k « | to dealers all over the country. 

| The five-hour “1953 Show of 
| Stars” was premiered simultane- 
ously here and in Boston today by 
two road companies, each boast- 
jing 10 dancers, 6 show girls, 12 


a & | dramatic people, 2 pages, 5 singers, 
a comedian, narrator, musical con- 
ductor, 4 musicians, 4 stagehands, 

> | * a a sound man, wardrobe mistress, 


projectionist, company and unit 
| managers and an assistant director. 
' Feature attractions are the new 
ae moet coe Ice-Maker refrigerator, room air 
 TIMES-HERALD GAINED. 42,91 8 LINES | conditioners, food freezers, electric 

; . compression refrigerators, and the 
|recently introduced portable elec- 


STAR AND POST COMBINED LOST 325,546 LINES trie Wonderbar. 


@ Servel figures the show will be 
seen by 30,000 dealers, utility rep- 
resentatives and distributors. The 
“Show of Stars” will visit 30 cities, 
running from 1 to 6 p.m. in each, 
with a 30-minute break at 3:30 
p.m. for refreshments. It will play 
in the largest theaters of the cities 
visited. 


2,433,245 


aily General Advertising 
. Madia Records, Inc., Figeres 
(Year 1051 va. 1962) 0 


ear Baap 


Si, BOG 9s AY Be eis Assembled by Max Richard, a 
2,372,224 ee ee ow ; Pie: Broadway producer, the show is 


planned by Servel’s agency, Hicks 
& Greist, along the same lines as 
the show used to introduce the 
1953 Servel line to distributors re- 
cently in Chicago. 


Names Halsted & Van Vechten 
| General Fuse Co., South River, 


Bio |N. J., has appointed Halsted & Van 
2,258,989 | Vechten, Red Bank, Nd. to handle 

of /national and trade advertising for 
as 2,237,853 ‘its entire line of fuses for the 
: 2,220,934 — and _the_ electronic 


2,194,935 
Named Alexander-Tagg A.M. 
| E. Nicholas Alexander, formerly 
|/manager of WPTZ, Philadelphia, 
'has been named sales and adver- 
tising manager of Alexander-Tagg 
Industries, Hatboro, Pa., metal 


| | fabricator. 

\ we To Stephen Goerl Associates 
Times-Herald FIRST In General Advertising Revenue. Daily General Adver- | aaa ieee 
tising revenue of the Times-Herald was $1,500,352 for the year of 1952, a gain | =iiat taken Gand yp tae 
yA ste over 1951. The Star and Post combined lost $85,482 in daily General |'New York, to handle advertising 

vertising revenue. ‘and promotion in the U. S. and 


| Canada. 

| 

Leaves Timely Clothes Inc. 
Harold F. Pfister Jr., midwest- 

ern sales director for Timely 

|Clothes Inc., Rochester manufac- 

turer of men’s clothing, has re- 

signed. Mr. Pfister’s future plans 


W A S H I N G T O N ’ D. Cc. have not yet been announced. 
National Representative: Geo. A. McDevitt Co. Mason Ham Joins BBDO 


| Mason L. Ham, formerly with 
FIRST IN WASHINGTON eee ACCORDING TO THE PEOPLE _Bresnick Co., Boston, has joined 
the Boston office of Batten, Bar- 
'ton, Durstine & Osborn as an ac- 
‘count executive. 
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First in Pages... Ps¢ in Lines... 77s¢ in Gains 


The Progressive Farmer 


is the 


No.1 Farm Magazine 


Advertising Volume | 


1952 was the greatest year in history for the rural South...and for 
the rural South’s favorite magazine, The Progressive Farmer. 

Cash income of farm families in the 16 Southern states was at 
an all-time high of approximately $914 BILLION. And the rural South 
continued to out-gain the nation in consumer buying, in farm electri- 
fication, and in other measurements of sales opportunities. 


oo SS ee 


Keeping pace with the rural South’s great progress, The Progressive 
Farmer gained 89,967 lines of advertising in 1952 over 1951, moving 
into FIRST place among all U. S. farm magazines in advertising volume. 


TOTAL ADVERTISING PAGES 


IN 1952 
The Progressive Farmer 1,110 
Country Gentleman 1,013 
Successful Farming 1,090 
Farm Journal 1,094 
Capper’s Farmer 612 
Farm and Ranch with Southern Agriculturist* 412 


*Average of all editions. Source: Printers’ ink 


754,810 
689,093 
490,495 
469,155 
416,252 
280,398 


Among the six monthly farm magazines, The Progressive Farmer has 
climbed from fifth place in advertising linage in 1944 to third place in 
1945, to second place in 1946 and to FIRST place in 1952. 


The Progressive Farmer has led all other farm magazines in adver- 
tising gains 1952 over 1951—1951 over 1950— 1950 over 1949 and in total 
post-war gains. 

This progress continues into 1953 with an advertising gain of 14°; 
in the January and February issues over the all-time records of the 
corresponding issues of 1952. 

Where else can you find such a record of progress by a magazine 
and by the market it serves? 

Founded in 1886 and published in five separate editions localized to 
the farm and farm-home interests of the five distinct agricultural 


divisions of the South, The Progressive Farmer offers advertisers wider 
readership...more powerful reader influence...healthier circulation 
growth.. vand far greater trade acceptance and merchandising value in 
the rural South than any other magazine. 


It will pay you to place more of your advertising in the fastest-growing 
big magazine—The Progressive Farmer—to produce more sales in the 
fastest-growing big market—the 16 states of the rural South! 


You add the rural South to your market when you add The 
Progressive Farmer to your advertising list. 


The SOUTH Subscribes to 


The Progressive Farmer 


Published in FIVE Separate Highly-Localized Editions to Serve the FIVE Distinct Farming Regions of the SOUTH 


Advertising Offices: BIRMINGHAM * RALEIGH * MEMPHIS * DALLAS * NEW YORK * CHICAGO * Edw. S. Townsend Co., San Francisco, Los Angeles 
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In Chicago, more and more advertisers 
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Advertisers in the Chicago market increasingly are proving at the > | 

cash register what an independent Publication Research Service X 

study* points out: y 


—that Chicago has outgrown the power of any single daily 
newspaper to reach even half of the prospects in America’s No. 2 
Market; 

—that it now takes 2 Chicago daily newspapers to reach a 
majority of the market, and that 

—for MOST new unduplicated coverage, one of the two 
MUST be The Chicago SUN-TIMES. 

Study the changes in Chicago newspaper advertising, shown 
on the facing page. Then do as more advertisers are doing to Move 
More Goods at local levels. Make sure that one of your Chicago 
newspaper advertising media is The Chicago SUN-TIMES! eet” 
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Year 1952 
SUN-TIMES 13,563,952 
Tribune* 28,729,837 
Daily News** 15,876,730 


Herald-American 11,731,266 


Year 1951 
13,480,049 
28,650,127 
16,624,402 
12,753,275 


Year 1952 vs. year 1951 ‘ 


Source, Media Records 


Gain or Loss 


+83,903 lines 
+79,710 lines 
—747,672 lines 
— 1,022,009 lines 


*Less Zone 
**Publishes weekdays only 


The SUN-TIMES now shows gains in total advertising for the 3rd consecutive year! 


TREND IN TOTAL ADVERTISING, DAILY & SUNDAY COMBINED 


+15% 1949 was the first full year of operation of —_ s +14.2% 
The Chicago SUN-TIMES | —_ qribune” (+ 5,238,007 lines) 
—+10% —_ " 
-* SUN-TIMES | +6.9% 
7 ® (+ 1,074,137 lines) 
() 
ais +1.7% 
New. @ (+299,945 lines) 
0 we . 
—5% —~ ~*~ 
*Less Zone 
**Publishes weekdays only — erate, mm 
oni malme,; 
10% Source, Media Records) mon a! ~13.3% 
YEAR YEAR YEAR és , 
1949 1950 1951 YEAR 1952 (~ 2/096,989 lines) 


PHILADELPHIA 


Ferguson-Walker Co 
rd Trust Bldg, 1400 S. Penn 
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Department Store Sales... 


Sales Follow a Zig-Zag Pattern 


WASHINGTON, Jan. 20—Depart- 
ment store sales in the week ended 
Jan. 10 slipped 3% below those in 
the same week last year. 

The decline put the nation's big 
retailers back on their off-and-on 
pace of 1952. Dollar volume in the 
week ended Jan. 3 was reported 
4% higher than a year ago. 

The national sales pattern is 
similar to the one established in 
1952. Stores in the South had sub- 
stantial gains, while those in the 
East and Midwest registered losses. 


® The Atlanta, Dallas and Kansas 
City districts reported gains of 
10%, 8% and 4%, respectively. 
New York was off 11% for the 
week, Philadelphia 9%, Cleveland 
8%, and Chicago 7%. 

Effective with the Jan. 10 week, 
the Federal Reserve Board began 
reporting sales for some cities on 
the basis of standard metropolitan 
area definitions. Eventually, all 
cities are expected to be placed on 
a standard metropolitan basis. 


Minneapolis District 
Metropolitan Areas 


Minneapolis-St. Pau! .. 


Minneapolis City ... 
St. Paul City........ ; 
Cities 
Duluth-Superior 


Kansas City District acd 


Metropolitan Areas 


DEPARTMENT STORE Denver eo. 
s “< Topeka .. 
SALES INDEX ([i_cmaM 
OT Ae. St. Joseph ........... 
’ - 1947-49 equals 100 Oklahoma City 
- | 
or 
Week to Jan. 10,’53* p89 ||! pattas District 
Week to Jan. 12, ’52* 92 | Metropolitan Areas 
Week to Jan. 3, °53* ....81 i: eevee 
Oe ies detak dain . 
Week to Jan. 5, ’52* ....78 Se} ee 
Week io Dec. 27, ’52* ..146 Pome ee Mer svteevenennesen 
Week to Dec. 29, ’51* ....92 San Francisco District . 
—— | Metropolitan Areas 
*Not adjusted seasonally. | Los Angeles ............. 
pPreliminary. | Downtown Los 
| Angeles ........ 
a } Westside Los 
oy, | CS EEE 
nanan £ oon pee A — 
San Francisco-Oaklan 
ERE ae —4 —12 —10 : os 
Indianapolis ......... 7 a cae Pot onl 
* _ eS a | 9 —4 Portland ............ ne 
Milwaukee ................... . —3 7 —5 Salt Lake ‘City ...... sic 
St. Louis District ............ e nt 6) SE, Siiinsccnadeiibesarenenness : 
Metropolitan Areas } Spokane ............... 
Little Rock : 4 “a Piensa ss, 
ASVINE cece —12 | 
a Levis Se chaimiversse 1 23 —8)| r—Revised. 
MeMphis  .....:ecceerereeerrcees 4 16 5| *Data not available. 
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they are traveling, 


‘| "WHAT'S WRONG WITH 
- + 4) DEPT. STORE SALES?’ 


WASHINGTON, Jan. 20—The ques- 
‘tion, “What’s wrong with depart- 
ont 5 ment store sales?” was asked with 
‘increasing frequency during 1952. 
Sales reports indicated that ap- 
24 —!  pliance, furniture, specialty and 
2 —11| apparel stores were all making in- 
36 §| roads on the department store vol- 
-ume. Prof. Malcolm McNair of 
10 4 Harvard summed up the trend last | 52 
_week when he told the National ; 
12 12 Retail Dry Goods Assn. that de- 
19 2 partment stores “are losing their 
16 8 preeminence among retail distrib- 
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'to explain the changes department 
stores are undergoing. However, 
' there was general agreement that 
‘the modern “revolution” in retail- 
ing—the movement to the sub- 
urbs and the rise of outlying 
‘shopping centers—played a big 
part. (See editorial on Page 12.) 

Adopting a “join ’em if you 
/ can’t beat ’em” attitude, many de- 
partment stores throughout the na- 
‘tion set up branch operations in 


. One of the more noticeable 


trends in 1952 department store 
sales was the relatively good 


Despite the rocky road on which showing made by retail outlets lo- 
department cated in areas of new development. 


—5 -3 | stores managed to exceed their) Thus, stores in the South and 


3 

6 1 

* 

5 —1 
—3 


a! record-breaking 1951 dollar vol- | West consistently bettered their 
—5| ume in 1952. And latest figures of | 1951 sales records during the year, 
2 the Census of Business show that as they shared in the general in- 
“10, the 10,000 stores in the depart- dustrial expansion under way in 
6| ment store category are account- those sections. Stores situated in 


| 
NS 
we 
OIA IIH ene 


16 tail in the U. S. 
| 


5 ing for $1 of every $9 spent at re- the big cities of the East and Mid- 
west found the going much 


| rougher. 


| There was no one answer given’ A good case in point is the Sec- 


% Change 
from year ago 
wk. ended 
Federal Reserve Jan.- Jan. Jan. 
District and City Nov. 38 10 
UNITED STATES ............ 0 tas —3 
Boston District ................ —! 5 wx 
Metropolitan Areas 
MIN cicceistnsotetosers 2-9 —21 
Lowell-Lawrence .......... 3 27 0 
Cities 
PI Sittictnatiedsiadetéoieses —2 —l 6 
a sctnsescese 3 15 —14 
ProvideNnCe ..........:ceese —! 18 —12 
New York District ......... — —4 —I1 
Metropolitan Areas 
EL 0 r3 2 
Rochester .................. ae or 11 
Syracuse —3 r—3 11 
Cities 
New York .. —10 r—6 —I15 
PEO WRTTE cscrsssonsssonssssoscess , wall onl eS | 
Philadelphia District .. —1 —5 —#' 
City | 
Philadelphia ............ ww —2 —§ —8) 
Cleveland District ...... ne ro 8) 
Metropolitan Areas | 
BIT: © eitiscieatesenseiivess ; 2 26 «2 
Cincinnati ............4. ratios 0 14 —I1 
Columbus _............... ~ 5 20 —1) 
Toledo naa ‘ —6 16 —I11 | 
BNE \ Saihicevipdintonns 1 16 6 —5 
Cities 
Cleveland ....ccicccccncne, —B 10 —10 
SPIED: sissctsiissscisneconoes . —5 3 8 
Richmond District ........ 2 r2 1 
Metropolitan Areas 
i en at ual wh 
I ice osiepeitactescdices 2 16 8 
Atlanta District ............... & ri3 10 
Metropolitan Areas 
Birmingham ................ 6 —4 10 
Jacksonville .......0600000 5 1% «all 
__ aoe 5 r22 17 
SII sechismmnstaiscnsnanevess sees 4 r22 ° 
Augusta ............ 27 rl 7 
New Orleans 9 7 18 
Nashville .......... aed 8 14 6 
Chicago District ................ —et es —7 


Metropolitan Areas 


A NEW MARKET... 


TRAILER PARK! 


By advertising to this new field 
you will reach over 8,000 Trailer 
Parks representing homes for over 
14% million people and also repre- 
senting over $200,000,000 in 
grounds, utilities and facilities. A 
large number of parks have stores. 
commissaries, restaurants, filling 
stations, laundries and cottages. 

These parks actually represent 
small villages of 100 to 3,000 per- 
sons. They have the same needs as 
villages for items such as streets, 
sewerage and water systems, light- 
ing, signs, landscaping, food sup- 
plies, etc. 


Write today for market 
study on this new way of 
American life. 


TRAILER 
PARK MANAGEMENT 


4006 Milwaukee Ave. 
Chicogo 41, lilinois 


Fabrics 


find 


rich 


new 


American Bemburg 

Avondale Mills 

Bates Fabrics, Inc. 

Beaunit Mills, Inc. 

Bernside Mills 
Crompton-Richmond Company 
Deering-Milliken Company 
Juilliard, A. D. & Company 
Merrimack Manufacturing 
Reeves Bros., Inc. 

Stevens, J. P. Company 
Textron, Inc. 

U. $. Rubber Company (Lastex) 


Foods 


American Dairy Association 
Borden Company 

(Eagle Brand Milk) 
Coca-Cola Company 


General Foods Corporation 


(Walter Baker Chocolate) 
(Swans Down Cake Mix) 
Mars Candy Bars 

National Dairy Products 
(Kraft Phila. Cream Cheese) 
Nehi (Royal Crown Cola) 
Olive Advisory Board 


Ready-to-Bake Foods Corp. 
Star-Kist Tuna 


Home Furnishings 


Bates Linens 

Doulton China 

Flintridge China 

Free Sewing Machines 
Haviland China 

Jackson China 

Lane Hope Chests 

Lenox China 

Martex Towels 

North Star Blankets 

Olson Rugs 

Pepperell Sheets 

Royal Lace Paper 

Singer Sewing Machines 
Syracuse China 

V-M Phonographs 
Vita-Craft Kitchen Utensils 
Webster Chicago Record Players 
White Sewing Machines 


Beauty Aids 


Bourjois Perfumes 
Campane Magic-Touch Make-up 
Cashmere Bouquet Cosmetics 


dvertisers 


current national 


Cutex Nail Polish & Lipstick 
Dana Perfumes 

Dorothy Gray Cosmetics 
Eastco Clearasil 

Elizabeth Arden Make-up 
Flame Glo Lipstick 

Helena Rubinstein Cosmetics 
Houbigant Perfumes 
Jergens Lotion 

Lentheric Perfumes 
Maybelline 

McKesson & Robbins (Tartan) 
Natone Lip Life 

Pond’s Angel Face, Creams 
Revion Preparations 

Shulton Perfumes 

Skol Suntan Lotion 

Tussy Perfumes, Cosmetics 
Westmore Cosmetics 
Woodbury Dream-Stuff Make-up 


Hygiene & Health 


Block Drug Company 

Breck Shampoo 

Camay Soap 

Cashmere Bouquet Powder 
Colgate Chlorophyll Tooth Paste 
Dial Deodorant Soap 

Drene Shampoo 

Elizabeth Arden Home Permanent 
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ond Federal 


Reserve District, but the relatively good showing’ amount of money available for de- 


which includes all of New York made by apparel stores, compared partment store purchases. 


state, Newark, N. J., and Bridge- 


to department stores. Also, the 


port, Conn. Department store sales Federal Reserve Bank reported | Don Lee Adds Two Sponsors 


in this district, from Jan. 1 through 
October, 1952, were 6% 
sales in the corresponding 1951 
period. However, when New York | 


City sales are excluded, the dis- ing sales patterns, the bank pointed Washington, Idaho and Nevada. 
trict shows a gain of 2% for this out that “for the first time in the Clary Multiplier Corp., manufac-_ 


period. 


The advances made by. subur-| out of New York than moved in sor the Tuesday anc Thursday 


ban retail outlets can be seen from 


the following table prepared by) 


the Federal Reserve Bank of New 
York: 


Department and Apparel Store Sales in 
New York Metropolitan Area, January- 


October, 1952 | 
(Per cent change from 1951) 
Depart- 

Locality ment Apparel 
a nen ae -9 
Northern New Jersey ........ -4 5 
Westchester County .............. 2 6 
Fairfield County _..................... 2 6 
Nassau County oo... 70 12 
Metropolitan Area. ............. -6 1 


® This table shows not only the 


that for this same 10-month pe- 


below riod furniture stores in New York | 


City registered a 3% sales gain. 
As a background for these shift- 


city’s history,” more people moved 


during the 1940-1950 period. 


| In addition, the Federal Reserve 
Bank noted that those New York- 
| ers who moved to the suburbs are 
‘largely of the middle-income 
| group, while the in-migration was 
/ made up largely of Puerto Ricans, 
_ Negroes from the South and native 
'whites “who continuously move 
| here for diverse economic and per- 
sonal reasons.” 

| The bank’s report thus con- 
_ cluded that one of the reasons for 
| declining department sales in New 
York City was the influx of per- 
_sons in a low income class, result- 


Don Lee Broadcasting System 
|has added two new sponsors of 
|programs over its full 45-station 
/network in California, Oregon, 


turer of Flo Ball pens, will spon- 


|“Sam Hayes News” at 6:45 p.m., 
| starting Feb. 17. Wildroot Co. will 
| sponsor the Monday and Friday, 
7:30 to 7:45 a.m. portion of 
“Breakfast Gang,” a Monday 
through Saturday program, heard 
'7:15 to 7:45 a.m. Batten, Barton, 
Durstine & Osborn is the agency 
for both accounts. 


‘Landers Joins KECA-TV 


| Russ Landers, formerly film di- 
‘rector for Crosley BHBroadcasting 
/Corp. in Cincinnati, Dayton and 
'Columbus, has been named film 
|director for KECA-TV, ABC- 
, owned station in Los Angeles. He 
| had been with Crosley Corp. since 


gains made by suburban stores,) ing in a decrease in the total) 1948. 


Buchanan Stays in Chicago 


' Buchanan & Co., New York, has. 
_informed AA that its Chicago of- | 
fice will remain open. An agency 
spokesman said a new v.p. in. 
charge of the Chicago office will | 
be named shortly. Last week it. 
| was reported that Robert E. Pot- 
|ter Sr., who had held that post, | 
left to form his own agency and. 
that the Buchanan office had 
closed. 


‘Wilde Heads CED Group 
| Frazar B. Wilde, president of 


/Connecticut General Life Insur-| 


ance Co., Hartford, has been elect- 
ed chairman of the research and 
| policy committee of the Commit- 
tee for Economic Development. He 
_succeeds Meyer Kestnbaum, pres- 
|ident of Hart Schaffner & Marx, 
|Chicago, who has been elected 
'chairman of the CED board of 
| trustees (AA, Jan. 19). 


| Elects Bohman a V.P. 


Robert J. Bohman, art director 
| of Thompson-Koch Co., New York 
_agency, has been elected a v.p. 
| tae Bohman joined the firm in 


Today’s Girl Under 20 is established as a major 
customer for many types of merchandise. 


Her personal spending power is surprisingly high 


and completely disposable. Her persuasive spend- 


ing power is also big, both for her own needs and 
her family’s. She’s quick to open minds and wal- 
lets—her own and Dad’s. More and more compa- 
nies are learning these profitable facts. How about 


you in ’53? 


Seventeen 


advertisers 


Five-Day Deodorant Pads 
Fresh Deodorant 

Halo Shampoo 

Ipana Tooth Paste 
Laco Shampoo 

Lilt Home Permanent 
Lustre-Creme Shampoo 
Mum Deodorant 
Noxzema 

Odo-ro-no Deodorant 
Palmolive Soap 
Revion Deodorant 
Shasta Shampoo 
Stopette Deodorant 
Suave Hair Dressing 
Sweetheart Soap 

Toni Home Permanent 
Tussy Deodorant 
White Rain Shampoo 
Wildroot Shampoo 
Yodora Deodorant 


Medical Supplies 


Co-ets Cotton Squares 
Kotex Sanitary Napkins 
La Cross Scissors 

Meds Insorber 

Modess Sanitary Napkins 
Tampox Tampons 


Tableware 


Dirilyte Company 
Gorham Company 
Holmes & Edwards 
International Sterling 
Kirk Sterling 

Lunt Sterling 


National Silver Company 


Reed & Barton 
Rogers’ Sterling 


Smith, Frank Silver Company 


Towle Sterling 
Wallace Silversmiths 
Westmorland Sterling 


Jewelry, Optical 


Ahead of 1951, again a leader. 
And Seventeen’s steady climb 


continues this year. 


1952 WOMEN’S MAGAZINES 


ADVERTISING 
TOP 25 MAGAZINES 


LINAGE 
YEAR'S LINAGE 


Vogue 1,068,950(c) 
Harper's Bazaar 805,050 
SEVENTEEN 800,930 
Ladies’ Home Journal 771,392 
Good Housekeeping 647,453 
McCall's 578,437 
Woman's Home Comp. 538,419 
Mademoiselle 472,658 
Glamour 443,513 
Charm 409,174 
Woman's Day 341,399 
Parents’ Magazine 324,951 
Today’s Woman 285,332 
Family Circle 266,080 
True Story 254,812 
Household 222,714 
Everywoman’s 196,384 | 
Better Living 191,410 | 
Modern Screen 183,398 
Photoplay 178,267 
True Confessions 176,743 
Modern Romances 172,803 
Motion Picture 151,615 
Screen Stories 150,519 
True Romance 130,315 

(a) twenty issues 
Source: Printers’ Ink 

Columbia Walescraft Wallets 


Crown Luggage 
Nash Wallets 


Prince Gardner Wallets 
Samsonite Luggage 
Skyway Luggage 


White Luggage 


Typewriters, Paper 


Eaton's Fine Letter Papers 


Remington Rand 


International Business Machines 


Typewriters 


Royal Typewriters 
Smith, L. C. & Corona Typewriters 
White & Wyckoff Stationery 


31 


Bausch & Lomb Sunglasses 

Coro Costume Jewelry 
International Nickel Company 
(Palladium) 

Keepsake Diamond Rings 

La Tavsca Pearls 

Orange Blossom Diamond Rings 


Leather Goods 


Amity Leather Products 
Baltimore Luggage 
Buxton Wallets 


Other Nat'l Advertisers 


American Telephone & Telegraph 
Cluett Peabody (Sanforizing) 
Eastman Kodak 
Greyhound Buslines 
Kieinert Rubber Products 
Linit Starch 
National Pre-Fab Homes 
Province of Quebec 
Talon, Inc. 
Because of space limitations this is « partial 
list only. Also omitted are fashion and retail 


apparel oivertisers, fields where SEVENTEEN 
leads ali women’s magazines, 


| 
| 
{ 
} 
| 
} 
| 
| 
| 


Try ours—six unified services; 
art, typography, photography, 
photoengraving, color 

process and electrotyping 


all at once and every day! 


You can get assistance 
in anyone of the six by 
| themselves or use them oll 
simultaneously; in either 
case you'll be pleased with 
the cooperation, service and 
help you get from Pontiac. 
Write or call and let 


us tell you more. 


P RO 
HOTOENGR A VINGs Ces 


ART WORK 
PHOTOGRAPHY 


UNIFIED 


ontiac f 
engraving & Ti 
Zlectrotype Co. ti 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 © Chicago 7, Illinois 
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Harvard Professor Finds Most Retired 
Execs Unhappy; Tells How to Avoid It 


CAMBRIDGE, Mass., Jan. 20—Six- 
ty per cent of U.S. business execu- 
tives are unhappy during their 
first year of retirement, and about 
a third of them never recover 
felicity, according to a study of 
retirement problems published by 
the Harvard Graduate School di- 
vision of research here. 


In “Some Observations on Ex- 
ecutive Retirement,” Harold R. 
Hall, former manager of Procter 
& Gamble’s drug division and now 
professor of research at the school, | 
credits inadequate planning—on) 
the part of companies as well as| 
executives—for business men’s dif- | 
ficulty in adjusting to the abrupt | 
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loss of their customary activity. 
Apparently gripped in the sin- 


_gle-minded struggle to insure fi- 


nancial security in later life, they 
find insufficient time to plan for 


filling retirement years, now ex-| 


tended due to medical advances, 
Prof. Hall suggests. 


s To head off retirement problems, 
he offers the inevitable 10-point 
program to put color back in “the 
golden years.” It is: 

1. Plan an active mental and 
physical life “paced to suit your 
desires and well being.” 

2. In selecting activities, first 
consider business or non-business 
interests in which you are experi- 
enced—and, most importantly, in 
which you’ve found enjoyment. 

3. Find a non-business interest 
providing “some satisfaction from 
doing for others...wholly without 
expecting monetary return.” 

4. “If possible, become a member 
of a team which you respect.” The 
“stimulation” from business team- 
work often is not realized until 
missed. 


Advertising Age, January 26, 1953 


| 5. “Include some work that 


brings pressure and resulting ten- | 


sion with it,” on the theory that 
business inures you to such stimu- 
lants. 
_ 6. Inject at least one new activity 
| into your over-all program, prefer- 
/ably one tapping suspected skills. 
7. Consider a hobby, which can 
bring heightened enjoyment when 
accompanying a work program. 


8. Plan too much rather than not | 


enough to avoid running out of 
things to do. 

9. Use “good judgment and the 
power of decision” to eliminate 
“doubts and fears” engendered in 
connection with the retirement 
program. 

10. Upon retirement, take “a 
positive attitude” and “implement 
your program promptly and en- 
thusiastically.” 


s And don’t forget the little wo- 
man—let her participate in retire- 
ment planning, Prof. Hall says, 
pointing out that your retire- 
ment will change her way of living 


also—especially by being in your 


Now that other magazines 


are increasing 


their single copy prices... 


@ @ @ and now that there is so much interest and speculation as to 


Redbook: 


America’s ONLY Mass Medium for Young Adults 


what is going to happen to their circulations —. 


...it might be well to take a look at what has happened to 


REDBOOK... the first magazine since the war to raise its price 


from 25¢ to 35¢ (with the August, 1951 issue). 


]. Redbook sold more copies at 35¢ in 1952 than in 1951. 


2. Redbook averaged well over 2,000,000 circulation for the 12 
months of 1952...the highest yearly average in Redbook history. 


In accomplishing this, not one extra page of editorial content 


was added. Not one extra dollar was spent on promotion. Reader 


acceptance of the 35¢ price was based solely on editorial vitality 


which captured and held the interest of the 18-35 year age 


group... eager Young Adults... to whom REDBOOK’s editorial 


program is pin-pointed. 


... Which is why it is an even more profitable medium for 


advertisers. 
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| company more. 

The problems attendant on re- 
tiring have led to a tenfold growth 
in executive retirement plans in 
‘the last decade, he points out ap- 
| provingly. The next several years 
'may see the number of retirement 
plans doubled, he predicts. One 
| reason for their multiplication, he 
| notes, is tax laws that make sav- 
'ing money difficult. He cites in- 
creased longevity as equally im- 
portant. 

On the question of when to re- 
tire, he notes that no acceptable 
alternative to chronological age is 
available. He admits that this sys- 
tem is wasteful of productive en- 
terprise. 


® Prof. Hall suggests a “two-com- 
mittee” plan to “come to grips with 
the problem” of selecting execu- 
tives for retirement—one from the 
board of directors to deal with 
top management men, the other of 
company officials to consider mid- 
dle management executives. Using 
the approach of “rehiring,”’ he 
suggests, the committees should 
decide whether, either in his pres- 
ent job or in another, the particular 
executive is preferable to any 
available replacement. If so, he 
should be kept on. 

The basis for Prof. Hall’s study 
was 425 interviews with both ac- 
tive and retired executives, plus 
talks with physicians, psycholo- 
gists, psychiatrists, social workers, 
management consultants and re- 
tirement benefit plan specialists. 
The book includes case histories of 
_happy and unhappy retirements. 


NEW BOOK PUBLISHED 
ON EDUCATIONAL TV 
WASHINGTON, Jan. 20—‘A Tele- 
vision Policy for Education,” pub- 
lished by the American Council on 
Education, is strictly for educators 
and those groups interested in 
| starting an educational TV station. 
| The book, which sells for $3.50, 
‘consists of the proceedings of the 
‘Television Programs Institute 


sponsored by the council last April 


at Pennsylvania State College. 

| A number of top educators tell 
how the medium can be used for 
per nage purposes, giving spe- 
|cific examples of programs in var- 
/ious cities. There is also a full re- 
‘port on the requirements for es- 
'tablishing a noncommercial, edu- 
‘cational TV station. 

| 

OSU PROFS WRITE ON 
RETAIL OPERATIONS 


| New York, Jan. 20—Two Ohio 
‘State University professors have 
‘produced a comprehensive work 
on retailing in a new book pub- 
lished by Ronald Press, “Retailing 
—Principles and Practices.” 
_ Profs. Paul L. Brown and Wil- 
liam R. Davidson cover every 
phase of the retail operation, start- 
ing with planning initial require- 
‘ments to retail accounting proce- 
| dures. 
| The book is priced at $6, runs 
‘to 726 pages, has 51 illustrations 
and 29 tables. There are ques- 
‘tions and problems appended to 
‘each chapter. 

The book is intended primarily 
‘as a text for college courses. 


| 


Bi-Monthly Set for Fall 


Mechanics Today, a new bi- 
|monthly magazine in the popular- 
| ized-science field, will be pub- 
| lished next September by Almat 
| Publishing Corp., 444 Madison 
Ave., New York. Advertising rates 
will be based on $495 per b&w 
page and $742.50 for four colors. 
The guarantee will be 300,000. 


Skinner Buys ABC Kid Show 


Skinner Mfg. Co., Omaha (Bo- 
zell & Jacobs), will sponsor “No 
School Today,” Jon  Arthur’s 
stories for children, over the 
American Broadcasting Co. net- 
work starting Feb. 28. Thirty 
minutes of the 90-minute broad- 
cast, which has been sold co-op, 
/will be presented for Skinner’s 


Raisin Bran. 


‘ 
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gain in 1952 


The POST-GAZETTE 
Made Advertising History 


2 


ANOTHER ALL-TIME ADVERTISING HIGH—1952 was the sec- 
ond consecutive year in which the Post-Gazette was the only Pitts- 
burgh daily newspaper to set an all-time high in total advertising 
... the greatest linage total in the Post-Gazette's 167-year history. 


@ ONLY PITTSBURGH DAILY TO GAIN—The Post-Gazette was 
the only Pittsburgh daily to gain in total advertising in 1952... 
an increase of 200,513 lines compared to a loss of 1,227,878 lines for 


the daily Sun-Telegraph and a 417,270 line loss for the daily Press. 


Yes, Something Is Happening in Pittsburgh 


Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


Linage Figures from Media Records 
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Mitchell Hikes 
Budget 35%, Sets 
National Drive 


CuIcaGco, Jan. 21—Mitchell Mfg. 
Co., maker of window-type air 
conditioners since 1946, is enter- 
ing the national advertising field 
for the first time this year. 

The company’s over-all adver- 
tising budget has been increased 
35%, to slightly more than $1,000,- 
000. Last year the budget was 
slightly under $750,000. 

The media schedule calls for 
duotone, half-page ads to appear 
in Better Homes & Gardens, Life, 
Newsweek, The Saturday Evening 
Post and Time from March 
through June. A. Martin Roth- 
bardt, Chicago, is the agency. 


® Howard Haas, advertising and 
sales promotion director of the 
company, which calls itself the 
“largest producer of window-type 
air conditioners,” said the ad pro- 
gram is the “biggest” ever sched- 
uled in this field. 

All advertising prior to this year 


reason for this, Mr. Haas said, was 
the necessity of introducing and 
selling the industry on a new 
product. Retail and distributive 
channels had to be built. 

Last year, Mr. Haas said, Mit- 
chell cooperative advertising ac- 
counted for 675,000 newspaper 
lines in a period of 40 days. All 
units were sold and full production 
has been in effect since November. 

Now, Mr. Haas said, Mitchell 
feels the industry has come of age; 
it has national distribution and it 
has a specific product to promote. 
Consequently, it is starting na- 
tional advertising. 


s Key emphasis in the drive will 
be given to dyna-heat, a feature 
which enables Mitchell air condi- 
tioners to heat as well as cool a 
room. The theme to be stressed 
is: “An air conditioner that doesn’t 
both cool and heat is obsolete.” 

Because its units are intended 
for year ’round use, Mitchell is 
tying in the color in its ads to 
the seasons. Those ads appearing in 
winter will be a warm red. Spring 
and summer ads will be blue and 
interim ads b&w. 

A small inset of the summer ad 
will appear in the winter inser- 
tions and the reverse in the sum- 
mer ads as a means of spotlight- 


|is incorporated only in Mitchell’s 
three-quarter and one horsepower 
units. According to Mr. Haas, these 
are priced competitively at $380 
and $459, respectively. 


Canada Radio Reps Elect 


Ralph Judge, sales manager of 
‘Horace N. Stovin & Co., Toronto, 
has been elected president of the 
Radio Representatives’ Assn. Oth- 
er members elected are Alex 
Bedard, Radio Representatives 
Ltd., v.p.; Bill Mitchell, All-Can- 
ada Radio Facilities Ltd., sec- 
retary; Bruce Butler, Jos. Hardy 
& Co., treasurer, and Andy Mc- 
'Dermott, Radio & Television Sales 
Inc., publicity director. 


To Gourtain-Cobb Advertising 

Barton Distilling Co., Bards- 
town, Ky., has appointed Gour- 
fain-Cobb Advertising, Chicago, 
to handle its advertising. The 
company has made the largest 
appropriation in its history for 
the promotion of Kentucky Gen- 
tleman, Tom Moore, Colonel Lee 
and Heart of Kentucky bourbon 
whiskies. Previously, Bozell & 
Jacobs, Chicago, had the account. 


Names Heggie Advertising 
Powerlite Devices Ltd., Toronto 
|/manufacturer of street lighting 
‘equipment, has appointed Heggie 
|Advertising, Toronto, to handle 
\its advertising. Two-color full- 


retail and distributive levels. The 


was on a cooperative basis at the|ing the unit’s dual purpose. 


|page ads on apparatus and two- 


At present the heating element third b&w insertions on imstru- 


It may be the problem that 
faced one grocery sales man- 
ager not long ago . . . how 
much sales pressure should 
he put on his large size pack- 
age? 


Whatever your sales prob- 
lem is... be it new product 
or a complete sales program 
... have it evaluated by over- 
the-counter sales .. . before 
you ask Management to back 
it nationally. 


For years leading grocery 
and drug advertisers have 
been using Burgoyne store 
panels. In three, five or sev- 
en test cities ... they deter- 
mine the probability of suc- 
cess of new products, new 
prices, new promotions, new 
advertisers. 


Among the Burgoyne mar- 
kets you will find recognized 
test cities where your repre- 
sentation is effective . . . 
where you or your advertis- 
ing agency can check the re- 
search methods on the spot. 


If you really want down-to- 

earth, dependable research 

: ... write Burgoyne and ask 
as for our latest data brochure. 


g BURGO 


sales and ad managers 
use our answers 


K. 


After reviewing this Burgoyne Chart show- 


ing the sales results in three test cities . . . 
this Sales Manager knew he should put 
more sales and advertising pressure on the 
15 ounce package. 


Grocery éx Drug Mab 


FIRST NATIONAL BANK BUILDING @ CINCINNATI 2 
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ments will appear in industrial| Names Grey Advertising 


publications. 


‘Fortune’ Uses Two Covers 


Fortune, New York, is using two 
covers for its January issue. The 
regular one is a representation of 
a geometric crystal structure. The 
second, intended for the magazine 
advertising promotion list, shows 
the table of contents. The purpose 
of the device is to call attention to 
the “unusually varied editorial 
content.” 


Stop & Shop Super Markets, 


'with headquarters in Boston and 


stores in New England, has ap- 
pointed Grey Advertising, New 
York, to handle its advertising 
and merchandising. 


Two Join ‘Family Life’ 

S. Lewis Mosley, formerly with 
American Family, and Edward H. 
O’Mara have joined the sales staff 
of Family Life, new variety store 
magazine published by Macfadden 
Publications, New York. 
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McIntosh Leaves Philco 


Dempster McIntosh has resigned 
aS president of Philco Interna- 
ional Corp. to open his own ex- 
port office in New York. He will 
continue to act as consultant to 
Philco on international trade. Mr. 
McIntosh has been associated with 
Philco for more than 30 years, and 
has been president of the inter- 
national corporation since 1943. He 
will represent a number of Amer- 
ican manufacturers in the export 
field, and will have an office at 
149 Broadway, New York. 


Non-Foods ‘Strong’ 
in Supermarkets 
Built Last Year 


NEw York, Jan. 20—Supermar- 
kets are springing up all over the 
place and they’re still going in 
strong for non-food departments. 

An annual survey by Super 
Market Merchandising shows l1,- 
118 new supers were built in 1952 
—with the average physical size 


being 9,641 sq. ft. ard planned 


to do a volume between $1,300,-. 
self-service meat departments and ban areas and smaller cities and 


000 and $1,500,000 annually. 


Of the new markets, 92.9% have | 


drugs and cosmetics departments, 


| 57.9% have magazines, 74.6% | 
housewares, 59.9% _ stationery, 
39.7% hardware, 58.7°> sundries, 


| 35.7% toys, 40.7% soft goods. Di- 
-etetic food—a compar:tively new 
line—is a department in 86.3% 
of the new supermarke's. 


w The new stores have 100% self- 


35 


service in grocery, dairy and fro-| more markets. Favorite location of 
zen food departments. Half have the stores continues to be subur- 


70% have self-service produce de- | towns. 

partments. The average new market boasts 
Though more apt to be part of | a parking lot 2% times the size of 

a chain, about one-third of the new | the store—with 49% of the units 

supermarkets are owned by indi- having an average lot of 23,645 

viduals who just entered the sq. ft. There are an average 32.2 

field. More of the new _ stores|employes who handle about 4,- 

were opened by smaller chains | 997 customers a week through 4.4 

and by individuals (organi-| checkouts per store. 

zations controlling 25 markets or . 


less) than by those with 26 or|w, y, Directory Ready 


. ’ 


FIRST in Programming — 


More than 25 hours per week of NON-FILM local programs prove a constant 


and successful effort to provide the best in TV for viewer and advertiser. 


FIRST in Audience — 


The average WNBQ rating for all quarter-hours is 17 PER CENT greater 


than the second station. 


ny Measurement. 


(American Research Bureau, November 1952) 


FIRST in Sales Power — 
Ask any of the many WNBQ clients. 


YES, SOME SPOTS ARE BETTER THAN OTHERS... 


7 [ng 


Represented by 
NBC SPOT SALES 


- Chicago televisio™ 


ghese spots are On 


The 1953 issue of “Greater New 
York Industrial Directory” is now 
available from Greater New York 
Industrial Directory Ine., 401 
Broadway. It lists more than 
10,000 manufacturing companies, 
their products, names of officers 
and key personnel. Copies of the 
directory cost $30. 


Gordon to ‘American Fabrics’ 


Murry Gordon, formerly with 
Garrison's, has joined the adver- 
tising staff of American Fabrics, a 
|Reporter publication, New York, 
as a sales representative. 


House & Garden 
Es 


House & Garden readers 
have high incomes... 


20% have incomes of 


$25,000 


and over 


39% have incomes of 


$15,000 


and over 


55% have incomes of 


410,000 


and. over 
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St. Louis Bank’s Ad 
Campaign Doubles in 
Brass as PR Series 


ning in two-thirds page insertions , 
in the New) 


since last summer 
York Journal of Commerce, U. S. 
News & World Report and the 
Wall Street Journal. 


| 


men and 
|\series was 


Seren! Vlare 1 de Rustares 


Advertising 


industrialists and the 

given further play 
| when one of the ads was reprinted 
|in the Post-War Progress edition 
lof the St. Louis Commerce, of- 


St. Louis, Jan. 21—The First s In St. Louis itself, the series 
National Bank here is using the is being put to a fresh advertis- | 
same campaign to promote itself ing and public relations use. As | 
and St. Louis to business interests each ad appears, it is featured in 
in the country and to do a pub- one full commercial on “The 
lic relations job locally at the March of Time,” which the bank 
same time. , sponsors over KSD-TV Thursday 

The national campaign, extol- ‘evenings. In this way the bank lets 


ling St. Louis as a site for busi- the citizens know how it is work- | #@ 


ness and industry, has been run- ing to attract more business and ” 


WHAT CAN YOU ge SO 


TO THE VENDING INDUSTRY ? 


* Food Products, Beverages, Condy, 
Tohorcco and others 


The vending industry hos grown so fost 
thot lew ore aware of 
soles ities. You moy heave o 
product which con be sold vie vending 
++ Ot yor moy hove tems used by the 
industrp FREE 16-poge survey: write on 


* Component Parts bowc materials, 
motors, volves, ete 


* Materials Handling Devices: motor 
trucks, warehousing tools, etc. 


of 
APUAL OMECTORY ISSUE. 


| 
* Business Equipment; Office me- | 
idomonon 


chines, printed forms, inventory 
equipment 


VEND « maga of automatic merchandising ‘8 Randolph Tower Bldg Chicago 1 il 


The Billboard Publishing Compeony Min (OOm @ CHIEAGO © CNCINMAT! @ DETROIT @ SF LOUIS @ HOLT WO 


| " 

| sae T. LOUIS 
wraes > weave 9 NT. L > 
| ae e ; 


«AUR w brent Bank te Beig ton! 


FURST SATIONAL BANK EN ST Lotts 
thawte Vretory) bap ni wre ot . 


money to St. Louis. 


|ficial publication of St. Louis’ 
|Chamber of Commerce. 

The bank’s early morning radio | 
|program, “NBC World News 
Round-Up” on KSD, also develops | 
the same story in the commercials. | 
| Gardner Advertising is the 
a agency. 


| Stuart Heads Quaker Oats 


R. Douglas Stuart resumes the. 


post of president of Quaker Oats 
Co., Chicago, to succeed Donald B. 
Lourie, who has resigned to accept 
the post of Under Secretary of 
State for administration. Mr. Stu- 


art, who also retains his title as) 


vice-chairman of the board, was 
president from 1942 to 1947. 


‘Harvey Smith Joins ‘Look’ 
| Harvey McLean Smith, formerly 
with the New York Herald Trib- 


Reprints of the ads are included | yne, has joined the promotion staff 


in mailing pieces to local business! of Look. 


Include in your 


1953 Advertising. . 


The “HOW” Book that ties in with the 
National Economy 


The editorial theme of this year’s Annual will be 3-fold: 


The present national economy will dictate an editorial 
1. flavor of enlightening and helping in shipping and trans- 
portation problems of the day. Exclusive statements from na- 
tional, military and transportation officials on this subject, will 
be an important part of this theme. 


2 It will be an ACTION Book—it will tell the hows of safe 
¢ shipping and safe handling of freight, and the advertiser 
will have a real opportunity to tell—“with what'—with his 
products or services. Typical subjects to be covered through 
the extra editorial feature articles, include: 


@ Significance of Perfect Shipping and Careful Handling of 
Freight 


@ Internal Packaging 

@ External Packing 

@ Marking and Stencilling 

@ Mechanized Freight Handling ; 


| SINGLE Copy 


Price ‘J 


z RT 
A MARKET DEALING WITH ALL MODES OF TRANSPORT 
OVER 15,000 COPIES 


9,500 copies to regular $24 a year subscribers 


MARCH 28, 1953 


. .. plus 


Age, January 26, 1953 


Palm Beach Test 
Finds Newspaper 
Ads Spur Sales 


Cuicaco, Jan. 20—The Palm 
Beach Co., of Cincinnati and New 
York, has found that national ad- 


|vertising by a manufacturer in 


newspapers does pay off. 

The company, with its agency, 
Ruthrauff & Ryan, Chicago, re- 
cently conducted a series of tests 
in key cities to determine the ef- 
fectiveness of its newspaper ad 
program. 

In Houston, a special newspaper 
campaign resulted in a 45% sales 
|increase last year, according to 
'Mark J. Sloman Jr., assistant gen- 
‘eral sales manager for Palm 
Beach. 


\@ The tests and the importance 
Palm Beach attaches to its news- 
|paper advertising were described 
last week by Mr. Sloman at a 
‘meeting of the Newspaper Repre- 
_ sentatives Assn. of Chicago. 

| For manufacturers, he said, ad- 
vertising serves two primary pur- 
poses—to move goods. and. to 
maintain production. A company 
must have production, he empha- 
sized, if it is to maintain a partic- 
ular price. 

That advertising is growing in 
importance in this respect, Mr. 
Sloman pointed out, results from a 
changing profit picture. Formerly, 
he said, 66% of production repre- 
sented the break even point be- 
tween profit and loss. 

Today, Mr. Sloman asserted, 
this figure stands at 87%. Only 
13% of a company’s production, 
he stressed, represents profit. Con- 
sequently, it behooves a company 
to produce and sell more. 


. The Houston test cost $15,000, 
‘Mr. Sloman said. It revolved 
around an aggressive newspaper 
campaign aimed at one target— 
‘market stimulation. Twenty-four 
ads were run in the test. 
According to Mr. Sloman, com- 
pany and agency representatives 
“lived” with Houston newspaper 
representatives and space sales- 
men. All were briefed on the full 
ramifications of the test and ef- 
forts were made to pinpoint the 
advantages accruing to the news- 
|paper as well as to the company 
‘and its outlets. 
| Newspaper men were armed 
with cooperative advertising pre- 
|pared by Palm Beach and were 


@ Transportation Equipment—a Perfect Shipping Factor 
@ Product Equipment for Perfect Shipping 

@ Perfect Shipping in Export 

® Shipper and Carrier Co-operation 


The Annual will also carry the usual week's news cov- 
3. erage as one of the regular issues of Trafic World. 


Advertise to an 


in this Year-round Reference Book 


Expanded Market 


5,000 additional copies bought in advance at an average 
price of 50¢ per copy 


70,000 Transportation Buyers Reading this Annual 
Assures You Coverage of Top Industry Buying Power 


The list of advertisers in Trafic World Perfect Shipping Annuals 
is growing by leaps and bounds, because of the accumulated 
impact of 17 such consecutive Annuals. Over the years they have 
proved an excellent advertising buy for products and services 
dealing with shipping and transportation. It's a once-a-year oppor- 
tunity because of the year-round value of this reference book. 


Put the editorial power of Traffic World's Perfect Shipping 
Annual behind the sales story of your product or service. 
This is not just another publication annual—it's a real force 
in a nation-wide effort to promote safe handling and safe 
shipping of freight to safeguard the products of American 
industry. Cash in on this timely and useful editorial theme 
to an interested audience of 70,000 transportation buyers. 


= oer AR 


Send for Tell-All Folder — 


which completely describes this An- 
nual. Also request a copy of last 
year’s Annual. Copies of 17th Per- 
fect Shipping Emblem for use in 
your advertisement are available. 


@® TRAFFIC WORLD uw 


22 West Madison St., Chicago 2 


New York 17—253 Broadwoy 
Digby 9-4050 


e Phone Financial 6-0012 


Son Francisco—821 Market St. 
YUkon 2-2338 


told how much they could get in 
the way of tie-in advertising from 
each retail store. 


,@ In other words, Mr. Sloman 
said, “We merchandised the 
whole campaign.” 

| Following the test, the agency 
‘conducted an intensive analysis 
‘which included interviews with 
store personnel as to how the cam- 
| paign had affected their selling. 
| The payoff this year, Mr. Slo- 
‘man said, will be Palm Beach’s 
{most ambitious advertising pro- 
‘gram to date. It will incorporate 
'a newspaper campaign second to 
none, he said. 


‘Kessler Ads in 95 Markets 


Julius Kessler Distilling Co., a 
division of Seagram-Distillers 
Corp., will use 115 newspapers in 
95 markets in the first half of this 
year to push Kessler’s private 
label whisky. Fifteen business pub- 
lications will carry b&w pages. 
Theme of the advertising, handled 
by Warwick & Legler, will be “For 
Class in Your Glass.” 


Appoints Edward C. Dooley 


| Edward C. Dooley, formerly with 
Aubrey, Moore & Wallace, Chicago, 
has joined the creative staff of 
Hugo Wagenseil & Associates, Day- 
ton agency. 
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Electric Shaver 
Bows Next Month 


New York, Jan. 22—A new por- | 
table electric shaver, Norelco. 


Sportsman, will be introduced na- 
tionally through large-size news- 
paper ads starting early in Febru- 
ary and in three magazines begin- 
ning in March. 

North American Phillips Com- 
pany Inc., the manufacturer, said 
the newspaper multiple-insertion 
ads will begin with a tie-in cam- 
paign at the opening of the sports- 
man show in Boston, Feb. 7-15, 
continue through 11 more cities 
having similar exhibits, and end 
in Dallas, April 17. Also, adver- 
tisements for the new _ shaver, 
which operates on ordinary flash- 
light batteries or can be plugged 
into the car lighter just as ef- 
fectively, will run in newspapers 
in 21 principal cities from New 
York to San Francisco at the same 
time. 


® The magazine schedule calls for 
two insertions of two-thirds pages 
in two colors for Field and Stream, 
Outdoor Life, Sports Afield. The 
magazine advertising will run 
through June. 

Other promotional efforts in- 
clude radio and television spots 
and window and store displays. 

Ruder & Finn Associates is han- 
dling the account. 


Lewis & Gilman Plan Gives 
Employes Income for Life 


Employes of Lewis & Gilman, 
Philadelphia, have been given an 
income retirement plan by the 
agency to provide a continuing life 
income after retirement. Under 
the terms of the plan, the com- 
pany assumes the entire financial 
responsibility for initiating and 
maintaining the program. 

To become eligible for retire- 
ment benefits, a person must be 
employed continuously by Lewis & 
Gilman for at least five years. Re- 
tirement age for women is 60 and 
for men 65. At present, 17 mem- 
bers of the staff are eligible be- 
cause of their association with the 
agency from five to 10 years. 


Two Join Robley Louttit 


J. Dudley Marks, formerly ac- 
count executive with deSauve- 
Pine & Associates, Providence 
agency, and Brenton G. Meader, 
previously commercial manager, 
radio station WHIM, Providence, 
have been appointed account ex- 
ecutives of T. Robley Louttit Inc., 
Providence agency. 


Gets Boston Garden TV Rights 


WNAC-TV, Boston, has signed 
a contract for exclusive television 
rights to all events held in the 
Boston Garden or the _ Boston 
Arena under Boston Garden man- 
agement. 


Name 


Harold P. Bull has been named na- 
tional sales manager of the Bendix 
Home Appliance division of AVCO 
Manufacturing Corp. Getting ahead in 
business like Mr. Bull are thousands 
of regular Wall Street Journal readers 
throughout the nation — executives 
and their aides who make or in- 
fluence decisions on planning, produc- 
tion, selling and buying. 
( ADVERTISEMENT ) 
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‘Norelco Sportsman’ | 


for DETROIT? 


1952 was a big year for 
Detroit... in profits for its 
industries, in paychecks for its em- 


ployees, in sales for its stores, 
1953 promises to be an even greater year, 


Today, the demand for skilled and unskilled factory 
labor far exceeds the supply. Overtime and other pre- 
mium pay have boosted factory hourly and weekly 
earnings above $90 per week — $10 more than a year 
ago. Detroit’s auto industry is scheduled for a 5-million 
unit year. Newly-completed defense plants will swing 
into full production. Retail sales, rising steadily, are at 
an all-time year-end high. Local bank savings are up 
over the billion-dollar mark, $77 million more than 


a year ago. 


DMB—DETROIT MEANS BUSINESS... 
MORE BUSINESS than ever before. And the most 
effective way of getting it is through The Detroit News, 


The News reaches the most people with the most 
money to spend, 96° of its weekday circulation is 
funneled into the Detroit trading area, where over 
4-billion dollars were spent in retail stores in 1952, 
Because The News influences the direction of these sales- 
dollars, advertisers place almost as much linage in The 
News as in both other Detroit papers combined. 


457,930 Weekdays 
559,134 Sundays 


Highest Weekday and Sunday 
circulation of any Michigan 
newspoper, exclusive of pre- 
dotes. 


A.B C. figures for 6-month pe- 
riod ending September 30,1952, 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A.H. KUCH @ 


The Detroit News 


THE HOME NEWSPAPER 


owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV 


Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 
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Appoint Grossman Agency 


The Repository, Canton, O., and 
Brush-Moore Newspapers Inc. 
have appointed Richard L. Gross- 
man Agency, Canton, to handle 
business paper promotion for 
Brush-Moore. 


Appoints Warwick & Legler 
Holland Furnace Co., Holland, 
Mich., has appointed Warwick & | 
Legler, New York and Los An- 
geles, to handle its advertising. 


P “ 
New Sales Opportunities 
for Fishing Tackle and 


Ecuipment Manufacturers 


y It will pay to investigate this new tackle and 
equipment merchandising medium. Write or 
phone Fred E. Owens, Publisher. 


pe eg 


fy 
Phone: Wilmette 471 y 


Wilmette, illinois 


‘Cleveland Press’ Consumer Panel Report 
Covers 520 Grocery Brands in 43 Groups 


CLEVELAND, Jan. 20—The Cleve- 
land Press, publishing its fifth and 


most extensive Cleveland Con- 


sumer Panel report, considers it 
the best tabulation on the “pulse 
beats of advertising results” in the 
entire series. 

As in previous years, the con- 


‘sumer scoreboard shows data on 


sales volume, brand share of mar- 
ket, place of purchase, brand loy- 


alty, etc., relating to typical gro- | 


cery store items bought by 500 
statistically selected Cleveland 
families in a 12-month period. 
The 96-page book’ contains 
charts and comparative figures 
showing the 500 “quota” families’ 
purchases in 43 grocery Classifi- 


cations from Oct. 1, 1951, to Sept. | 
30, 1952. 


Conducting the panel, the bu- 


reau of business research of West-_ 


ern Reserve University tallied 
more than 520 brands in these ma- 
jor classifications: baking prod- 


Advertising Age, January 26, 


report: 

Jack Frost accounted for 56.5% 
of the quantity of panel-recorded 
granulated sugar sales, with Quak- 
ucts, beverages, cereals, canned er second with 14.7%, Domino in 
goods, spreads and shortening, fro- third place with 14.6%. 
zen foods, soaps and miscellaneous. | 

| Wesson led with 31.3% of total 
s Independent grocers led both sales quantity, followed by Ma- 
corporation chains and the vol- zola, 28.1%, and Angelia Mia, 
untary (cooperative) chains in but 21.1%. 
one item—the sale of white bread.. Peanut butter leaders: Peter 
The independents sold 43.9% of Pan, 26.1%; Fisher's, 17%; Skippy, 
all reported; the big chains, 21.9%; 13.4%. 
the “voluntary” chains, 5.4%. ~-Cake flour: Swansdown, 34.5%; 
Other types of stores—including Softasiik, 29.2%, and Henkel’s Vel- 
bakeries—sold 28.8%. vet, 18.5%. 

The independents (plus “other In cake mixes, Betty Crocker 
groceries”) outsold the voluntary (28.4%) held its lead, but Pills- 
chains in 41 classifications, but bury’s (21.9%) dropped Swans- 
fell 2% behind the voluntaries| down (18%) into third place. 
in canned tuna sales, 1.5% be-| Eight O’Clock (A&P) 
hind in puddings and pie fillings. | Slipped to 12.5% but still led Four 

As a group, the corporation _ Roses, with 9.9%, and Maxwell 
chains—A&P, Fisher, Kroger, Pick- House, 9.6%. 
n-Pay—surpassed their competi-| 
tors in 42 classifications. 


s Other interesting data of Cleve- (23.1%) 
land’s fifth annual consumer panel (20.5%). 


and General 


Among cooking and salad oils, | 


which dropped from 


coffee of Spry 


Your Annual Report to stockholders is an important 
document. It mirrors your business to shareholders, 


investors, and the general public. Make yours stand 


This superlative paper gives you unmatched fidelity of 
reproduction. And, more important, a well produced 


annual report reflects the prestige of your business. 


THE CHAMPION 


annual 
/ Weport 


enane 


PAPER AND FIBRE COMPANY 


HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 


Cincinnati, Atlanta, Dallas and San Francisco. Distributors in every major city. 


onan 


INCLUDES COVER . 


C Ub camail! | Koport 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON OME 


ENAMEL ° 


TRADE-MARK 


Whatever Your Paper Problem . . . 
It's a Challenge to Champion! 


The Champion Annual Report, shown above. 


For your copy, write our Advertising Depart- 
ment, Hamilton, Ohio. 


POSTCARD ° 


1953 


Gaining at the expense of down- 
the-list brands, Carnation canned 
milk went from 37.8% to 42.4% 
and Gold Cross from 32.4% to 
32.8%. Pet, in third place, slipped 
from 9.6% to 7.6%. 

Star Kist tuna, 25.5%, took a 
lead over Chicken of the Sea as 


the latter skidded from 28.6% 


to 23.1%. 
was third. 

In canned dog foods, Pard held 
first with 22.9%, but Rival (16.3% ) 
went ahead of Ken-L-Ration, 
16.8% to 
/11% in a year’s time. In dry dog 
foods, Gro Pup edged ahead of 
Friskies, but still followed Gaines, 
which had 22.4%. 


Southern Star (7.8%) 


® Crisco (38.6%) remained ahead 

(28%) and Swift’ning 
/ (13.5%) after losing 5% to the 
| runner-ups in the shortening field. 
| In frozen vegetables, Stokely 
(11.9%) advanced on the ieaders, 


‘= As for cold cereals, Kellogg’s Birdseye (42.5%) and Snow Crop 
(37.2%) were still ahead of Post’s 
Mills) 


(20%). 

Frozen fruits: Wintergarden 
(17.8%), Birdseye (17.4%) and 
Sparklet (12.7%) with Stokely 


Honor Brand (10.1%) rising from 
eighth place to fourth, displacing 
Snow Crop. 

On the panel for the first time, 
seven fruit juices—including Ace 
| High, Kroger, Crosse & Black- 
well—cut into the top sellers. Snow 
Crop dropped from 44.3% to 24.4% 
but still was first. Stokely Honor 
Brand climbed from 7% to 13.9% 
to place second. Birdseye slipped 


from 22.1% to 11.8% and into 
third. 
# Among packaged soaps, Ivory 


Snow and Ivory Flakes, in fourth 
and fifth place, respectively, 
showed slight gains, but the lead- 
ers remained: Rinso (26.5%), 
Oxydol (20.4%) and Duz (13.5%). 
Cheer detergent, making its 
debut on the panel, rated third 
| with 13.1%, with Tide and Surf 
‘slipping slightly to 39.6% and 
13.2%, respectively. 

Climalene, with 52.1%, held first 
place among water softeners. Cal- 
gon, with 9.3%, dropped Softo, 
with 8.8%, into third place. 

In the breakdown of sales be- 
tween store types, the corporation 
chains amassed over 60% of the 
total sales in 30 panel classifica- 
tions. They sold 73.7% of the 
bleaches, 72.8% of the canned 
milk, and over 70% in three other 
categories—puddings and pie fill- 
ings, gingerbread mix, and other 
prepared mixes. 


American Coating Mills 
Promotes Three in Sales 

American Coating Mills division 
of Owens-Illinois Glass Co., Chi- 
cago, promoted J. H. Reichart, 
branch manager of the Cleveland 
sales office, to sales promotion 
manager. J. A. (Jack) Rogers has 
been made manager of sales en- 
gineering. Mr. Rogers has been 
manager of the new products de- 
velopment department. 

Charles A. Colbert has been 
promoted to sales manager of the 
company’s carton division. Mr. 
Colbert has been sales manager of 
| the company’s plant board divi- 
' sion in Middletown, O. 


Langton Joins Clark Co. 

Arthur Langton, formerly ad- 
vertising manager of the Baroid 
sales division of National Lead 
Co., Los Angeles, has been ap- 
pointed an account executive and 
technical writer for Darwin H. 
Clark Co., Los Angeles industrial 
agency. 


Promotes Marian Margolin 

Litman-Bremson & Associates, 
Kansas City, Mo., agency, has pro- 
moted Marian Margolin to copy 
and publicity director. Miss Mar- 
golin has been with the agency 
since 1951. 


Storecast Promotes Jacobson 


Ellis Jacobson, southern New 
England supervisor of Storecast 
Corp., Boston, has been promoted 
to assistant to N. C. Safferstein, 
v.p. in charge of sales. 
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Advertising Age, January 26, 1953 


‘Brands You Know’ | 
Goes East; Will Add 
3,310,000 Mailings 


San Francisco, Jan. 20—West- 
ern Empire Direct Advertising Co., 
sponsor of the “Brands You Know” 
cooperative couponing program, is 
extending its services to include 
10 midwestern and eastern areas. 
The company presently operates 
in the western states, Hawaii and 
Alaska. Its mailings totaled 4,600,- 
000 last fall. 

The addition of the eastern and 
midwestern areas will provide an 
increased coverage of 3,310,000 oc- 
cupants. 

The areas to be added in April 
are: 


Approximate 

occupancy 
Marketing Areas mailings 
Cleveland ....... 425,000 
Cincinnati ....... 290,000 
Columbus ....... 150,000 
See 850,000 
Indianapolis ..... 170,000 
. 2 1,885,000 

These areas will be added in 

May: 

Kansas City ..... 250,000 
Milwaukee ....... 259,000 
Minneapolis-St. Paul 325,000 
Pittsburgh ....... 600,000 
eee 1,425,000 


® Participation in the new areas 
will be handled by the same meth- 
ods as in the western program. 
Participants will be limited to six 
non-competing products in any 
one area. The costs will be shared 
equally, running from $7.50 to 
$12 per thousand, depending on 
the nuraber of participants. 
“Brands You Know” began in 
Los Angeles in March, 1951. 
Information about the program 
may be had from the company at 
141 E. 44th St., New York 17; 333 
N. Michigan Ave., Chicago 13, or 
612 Howard St., San Francisco 5. 


Four Name Rockwell Co. 


R. K. Rockwell Co., Providence 
agency, has been named to handle 
advertising for New England Heli- 
copter Service Inc., Hillsgrove, 
R. I.; Tilden-Thurber Co., Provi- 
dence jeweler; Buckley & Scott 
Inc., Providence heating apparatus 
maker, and Greenwood Realty Co., 
Greenwood, R. I. 


Nielsen Promotes Staniland 


A. C. Nielsen Co. has promoted 
J. B. Staniland, with the company 
since 1940, the year of its incep- 
tion, to a director of A. C. Nielsen 
Ltd., London. He will supervise 
operation of the Nielsen Nether- 
ery Index, established in June, 
1 > 


Moore Promotes Van Loan 


Moore Business Forms Inc., Ni- 
agara Falls, has appointed Wil- 
liam H. Van Loan, advertising and 
sales promotion manager, to direct 
the sale of Moore products to mail 
order and department stores in 
the Chicago area. Melvin J. Wahl 
succeeds him at Niagara Falls. 


Display Men to Show Wares 


Ninety designers and manufac- 
turers will exhibit at the Palmer 
House, Chicago, March 31i-April 
2, during the symposium of the 
Point of Purchase Advertising In- 
stitute. About 10,000 store display 
users are expected to attend the 
exhibition. 


Cook Appoints Lincoln 

Howard B. Lincoln has been 
named sales manager and chief en- 
gineer of Lawrence H. Cook Inc., 
East Providence, R. I., maker of 
molds, tools and other equipment 
for plastics manufacturing. He al- 
so will have charge of all customer 
relations. 


GAIN AND LOSS PERCENTAGES - 52 CITIES 8 
MONTH 
NOVEMBER 1952 = 1951 | LOSS Gain 
CLASSIICATON «| mc! 20 10 t) 10 20 30 “0 $0 

Often | 6 « 
GNMAL | 4 
auTomonve. |: 12.8 | 
FNANOAL | 90.7 q 
TOTAL ospay | 0.1 
CassMD | BF 
TOTAL ADvEMSING | 2.1 bes 
ORPARTMENT STORES | 0,7 L i 

ACCUMULATIVE 

JAN. 1=NOV.30, 1952-1951) LOSS Gam 

CLASSIFICATION ee 20 10 ) 10 20 » 0 $0 

a | oe L | | 
GINBAL 4.0 —_—_— 
AUTOMOTIVE __ 4.7 — | 
FINANCIAL |. 7.6 cee | 
TOTAL DISPLAY 0.7 | 
CLASSIFIED - 6.1 | 
TOTAL ADVERTISING 0.9 
DEPARTMENT STORES | =0,8 1 


NOVEMBER LINAGE—Media Records figures for newspaper linage in November 

shows automotive advertising making the greatest percentage gain, although run- 

ning behind its total for the first 11 months of 1951. Classified continued to show 
steady gains. 


| Wright Joins Hilton & Riggio 


_ John G. Wright has joined Hil- 
ton & Riggio, New York, to head 
its newly expanded industrial ad- 
'vertising section. Mr. Wright for- 
merly was v.p. of Richard La Fon- 
‘da Advertising, New York. 


Dwight Miller Moves 


Dwight Miller, Providence agen- 
cy, has moved to larger quarters 
at 12-14 Bridge St. Albert Broom- 
head, formerly with R. W. Goff 
‘Inc., Providence agency, has been 
added to the staff as an artist. 


Rejoins Botsford, Constantine 


Homer Groening has rejoined 
Botsford, Constantine & Gardner, 
Portland, Ore., to head the new 
creative department. He left the 
agency in 1950 to join the Oregon 
Air National Guard on active duty. 


Stanton Joins ‘Companion’ 

John W. Stanton, formerly with 
Today’s Woman, has joined the 
sales staff of Woman’s Home Com- 
'panion, New York. 


"YONNE 
SAYS:— Don't take off for 
When you've a market 


test to do. 


Just heed this good 
suggestion, Pard 

Bayonne’s right here 
in your front yard. 


e 
Send 
for 
Market 
Date 
\ ae 


THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 
nne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


McCall Joins Michener Co. 


Howard C. McCall has joined 
Michener Co., Philadelphia agen- 
cy, as art director. Mr. McCall for-— 
merly was associate art director 
with Lewis & Gilman, Philadel- 
phia. 


How the ‘yellow pages’ help 
Kidde identify its dealers 


Like many nationally-known manufacturers, 

Walter Kidde & Company, Inc., has the problem of 
directing prospects to their local authorized dealers... 
for equipment and for servicing. 


Trade Mark Service in the ‘yellow pages’ of the 
telephone directory is used to reach prospects at 
the community level. The Kidde trade-mark now 


appears in telephone directories throughout the 


local Kidde dealers. 


nation over a list of their local dealers. 


For the perfect tie-in, an identifying symbol is 
used in Kidde national ads. Prospects are 
reminded to look in the “yellow pages’ for the 


This effective dealer-identification plan can 
help get more customers for your products 


or services, too. 


ts Rak ae es aes 7 oe Nea 5 tae Rae ey AE ek ee ee ee ee a i) eee oe ig) 
De ae ane eerste (ea eae a hee eas ey me, Reis ro : bis ay I Ban ee ag ie Sg Misa oe fade! Claire << Wah a SN ew Dee ee see LE le ee 
sei Ce Np ee wee ‘Jane eke ie 2 ie aege eee ya ge RS ci ee a ine Fess sg eS Doh RE lank f° hat Cie caer 8 CS SO eee Ni tire Ae 
pete rie) Oe ed me Cpe deen aan E ee ek ace, siege Bees oes ae 7 chen aT Unt aw sider MTom pe eamae titre 2 eS oes ah iia tae a de 1 ate? Ch 5 te 8 S- . ee e ao 
yo ere ee clean, og en a Oni ae a OG ae ile Age ce EAT IR rae «cone ct are RRR Sag ahs TUS Rae Ss ree tee OO! Tee 
Te eee > eae ae eee es hte ee. ns eee a Pe ea ke PO es Bn Cebean ie 
Bat eed eee ie Seah, mate Es 3) iain er . i cers ea ae ee ee =e aa. orgies Gar tcrake a A i a 6 ae area ae aR a ted Rt ete Pekan: FON ene MIRE? Chat Foss OOS A ae aes. Wea ee Saeeaea 
ee os eee fee i RN eae Se ae 2 Se ati ee “Gane Ee. alia =. at Be RT = ae ie 
hee? ys - Bi i Ric” : Be OS tee | Oe me ey as See ee: res 1 Res oe Rs ny ee Sat pa Sa NS Saat Reet tn ree i is ae ea sae Nee ay et ee ale bak 
| ee 
| | 
| - : = . ene ‘. , 39 
| eh 
ee 
| Pe 
| | ; rs 
| j > >: ~ 
| DT, toes 
i \ s (a NEW YORK’S i 
| | “ 
| pS 47 No. 1 
: | — TEST MARKET 
, 
} | PO N 
. Th il 
4 | | » . ¢ Wp | . 
| | we ME / Ly Y, 
| s | 7 H/, 
+ _ cae a wa P | 
eee eee 
r . we ~ | ‘ ; 
‘| a 
) » i: 
1 ! | 
LLL a 
7 . : 
1 4 
5 
| 
Beatie is 
- yy - Aes: >. 
me a at ee 
. 7 elk al 
RECHARG ie 
‘ Petadey at afly ait UD sig 
r, aa o isa 
‘ | ‘ke va 
a | | gis ond cae ies 
‘ the New iran 
P | you con't a paar Extin- ae 
s 5 pound OF CNT ining ae 
. | . 3 ques. 0 ee a Boe. 
f . oction thon OMY angie et on 2 
d | ico. w operon BY OM Sn te 
- aa ged ot ony yes Rigin 
| ys o—_ he 
: es aun se 
4 [ocitctton ee 
a | ta ear Kae, a 
grade & COmPES v4 Pay 
e Waiter me conte y 
i uy come"? ot coneees i i < 
e weer meer a a 
ioe: eee 
d ee 
rc : 
; ee 
¥ ouR . 
FOR ee 
Locat DEALERS g ; 
| THE: YELLOW PAGE cs 
} LOOK \N t pinectorY ee 
your qerernor , 9h aed 
n of res Sih 
i- < ‘ sf 
R, ge 
n ashes ore Se 
s ) jdde eed eS 
- Here's how Kidd directed tO Behl 
2 1. ive buyers are OM nace 
n | prospect! Een 
- Kidde dealers. ea 
Stead teat 
n Pe a 
3 see 
r. een 
of aye ee 
i- ee —eeeenee Spr Soe 
prorection Fire 0 oes 
Fine 5 portable See * Brae 
Dioxide (602 chemi: " 
1- | cael in syste 8 Ecia and YEO Se 
id cal, foam wate fire extinguish Mitege: 7 
ager izind eae {we peorection Cc eae 
; spree eo is 
1d | ‘ ~ ae 
H. man: | HERE TO CALL ’ oa 
“- pIsTRIBUTOR “ aes “2 aa 
| prueo HARRY Gi sq vo MUNA | 
| DEALERS. og nasty 
Ss, pacniner’ & su 4) sgaway" 1000 
O- cane 3501 Grenens a 7180 : 
Ad | ren BLFRED fq sq ve MU UAT F “ie 
a | BRAS “ae 
cy _ 
hen 
: rs see W 
Le tive Pages’ of tnel | 
at  prospee » of their a 
2. This is wha! ‘yellow pases mark ee 
x in the Y ‘ade trade ae 
on they 100% ectories — the Kid coer 4 
- telephone .ade’s local outlets: ee 
: si Ki on - 
GET IN TOUCH WITH YOUR LOCAL \ fe ) ee 
\s t] ie 
TELEPHONE OFFICE OR LOOK IN STANUARD RATE AND DATA (Consumer Edition) %& it 
‘ Xi ¥ ‘ ia yr: 
| ; oe yi Waa 3 a ee Sete ery ies on . 2 : erate ae. Sie ee eh Pea ge hg ee ’ : ; uae . : , ’ | upgitine 
RR Miia. arg RS at a aaa Dp aed Seay Sih ers ear a ux ht ae ai Sf ate . st rims e : 3 eC 5 »; ht —s et es ve : a ss hice Bom an y "eat % pike : Ese ae gps cae ay j 2 Bike <9 ‘ a # rs zs ei st fe alee Re Rie . eee a Ae ’ e “S xn Fae : 4 fs 
parts Whe A iran ee ena come Bae oe eM ty Ta nee et AI Ae het ie ie MER Eee rhe pha oath rar ors 


40 


Admen’s Know-How 


‘the various stations behind the 


Iron Curtain—were saying. We al- 
so checked on what other outfits 


like ours were doing, such as the 


Is Called Essential 
in Propaganda War borg and Voice of America,” he 


Cuicaco, Jan. 20—Advertising Radio Free Europe then pro- 
men must contribute their know- | ceeded to broadcast on a 20-hour 
how to this country’s psychological | a day basis instead of in 15-minute 
warfare, Robert Lang, director of | capsules. It also eschewed the idea 
Radio Free Europe, told the Chi- of trying to implant the ideas of 


cago Federated Advertising Club 
last week. 

He asserted that the lack of pro- 
fessionals in America’s present 
propaganda drive in Europe leads 
to a waste of money. 

Mr. Lang pointed out that Radio 
Free Europe, which uses profes- 
sionals and natives to plan its pro- 
grams, has a greater listenership 
in Iron Curtain countries than the 
Voice of America or British Broad- 
casting Corp.’s programs. This is 
according to the BBC itself, which 
on the basis of interrogation of 
refugees from Czechoslovakia esti- 
mates BBC has 800,000 regular 
listeners in that country, Voice of 
America 300,000 listeners and Ra- 
dio Free Europe 8,000,000 listen- 
ers. The BBC was so impressed by 
its estimate that it has sent ob- 
servers to investigate RFE’s meth- 
ods, 


es Mr. Lang said he doubted the 
8,000,000 figure, but various reac- 
tions from Iron Curtain radio sta- 
tions and of people listening in 


those countries indicates that 
RFE’s programs have a powerful 
impact. 


He credited this to the fact that 
when RFE was started, modern 
merchandising methods were used 
rather than the classical principles 
for propaganda broadcasts. 

These principles are that one 
should use former statesmen of the 
country to be reached and that 
messages should be beamed in 
capsules of 15 minutes to be ef- 
fective. 

Radio Free Europe, however, de- 
cided on another approach. 

“Instead of using the Hoovers 
and intellectuals of the country, 
who had never been in touch with 
the people, we decided to use the 
Walter Winchells and Rodgers and 
Hammersteins,” he said. 


s “We set out to sell the market, 
recognizing that someone like Bing 
Crosby, for example, can be a po- 
litical influence in Czechoslovakia. 

“The first thing we did was to 
find out what our competition— 


SUSIE'S GROWING 


And so are all her brothers and 
sisters in the junior and senior 
high school grades—not only in 
size but in numbers. 


Today there are roughly 10,- 
000,000 boys and girls from 12 
to 18 years of age in the junior 
and senior high schools. By 1960 
there will be about 14,250,000— 
an increase of 42.5 per cent. 


Here is the dynamic element 
our competitive economy needs, 
people who will form the ex- 


panding markets and supply the 
growing demand for more goods | 
and services. Scholastic Maga- | 
zines, with a weekly net paid cir- | 
culation of more than 1,200,000 |) 
—and growing—are right in the || 
middle of this swelling stream. 


How about 
growing with it? 


you? Are you 


SCHOLASTIC MAGAZINES 


351 Fourth Ave. 
New York 10, N. Y. 


democracy and capitalism, since 
most of these countries had had 
little or no experience with de- 
mocracy and very bad experiences 
with the kind of capitalism they 
used to have. 

The transmitters are located 
ciose to the countries in Europe 
to which they are beaming as are 
the writing and announcing staffs, 
all natives of those countries. This 
was done because it was felt that 
effective messages could be writ- 
ten and delivered only by those 
who were close to the people ra- 
ther than by a staff 3,500 miles 
and 10 or 15 years away from 
them. 


|Krupnick Adds 4, Boosts 1 


Krupnick & Associates, St. Louis 
agency, has appointed four new 
staff members and promoted one. 
John Alden, formerly ad mana- 
|ger, Dazey Corp., St. Louis, will 
be an account executive. Robert C. 
Bullen, previously editor of Mon- 
santo Chemical Co.’s magazine, be- 
comes a creative consultant. Lee 
Cavanagh, newscaster and radio 
)announcer, has been named public 
relations director. Harry E. Linde- 
/mann, formerly with Cassell-Wat- 
kins-Stevens, art studio, has been 
‘appointed art director. Robert L. 
|Miller, who has been art director, 
|has advanced to account execu- 
|tive, remaining a member of the 
|plans board. 


‘Wyatt Named Clark V.P. 


William Raleigh Wyatt, former- 
ly v.p. in charge of the midwestern 
division of Forjoe & Co., station 
representative, has been named 
v.p. in charge of the eastern divi- 
sion of George W. Clark Ine., radio 
and television station representa- | 
tive. He will make his headquar- | 
ters in New York. 
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of Strongheart dog food, will place 
its advertising west of Pittsburgh 
through the Chicago office of 
Ruthrauff & Ryan. The eastern 
seaboard area advertising will re- 
main with John H. Riordan Co., 
Los Angeles, which has been the 
agency for Strongheart for the past 
| 16 years. 


Appoints Charles L. Rumrill 


Consolidated Vacuum Corp., a 
subsidiary of Consolidated Engi- 
neering Corp., Pasadena, Cal., has 
|appointed Charles L. Rumrill & 
\Co., Rochester, to handle its ad- 
vertising. Consolidated Vacuum is 
,\the successor to the Vacuum 
Equipment department of Distil- 
lation Products Industries, a div- 
| ision of the Eastman Kodak Co. 


be 


HAVE ONE—Druggists will get one of ceo | Maxtield Gets Two Accounts 


dispensers with orders of 125 packets of Joseph Maxfield Co., Providence 
Anacin for individual servings at fountains. agency, has been named to handle 
ae Pharmacal Co. _ says dealers advertising for Columbus National 
stand to make a 60% profit on the deal. Bank and Clifford Metal Co., both 


z of Providence. Harold S. Good- 
Doyle Packing Names R&R stein, formerly with Arnold Co., 
Effective March 1, Doyle Pack- 


Boston, has joined the agency's 
ing Co., Long Branch, N.J., maker!copy staff. 


Trey say confession’s good for the soul, 
so we’ve decided to make a clean breast 


quit playing 


DON QUIXOTE 


of it. 


a lot of valuable time tilting at wind- 
mills. In our case, the windmills were 
the circulation methods used by other 


concerned about was the value and use 
made of the material that was in the 
magazine, together with the skill with 
which it served its field. 


We, like Don Quixote, have wasted 


business magazines. 


But in April, 1951, we woke up to 
the fact that the method used in getting 
a magazine to the people who could 


So, we invited publishers using a dif- 
ferent circulation method to bury the 
hatchet and join with us. Together, we 
would redirect the money, time, and 
effort we’d been wasting, harassing ad- 
vertisers with a matter of little interest 
to them, to the improvement of our 
publications’ services. 


benefit from it was actually of minor 


importance to either its readers or ad- 
vertisers. What they were both really 


The results that attended this invita- 
tion amazed us. Within but 23 months, 
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Let Us Help on Sales Meeting Agenda: 
That's Stores’ Advice to Manufacturers 


PHILADELPHIA, Jan. 21—A manu- 
facturer’s retail sales meeting 
ideally calls for advance planning, 
its agenda worked out between 
the manufacturer’s salesmen and 
store personnel. 

That is the opinion of retailers 
questioned by John Falkner Arndt 
& Co. and published in the latest 
issue of “Results,” a bi-monthly 
house organ. 

Store owners said that the man- 
ufacturer’s salesmen should lead 


the meeting and that it should be 
‘Detroit PR Chapter Elects 


held prior to the store’s opening. 
Also, they felt that such meetings 
should be limited to 30 minutes. 

Of the 16 suggested reasons for 
calling a sales meeting, stores 
classed as most vital introduction 
of a new or improved product. 
Special promotions, introduction of 
new selling aids or explanation 
that a product is incorrectly sold 
also ranked high. 


Replies to the Arndt questions 
indicate that an agenda should 
cover the product’s strongest sales 


points, product uses, style or fash- | 
product con-| 


ion significances, 
struction or material, and an ac- 
tual demonstration. 


Arndt based the summary on | 


replies to the questionnaire on 
“How to Hold a Retail Sales Meet- 
ing.” Copies of the report are 
available fromJohnFalkner Arndt 
& Co. at 160 N. 15th St. here. 


Howard E. Hallas, associate 
public relations director of Nash- 
Kelvinator Corp., Detroit, has 
been elected president of the De- 
troit chapter of the Public Rela- 
tions Society of America. Other 
officers elected are James W. Lee 
II, v.p.; Walter T. Murphy, adver- 
tising manager of Dearborn Mo- 
tors Corp., treasurer, and James J. 


|Kaufman, Ross Roy Inc., secretary. 


‘Outerwear Age.’ Published 
by Kahan, Bows Next April 


41 


‘Radio Cincinnati Buys WTVN © Unusual Promotional 


Radio Cincinnati Inc., operator 


of WKRC and WKRC-TV, Cincin- 
nati, has purchased WTVN, Co- 
lumbus, Channel 6, owned and op- 
erated by Picture Waves Inc., of 
which Edward Lamb is president. 
The reported price paid was $1,- 
500,000. Operating since August, 
1949, WTVN is served by DuMont 
and ABC. Radio Cincinnati is con- 
trolled by the Taft family. Hul- 
bert Taft Jr. is executive v.p. 


Outerwear Age, a new monthly 
‘for the men’s and boy's outerwear 
industry, will bow in April. Theo- 
dore Kahan is editor and publish- 
er. He also publishes Boys’ Out- 
fitter and Children’s Wear Buyer. 

The new publication will be 
| 814x125¢”, will have a circulation 
of 10,000, and the base rate for a 
b&w page, one time, will be $475. 
| Distribution will be to all mer- 
|chandisers connected with outer- | 


_ wear, chain, mail order companies, Reynolds to Wall Colmonoy 


| 
has been 


/and resident buyers and manufac- | 

turers of all types of outerwear. Frank R. Reynolds 
appointed sales manager of the 
‘furnace processing division of the 


garments. 
r ‘Wall Colmonoy Corp., Detroit. 
ABC-TV Names Morton Mr. Reynolds formerly was assist- 


Warren M. Morton, formerly ant sales manager of the Northern 
with WOR-TV, New York, has Steel Corp. 


joined the television sales depart-| 


ment of American Broadcasting. 
Co., New York. 


Ross Roy Inc. Promotes Two 
Robert G. Lyon and Albert J. 
Davidson Joins ‘Coronet’ (Jack) Cutting have been pro- 
Jack Davidson, formerly with moted to account executives of 
WKMH, Dearborn, Mich., has Ross Roy Inc., Detroit. Both have 
| been appointed Detroit manager been with the agency several 
of Coronet, New York. months. 


the membership of NBP mushroomed to 
147 publications, with an aggregate cir- 
culation of more than 3 million copies. 
In fact, National Business Publications 


—to sell t 


now has substantially more publication 


members than any similar magazine 
group in the world. But, of even greater 
interest, our members with paid and 
unpaid business magazine circulations 
are the best of friends, working together 


First for the Business Press 


in complete harmony —to improve their 
magazines—to deliver an ever-increas- 
ing value to their readers and advertisers 


he Business Press. 


In short, we’ve learned the hard way 
that it’s much more pleasant and profit- 
able to unite on the things that really 
count than to tilt with competitors over 
imaginary differences. 


NATIONAL BUSINESS PUBLICATIONS, INC. 


1001 FIFTEENTH STREET,N.W. + 


The national association of publishers 
of 147 technical, scientific, 
professional, merchandising and marketing 
magazines, having a combined circulation of 
3,440,542 ... audited by either the Audit 
of Circulations or Controlled 
Circulation Audit, Inc.... serving and pro- 


Bureau 


WASHINGTON 5, 


industrial, 


make decision 


sciences and professions 
your audience in the market of your cho -e. 
Write for complete list of NBP publicatic.s. 


D.C. * STerling 3-7535 


moting the Business Press of America 
bringing thousands of pages of special ed 
know-how and advertising to the men 


ho 
sin the businesses, indust; «« 


- + + pinpoin’ ng 


Jeweler’s Calendar 
Ties In 4 Companies 


Detroit, Jan. 21—An unusual 
and perhaps unique tie-in scheme 
has been devised for four adver- 
tisers by Simons-Michelson Co., 
agency here. It is a monthly pro- 
motional calendar for jewelers 
featuring the products of Bulova 
Watch Co., International Silver 
Co., Parker Pen Co. and Reming- 
ton-Rand Co. It has been mailed 
with the compliments of the four 
manufacturers to 6,777 jewelers in 
the U. S. 

The calendar consists of 24 spi- 
ral-bound pages and is 8x11”. 
The calendar pages are marked 
off in squares for each day with 
specific promotional ideas, adver- 
tising suggestions, window trim- 
ming designs, merchandising tips 
and ideas for single or tie-in pro- 
motions marked in for each day. 
Space is allowed for the jeweler to 
keep a record of his daily sales 
figures. 


® Opposite each calendar page 
specific items manufactured by 
the companies are illustrated and 
described as suitable for tie-in 
promotions during that month. 
Each calendar page carries a brief 
statement from an_ outstanding 
jeweler with his personal selling 
suggestions. 

The calendar was designed for 
Simons-Michelson, which handles 
parts of all four accounts, by Re- 
tail Jewelry Advertising Special- 
ists. 


General Foods Starts 


Food Service Contest 

General Foods Corp., New York, 
has announced its 1953 contest for 
food service operators and em- 
ployes, with an all-expense trip 
for two to the National Restaurant 
Assn. convention in Chicago, May 
11-15, as grand prize. 

Entries are to be sent to Reuben 
H. Donnelly Corp., Box 290, New 
York 46, and full details regarding 
contest rules are available from 
General Foods offices. Economy in 
food service operation is the theme 
of this year’s contest. 


Kircher Co. Alters Name 

Albert Kircher Co., Chicago 
agency, has changed its name to 
Richard Morton Co. The agency 
will remain at 1001 W. Washing- 
ton Blvd., with Richard G. Mor- 
ton president. 


The Fabulous Southwest 


' 


The Biggest 30c Buy 


a She Zl Paso 


In The Nation 


Blanketing 24 Counties 
of West Texas 
and Southern New Mexico 


'/> BILLION DOLLAR 
RETAIL SALES 


Covered Exclusively by 


Cimes 


An Independent Newspaper 
Morning and Sunday 


E] Paso Herald-Post 


A Scripps-Howord Newspaper 
Evening - 


“ONE LOW RATE 
BUYS BOTH! 
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BIGGEST ISSUE IN HISTORY! 


Record Size—224 Editorial and Advertising Pages 
New High in Circulation— 2,500,000 Copies 


New Cover Design ¢ Attractive New Title Type 

More Color Throughout ¢ Easier-to-Read Body Type 

More Photos ¢ New Illustration Techniques ¢ Better Printing 
More Articles ¢ Shorter Action-Packed Text ¢ More Farming Ideas 
Regional Reports ¢ Greater “Country Living” Section 

Broader Family Appeal 
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Gardner Joins Ad Sales Statf 


Robert A. Gardner, formerly an 
account executive with Meldrum & 
Fewsmith, Cleveland, has joined 
the advertising sales staff of Man- 
agement Methods, New York. 


Barlow to Marschalk & Pratt 


Channing Barlow has _ joined 
Marschalk & Pratt, New York, as 
an account representative. He for- 
merly was a v.p. of Wilson, Haight 
& Welch. 
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You Ought fo Know . . . Roy H. Park 


A newspaper man, public relations expert, magazine publisher, agen- 
cy head and business executive. Add all these up and you get Roy H. 
Park, who is only a little past his 42nd birth- 
day. 

Mr. Park is president of Hines-Park Inc., 
Ithaca, N. Y., the licensing agent for the new 
Duncan Hines foods. And Hines-Park, like 
everything else Mr. Park has touched, is 
flourishing. 

Born in Dobson, N. C., Mr. Park has been 
out of the South for more than 10 years now, 
almost long enough to overcome his southern 
drawl. 


s He went to college at North Carolina State 
and while there edited the campus newspaper 
and worked for the Associated Press bureau 
in Raleigh. When he graduated in 1931, jobs 
were scarce, and he remembers writing 10 
letters a day in vain answers to blind want 
ads. When he did land one, with the North 
Carolina Cotton Growers Cooperative Assn., he stayed with it—for 11 
years, handling public relations. 


Roy H. Park 


Advertising Age, January 26, 


,self-supporting. More important, 
‘Roy Park got to know the ins and 
jouts of the farm co-ops, which ex- 
|panded rapidly during the ’30s. 


# In 1935 he took an eight-month 
leave to travel around the coun- 
try for the Rural Electrification 
Administration. In 1938 he started 
Cooperative Digest, a magazine for 
co-op managers and sales execu- 
tives. 

| Through his activity in the co- 
‘op field he got to know H. L. Bab- 
i\cock, head of the G. L. F. Ex- 


‘change, one of the biggest farm. 


Co-ops in the nation. It was Mr. 


| Babcock who persuaded Roy Park 
to leave North Carolina. 

_ One of Mr. Babcock’s sidelines 
was Agricultural Advertising & 
Research, an agency in Ithaca, N. 
Y. Mr. Park bought this agency 


and moved up to Ithaca, bringing | 


his magazine along with him. 
Under Mr. Park’s_ direction, 
‘Agricultural Advertising & Re- 


1953 


search and p.r. 

Mr. Park was active in the gu- 
bernatorial campaigns of Thomas 
E. Dewey and was in charge of 
agricultural advertising and pub- 
licity of the National Republican 
Committee in the 1944 and 1948 
Presidential campaigns. 

In 1944 he brought out another 
magazine, Co-op Power. Devoted 
to the rural electrification field, 
|this book began as a section in Co- 
operative Digest, and was one of 
‘those cases of the offspring out- 
|growing the parent. 


8 Right now, Mr. Park is thinking 
about using the same formula to 
produce another magazine. One of 
the sections in Co-op Power covers 
rural telephones and he believes 
the time is getting ripe to lift it 
out and start a third magazine. 

Mr. Park’s venture in food mer- 
‘chandising developed directly out 
‘of his efforts to serve his clients. 
|After World War II, when the 


When he started, it was pretty much of a one-man job; when he search has handled the G. L. F.| government was no longer buying 
left, there were six people in the marketing co-op’s p.r. department, | Exchange and other eastern farm large amounts of foodstuffs, a num- 
the association had its own printing plant, and its magazine was almost co-ops. It has been heavy on re- 


we re 
sraduatin’ 
toa 


Forty-five consecutive years of advertising leadership; 


in Retail, Department Stores, General, Automotive, Total 


Display, and Total Advertising. 


That’s the latest score of the Times-Star over all 


Greater Cincinnati dailies. 


We like the kick in our new '45! 


in cincinnati ... it’s the TIMES-§T48 


NEW YORK 17: 60 E. 42nd St.; CHICAGC 1: 228 WN. LaSalle St.; WEST COAST: John E. Lutz Co., 


438 N. Michigan Ave., Chicago 11 


ber of co-ops had marketing diffi- 


culties and they asked him to de- 
velop a brand name they could use. 

A successful formula was never 
found, but Mr. Park says he had 
gone too far to turn back. His 
quest led to the Duncan Hines 
franchise program, which is based 
on two general principles: 

1. Man does not live by bread 
alone. He wants’ good-quality, 
|good-tasting food and will even 
‘pay more if he knows he can get 
such food. 

2. Any successful food mer- 
\chandising in America must be 
! based on strong brand selling. You 
must have a name—like Duncan 
Hines—which means something to 
buyers. 


ws Mr. Park at first worked out a 
temporary arrangement with Mr. 
Hines. He bought, packed and test- 
marketed products under the Dun- 
can: Hines label. He found that 
they moved off shelves very rap- 
idly and so Hines-Park Inc. was 
organized in 1949 in Ithaca, N. Y. 

Today Hines-Park has some 130 
\licensed manufacturers. Mr. Park 
Says at the present time he is not 
looking for more licensees. In- 
stead, he is going to concentrate on 
expanding the sales of the current 
licensees. So far, only the cake 
mixes, with a 30-state coverage, 
have a wide distribution (AA, Nov. 
24). 

Mr. Park married an Allentown, 
‘Pa., girl, the former Dorothy 
|'Goodwin Dent, in 1936 and they 
have two children, a 14-year-old 
/boy and a nine-year-old girl. Now 
that he is a business executive, Mr. 
|/Park does a great deal of travel- 
‘ing—about 100,000 miles a year— 
‘and he takes his children with him 
_whenever it is feasible. 
| When he has time at home, he 
\likes to read. He does not engage 
‘in any sports. His one hobby is old 
cars. He owns a 1940 Darrin Pack- 
ard, considered a collector’s item, 


'and he exerted his influence to get 
‘the first 1952 Nash-Healy car off 
the production line. 


_Liqui-Moly Sets Campaign 

Automotive Liqui-Moly, motor 
oil additive, plans an extensive ad- 
vertising campaign this year, 
through Friend, Reiss, McGlone 
Advertising, New York. Seven con- 
sumer magazines and nine busi- 
ness publications will run adver- 
tising in addition to extensive co- 
operative advertising in newspa- 
pers, radio and TV. 


Ross-Orrico Studios Bows 


Lewis Ross and John Orrico, 
both formerly with Thwing & Alt- 
man, have opened Ross-Orrico 
Studios at 10 E. 49th St., New York. 
The new company offers advertis- 
ing art services. 


Tiffany Named Hartman V. P. 
Earl H. Tiffany Jr., formerly v.p. 
of H. B. Humphrey, Alley & Rich- 
ards, has been named v.p. of L. H. 
Hartman Co., New York agency. 
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Soltesz Joins Stephen Lion 
Frank Soltesz, industrial illus- 
trator formerly with Gilbert C. 
Tompkins, artists’ representative, 
is now an industrial illustrator 
with Stephan Lion Associates, 


Leaves Farm Journal Inc. 
Neilson N. Mathews, executive 
v.p. of Farm Journe! Inc., Phila- 
delphia, has retired ‘o devote full 
time to Valley Forge Creations, 
Malvern, Pa., maker and distribu- 


Shipley to Price Battery 
D. S. Shipley has been named 


trade sales manager of Price Bat- | 


tery Corp., Hamburg, Pa. He will 
supervise and direct the activity 
of the sales department as it re- 


45 


,.Los Angeles, where he will spe- 
| cialize in the creation and develop- 
ment of printed sales material, 
/package design and point of pur- 
| chase displays. 


oaieers a= = or oe ee you - tee 
Names Eenricksson PRHead | / ne .F. 
John Henricksson, formerly with Orr Elects Slesar, Hirx V.P.s | Mason to Western Litho RECENT Compiler of NATIONAL 
Minnesota Mining & Mfg. Co., has Henry Slesar, copy chief, and Herb Mason, formerly a Chicago BIRTH LISTS EXCLUSIVELY 
| been appointed public relations di- Lou Hirx, production head, have and Minneapolis graphic designer BIRTH for over 55 
rector for Radisson Hotel, Min- been elected v.p.s_ of Robert W. and advertising _ counselor, aS LISTS 90 Fifth Ave,, New York 11 
\ neapolis. Orr & Associates, New York. joined Western Lithograph Co.,| OR 5-3523 
} | 
| 
= i 
, 
. BODY BY FISHER—Sporting a $19,000 & 
; royal pastel mink coat, model Linda Har- ‘ 
3 per prepares to enter the General Motors . 
- } “Motorama” at the Waldorf-Astoria. She 
7 leads the parade of Fisher body girls for 
‘ 1953. 
84,293,646 Barrels 
= Ad a 
of Beer Sold in ‘52 
1 NEw York, Jan. 20—Beer sales 
in 1952 hit $4.5 billion. A total of 
1 62,646,937 barrels were bottled and 
i. canned, and 21,646,709 barrels 
7 were distributed for draft sales. 
t These figures were reported yes- 
terday at the 27th annual conven- 
- tion of U. S. Brewers Foundation. 
e The 84,293,646-barrel volume in 
| 1952 was 1.3% above that of 1951. 
n In dollar volume, beer sales are 
0 about five times that of the entire 
soft-drink industry, according to f * 
Edward V. Lahey, president of the , aa 
a organization. It is equal, he said, 
2 to two-thirds of the normal dollar 
- volume of the passenger car in- e } 
- dustry. The brewing industry, he 
t said, serves 14,000 wholesalers and if can t be done 
- about 400,000 retailers. 
s Committee reports indicate that F 4 
? beer and ale are now being served Place your left side flush against a 
: tg “a out of every three in wall. Then try to move your right 
yt leg off the floor without moving 
i Two Join N. W. Ayer & Son your body from the wall. Try it. 
. Wendell W. Oberholtzer has 
t joined the outdoor advertising de- 
e partment of N. W. Ayer & Son, 
, Philadelphia. John G. McKinley 
s has returned to the Philadelphia 
office after a 21-month tour of ee ec ; 
1 duty with the a a = has oa oe, 
‘ been assigned to the media depart- 
7 s 
: ment. | It Can’t Be Done... any more than you | 
d | ’ ° ° 
W | can cover Canada’s rich metropolitan TORONTO 
- ° 
i THE | market without THE TELEGRAM. 
n ONE TIE : 
— In metropolitan TORONTO 
e or odgern 
e SALES * 
id PROMOTION 
_ TRADE-maRK, 
a ... GOOD WILL is so Adults 
n, easily expressed when tf 
ot + al ngs Trade 
or or ogan is e e 
ff foithfully reproduced — | Read... Daily... Only One Daily Newspaper... 
Individually Designed 
{ Quality Neckwear. 
| wi ass THE TELEGRAM 
Sales Meetings, An- 
. | y ste peas | or for 
- aler ssistance, 
r, qheays boon feos This exclusive Telegram circulation is greater than the adult 
1e nki . . . . . . 
“ Ranking -_. . Your population of Windsor, Calgary, Halifax, London, Regina or Victoria. 
“= Fabrics and Designs . ’ ° 
i. at Most Moderate When you plan campaigns for Canada’s major markets, remember 
ost, . . ‘ *_* 
o- .... Also—BEAUTI- MONTREAL exclusive ‘“Tely-Toronto” is one of Canada’s largest “cities” 
y g 
oi FUL “GIFT” TIES, W. E. BROWNING 
Plain or Decora- © a 
tive, ladividheatiy 1106 Dominion Sq. Bidg. 
ee *Daniel Starch and Staff 
‘Oo, —< 262 8 @ ee ee ee ee oe ee oe oe 
it- END “AD” SAMPLES ond : CHICAGO - 7 sal Represented in Canada 
co i ' ann li quantity. ‘This evil : THE JOHN E. LUTZ CO. mt ily plus Weekend ‘ 
‘k. | t “Speed-up” complete details and 4 a by Gruneau Research Ltd. 
| t prices ! 435 N. Michigan Ave. ~ TORONTO 1, CANADA | 
AMERICAN ’ 
. | mechweer Mie. Go. NEW YORK MORE THAN 500,000 PEOPLE IN CANADA’S 
.p. i (Original “* Adver-ties Makers) O'MARA & ORMSBEE 
h- $20 S. Franklin St. Dept. AA 420 Lexington Ave. RICHEST MARKET READ THE TELEGRAM 
; icago 6, Ill. 
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UNT IN NEW YORK’S 
BURBAN COUNTIES ? 


In every one of New York's eight best 


suburban counties, more families buy the 
Journal-American than buy the two other 
metropolitan evening papers combined 


F you want your advertising to 

reach heavy-earning, heavy-spend- 
ing families ... and lots of them... 
look to New York’s largest evening 
newspaper. 

At newsstands throughout West- 
chester, Nassau, Fairfield, in every 
one of New York’s eight best suburban 
counties... first in retail sales, buying 


NEW YORK _ 


power and income tax returns... 
the Journal-American outsells the two 
other evening newspapers combined. 

Leadership in these “blue chip” 
counties... plus overwhelming leader- 
ship in total circulation... is solid evi- 
dence that the Journal-American best 
combines quality with quantity in the 
world’s most sales-rewarding market. 
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Appoints Robert M. Ellis 

Robert M. Ellis, who formerly 
operated his own art service in 
Pasadena, Cal., has joined United 
Bench Advertisers, Los Angeles, 
as assistant advertising and mer- 
chandising manager. 


Searcy Advertising Moves 

Searcy Advertising, Portland, 
Ore., has moved to larger quarters 
in the Central Bldg., S.W. 10th and 
Alder Sts. 


Lists 2,272 busi- 
ness papers, farm 
papers and cen- 
sumer magazines 
that use publicity 


BACON’S 
PUBLICITY 


CHECKER 


betically and in 99 
market groups — compiled frem theu- 
sands of publicity release lists — record 
system imchuded that eliminates card 
files — shows how to prepare publicity 
and how to place it — reduces clerical 
time, eliminatcs deadweod and 
improves results. 


Price $10.00. Set on approval. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


—liets them alpha-* 


Along the Media Path 


e Starting this spring, the Pitts- 
burgh Sun-Telegraph will build 
a multi-million-dollar addition to 
its eight-story building on Tele- 
graph Sq. The three-story plant 
will include a line of 12 high- 
speed press units outfitted for 
full-color printing, plus quarters 
for stereotype operations, news- 
print storage, a mailing room and 


large loading dock. It will be 
ready for full operation in 15 
months. 


| Edward D. Becker, publisher, 
said the new presses will double 
‘the printing capacity of the Hearst 
\newspaper and “will produce 2% 
‘times as fast as present equip- 
| ment.” 


'e A lively media war has been 
| going on in Cleveland and Chica- 
|go. The Cleveland News and the 


Chicago Daily News each ran a 


series of front-page stories deplor- | ictic : 
good economic indicator, will have 


ing the crime, murder and may- 
hem shown on radio and televi- 
sion. Both papers kept a box score 
on radio-TV killings, robberies 
and violence. 

Broadcasters in 
Charles Day, news director of 
WGAR, said: 

Analyze a daily newspaper and see 
what crime & sex stories are there for any 
youngster to read—over and over again, 
if he so desires. Recently newspapers 


Cleveland | 
jumped into the fray immediately. | 


Advertising Age, January 26, 1953 


Cleveland News. 

Hamilton Shea, general mana- 
ger, WTAM, WNBK-TV, said: 

All great literature in the Bible was 
based on conflict. So there is no point in 
trying to shield adults or children from 
conflict. The important thing to broad- 
casters is that nowhere does evil prevail. 


e The construction industry, a 
a sharp business increase in 1953, 
according to Progressive Archi- 
tecture’s third annual survey of 
architectural firms. The Reinhold 
magazine surveyed 482 companies 
throughout the country. Its past 
two surveys have produced ac- 
jeeeate forecasts of building acti- 
vity. 

| Reports from architects indicate 
ithe average company will be 


for education. The greatest activ- 
ity, by area, will be in the region 
comprising Michigan, Indiana, 
Ohio and Kentucky. The survey 
also showed that the average arch- 
itectural firm expects to increase 
its staff by 10% during 1953. 


e The News & Courier, Charles- 
ton, S.C., celebrated its 150th an- 
/niversary Jan. 10. Editor Thomas 
R. Waring said that in a century 
and a half of publication, the pa- 
per “has successfully withstood 
bombardment, government sei- 
|zure, earthquake, fire, blockade, 
| boycott and panic.” 


| 
|e The Chicago Daily News is now 
‘using the following promotion 


printed virtually every word of a Lake-| working on drawings for $4,037,-| theme: “The only Saturday news- 
wood divorce case so messy that the 999 worth of construction in 1953 paper in the country to equal its 


judge finally threw it out of court. 
Cleveland radio station touched that kind 
of material. 


| James C. Hanrahan, general | represents increases of 25% and 


/manager, WEWS-TV, said: 


| We have about the same number of 
murders and beatings as comic strips or 
We haven't any 
lepisode as gory as “Dick Tracy’’ in the 


perhaps slightly less. 


No| 


‘and will see $3,767,000 of its work 


| weekday circulation.” 


|reach the construction stage. This | 


|30%, respectively, over 1952. 


Defense buildings will account 


pool the biggest share of this vol- 
ume (22%), followed by 20% 


‘Is there an advertising man here? I seem to have a message for a big space buyer...” 


Total: 187,088 COMPARATIVE CIRCULATION 
Other: 20,475 Total: 155,426 Totol: 147,880 
Other: 9,026 
thm : Other, 4488 
Cie. 0901 & We. 2: 19,609 
City Tone: City Lone: Cty Tone: 
125,135 mane 171508 
DAILY ENQUIRER POST TIMES STAR 


Source: A.B.C. Publishers’ Statements, September ¥0, 1952 


Another medium well done: More and more national 
advertisers are recognizing Cincinnati as a morning- 
newspaper town. Proof? More lines of national adver- 
tising are carried exclusively in the Daily Enquirer than 
in any other Cincinnati daily. (Source: Media Records.) 


Represented by Moloney, Regan and Schmitt, Inc. 


e The international trade section 
published in the Jan. 6 New York 
|Times netted the paper 44,417 
| lines from 17 foreign countries. On 
ithe next day, a business section 
dealing with the Americas carried 
(55,123 lines from nine foreign 
| nations. Largest amount of adver- 
tising came from Cuba with eight 
and one-half pages. Biggest Euro- 
|/pean advertiser was Germany, 
‘with four pages. 


| 
'e The Flint Journal celebrated 
the 50th anniversaary of Buick 
'with a giant, 10-section edition on 
| Jan. 7. The issue ran to 146 pages, 
| with ad after ad saluting the Gen- 
‘eral Motors division. Editorial 
_matter, based on months of re- 
|search by Journal staffers, re- 
“counted the history of Buick and 
| the part it has played in the devel- 
opment of Flint. In one story the 

paper pointed out that Buick 
/spends more than $117,000,000 a 
year in purchases from other Flint 
| companies. 


e Seventy years of publishing is 
marked by The Grade Teacher in 
its February issue. Special articles 
include a history of elementary 
_education in the U.S. 


| 


|@ Appliance Manufacturer had 
‘an auspicious first issue this 
month. The new book, put out by 
Modern Railroads Publishing Co., 
/carried 4115 ad pages placed by 54 
| advertisers. 


e Another new book, Consulting 
Engineer, bowed in December. 
Forty-two advertisers bought 
space in the first issue. The month- 
ly, published by Industry & 
Power Publishing Co., started 
‘out with a controlled circulation 
of 7,600. 


e The Timberman has its annual 
plywood review in the January is- 
sue. The magazine reports 1952 
was another banner year for the 
plywood industry in the western 
states. The fantastic expansion of 
‘the industry since World War II 
can be seen in the following figures 
for production of Douglas fir ply- 
wood in the West: 1942, 1.8 billion 
feet; 1945, 1.2 billion feet; 1952, 
3 billion feet. 


e Harvard Business Review ap- 
pears in a new dress this year. 
Cover, layout and type face have 
all been revamped by Rudolph 
Ruzicka, prize-winning’ graphic 
arts man. One of the changes is 
the introduction of Mr. Ruzicka’s 
new type, Fairfield Medium, the 
first time it has ever been used in 
a magazine. 


e Claim and boast department: 

Business Week carried 5,502 ad 
pages in 1952, compared to 4,835 in 
1951, a gain of 13.8%. 

Parents’ Magazine had 782 ad- 
vertisers in 1952 for an ad revenue 
of $4,600,000, a new high. 

American Family, its ad pages 
up 59.8% in 1952, already has a 
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BANK COPY—Getting away from traditional 


dividend announcements, the First Federal 

Savings & Loan Assn. of Minneapolis ran 

this od in the Star and Tribune through 
Associated Advertising Agency. 


report for the first quarter of 
1953: Ad pages 34.4% ahead of 
last year’s first quarter. 

American Legion Magazine, its 


linage up 9%, reports the Febru- ) 


ary issue shows the largest ad rev- 
enue in its history, an increase of 
31.2% over the February issue of 
1952. 

Reader’s Digest carried more 
than 15,000 pages from 1,697 ad- 
vertisers in its 28 international ed- 
itions during 1952. This is a gain 
of 29.4% in advertisers and a gain 
of 12.2% in pages. 

Fairchild Publications reports 
three of its papers hit new ad lin- 
age records in 1952. Retailing 
Daily, with 7,940,896 lines, was up 
10.4%. Footwear News, with 
1,071,186 lines, was up 30%. And 
Daily News Record, with 6,004,000 
lines, gained 3.7%. 


Casey to ‘Business Reports’ 

George Casey, formerly circula- 
tion manager for Air Conditioning 
& Refrigeration News and Appli- 
ance Digest, published by Business 
News Publishing Co., Detroit, has 
joined Business Reports Inc., New 
York, where he will be associated 
with J. K. Lasser and William J. 
Casey. Lloyd Siler, formerly with 
the Detroit office of General Mills 
Inc., succeeds Mr. Casey. 


Linear Products Bows 

Robert Irwin, president, has an- 
nounced the formation of Linear 
Products, at 37 W. 29th St., New 
York 11, to design and print pres- 
sure-sensitive tapes and labels for 
advertising, merchandising, pack- 
aging and industrial uses. 
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Peek Heads Centralab Sales 


Walter E. Peek, formerly sales 
manager of the resistor division of 
P. R. Mallery Co., Indianapolis, 
has been appointed sales manager 
of the mechanical electronic divi- 
sion of Centralab, a division of 
Globe-Union Inc., Milwaukee. The 
division’s products include vari- 
able resistors and wave change 
switches. 


Park-View Names A. D. Adams 


Park-View Television Corp., 


New York maker of AC-DC tele- 
vision receivers, has named A. D. 
Adams Advertising, New York, to 
handle its advertising, sales pro- 
motion and public relations. Trade 
publications and direct mail to 
the trade will be used with a con- 
sumer schedule to follow. 


Organize Comer & Reames 
Comer & Reames, a new agen- 
cy, has made its bow in Kansas 
City, Mo. The agency has been 
formed by Ruth Eloise Comer, 
active with her late husband in 


Russell C. Comer Co., who will 
be president, and Gardner Reames, 
senior account executive with the 
Comer agency. Mr. Reames will be 
executive v. p. The office will be 
located in the Riss Bldg. 


Mitchell Gets ‘Beauty’ 


The D. J. Brown “House of 
Beauty,” New York, a new adver- 
tiser, has named W. Robert Mit- 
chell Inc., New York, to handle a 
fashion magazine campaign in 
spring issues. 
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WGTR Appoints Sweeney 

William Sweeney, previously 
promotion and merchandising di- 
rector of WEAN, Providence, has 
been named to a similar post by 
WGTR, Worcester, Mass. 


Durham Chemical to Wade 


Durham Chemical Co., Los An- 
geles maker of insecticides for 
home and commercial use, has 
named Geoffrey Wade Advertis- 
ing, Hollywood, to handle its ad- 
vertising. 
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" , . « will you come in and talk to us about \ 


a Gibraltar MD* to introduce Colgate's new ' 
Chlorophyll Tooth Paste? Incidentally, can you — 


rubber-plate print in four colors 
; gloss inks . . .« 


Easily set up one-piece 
partitionless floor-stand. 
Rubber-plate printed with 
high-gloss inks in green, 
black, red and yellow on 
white corrugated. 
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Advertising Production Manager 


fr m: Mr. S. P. Boochever, Director 
OM: GiBRALTAR MERCHANDISING DISPLAYS 


"Cnate. Di 


Aku pped 4/2! 52 — What Aales 


© Dear Mr. Boochever, 
The corrugated floor-stand Gibraltar 


designed and manufactured for Colgate's 


new Chlorophyll Tooth Paste has been a 


great success, and has helped establish us 


as one of the leaders in the field. 


To the fact that you've done a fine job 


for us, 


I want to add that the prices are 


right and the service, splendid. 


*Merchandising Display 


Call or write for your Gibraltar MD* Fj: for Rising Sales 


Sincerely, 


He Pe Meeker 


- Advertising Production Manager 


Visit us at the P.O.P.A.1. Show—Booths 59 and 60 


Got some Q’s? 


We've got the A’s. 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


8101-25 TONNELLE AVENUE, NORTH BERGEN, WN. J. 
LOngacre 5-3405, N.Y. or UNion 3-4700, W. J. 
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Hyatt to Fairchild Camera 
Judson A. V. Hyatt of Darien, 
Conn., has joined Fairchild Cam- 


era & Instrument Corp., Jamaica, | 


N. Y., where he is head of market 


Harrison, v.p. in charge of sales. 


Knight Leaves Coast Daily 
Donald E. Knight, 
manager of the San Francisco 


Furniture Corp. 
promotion | 


Chronicle, has resigned. A member | 


of the staff for 14 years, Mr. 


Knight will announce future plans | 


following a vacation. 


Heaney to Morey, Humm 


‘in American Home, Better Homes joined Caterpillar Tractor Co., money with 
|& Gardens, House Beautiful, Liv- Peoria, Ill., as an assistant sales | oend it with hucksters.” 


in 4-Color Pages 


evaluation and assistant to C. A. 


Edwin J. Heaney, formerly with 


Socony-Vacuum Oil Co., 


has | 


joined the merchandising depart- | 


ment of Morey, Humm & John- 
stone, New York. 


ROSKAM 


For LISTS, DIRECT MAIL, MAIL ORDER ADS 
Mail Order Selling is our specialty — planning, creat- 


ing, purchasing and directing campa ans! Cut costs, cluding 52 pages in Retailing Daily, has appointed Gilbert ol Gettel- 


increase pull, avoid mistakes & headaches! 


WRITE OR WIRE TODAY! 
©.H. Roskam Adv., 6 W. 10th, Kanses City 8, Mo. 


| 
| 
| 
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,one of the three Daystrom lines— H. G. 


Advertising Age, January 26, 1953 


Daystrom to Plug 


Dinette Furniture WWLP-TV Affiliates with NBC 
WWLP-TV, Springfield, Mass., 
has affiliated with National Broad-— 
OLEAN, N. Y., Jan. 20—Daystrom | casting Co. Operating on u.h.f. 
is planning to) 


New York, Jan. 20—An expert 
: . . on one of the new chemical fibers 
spark sales of its dinette line this | | handed out some harsh advice here 
yon eS hetule of 30 full-' Mohler Rejoins Caterpillar ‘last night to wool and cotton in- 
Caer Paar? Sh Eve mages. | J. W. Mohler, who has been terests. He said they will fare bet- 

Starting in March, the ads will serving the National Production ter if they keep their advertising 
appear during a 12-month period Authority in Washington, has re-. costs down and “invest their 
technologists, not 


Channel 61, the new outlet expects 
| to be on the air late this month. 


ing for Young Homemakers and | "nasser. | The speaker was Carl L. Setter- 


Sunset Magazine. N. W. Ayer & Four Wheel Drive Boosts Engel strom, director of sales develop- 
Son is the agency. _ Four Wheel Drive Auto Co., | ment for Dynel, a product of the 

Each advertisement will plug Clintonville, Wis., has promoted textile fibers department of Car- 
(Bud) Engel to assistant bide & Carbon Chemicals Co. The 
coloramic, Sunnywood or chrome. general sales manager. For the company is a division of Union 
Decorator backgrounds will be Past two years Mr. Engel has been Carbide & Carbon Corp. Mr. Set- 
shown in the ads to emphasize |°ffice sales manager. ‘terstrom spoke before the Textile 


Daystrom’s high fashion styiing. | | Distributors Institute. : 
Aiding the consumer drive will | memes Ghent hy og Actually, he was appealing for a 
be an intensive trade campaign, in- | ’ ? 


| waukee housewares manufacturer, | 


cotton and wool interests and the 


plus point of sale material. man design sales engineer, a new ; C 
'producers of new chemical fibers. 


Daystrom believes the program post. 


For a revolutionary new Bendix 
...@ prestige-building 


Display a la Kling 


DETROIT + 


HE Bendix Duomatic Combination 

Washer-Dryer is something new and 
unprecedented in major home appli- 
ances. A single machine, it not only 
washes clothes, but dries them too! 


So the Bendix people wanted some- 
thing special in the way of a display — 
something dynamic, colorful, elegant 
and practical. They called on the com- 
bined skills of Kling specialists. 


Kling Account Executive Milton 
Sturm, with Display Director Sibley 
McCaslin and Kling’s staff, weighed 
sales needs and submitted sketches for 
a display that would attract attention, 
invite demonstration, and help the 
salesman sell. Idea sketches were 
approved by Wm. A. MacDonough, 
Bendix Director of Advertising and 
Sales Promotion. 


The newly-finished displays, com- 
pletely created and produced at Kling 
Studios, are a unique combination of 
materials and techniques. Kling artist 
Bill Fernim drew the high fashion illus- 
tration. Other features include novel use 
of corrugated plastic, and a hidden 
motor that moves 16 sales messages 
into view, one at a time. 


» | Howdo Bendix distributors and deal - 
ers like it? They love it! Besides being 
beautiful, it assembles quickly and eas- 
ily. Kling designers always keep the 
dealer needs uppermost in mind when 
creating displays. 


As creators and producers of sales- 
winning displays for many outstand- 
ing advertisers, we at Kling are com- 
pletely equipped to come up with 
sound “‘selling display’’ ideas for your 
most difficult problems. We can handle 
the entire job economically —from orig- 
inal art through production to final 
distribution. Let us help you—today! 


Uo sgl nae 


DISPLAYS © ADVERTISING AND EDITORIAL 


eee 2 Se ee ee Coen ART © PHOTOGRAPHY © MOTION PICTURES 
HOLLYWOOD «+ 6650 Sunset Boulevard TELEVISION SLIDE FILMS 
NEW YORK © affiliated with Thompson Associates 


40 East 51st Street 
1928 Guardian Building 
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‘truce in “the battle of ballyhoo) 
and recrimination” between the| 


Ginete inauses.""*"""* Wool, Cotton Interests Do Too Much 
Promotion, Dynel Sales Head Says 


He admitted “that natural fibers 
are better for some uses, the new- 
est fibers for others, and that 
blends of old and new are fre- 
quently better than either alone.” 


# Both sides, Mr. Setterstrem de- 
clared, must stop claiming “mir- 
acles” and must concentrate on 
sound product development and 
promotion. He pointed out that the 
'true worth of man-made fibers is 
| still undetermined. 
| “The actual merit of a new 
| product can never be fully deter- 
mined until it has been sold and 
resold in a competitive market 
without excessive promotion,” he 
| declared. 


To illustrate his point, he cited 
contributions made to apparel fab- 
(Tic blends by man-made fibers 
and listed the useful properties of 
Dynel, but said fabrics of 100% 
/Dynel suffer inherent disadvan- 
tages. 

. Seven “truce suggestions,” ad- 
dressed impartially to producers of 
_ both natural and chemical fibers, 
| were made by Mr. Setterstrom: 

| “1. Ban the name ‘miracle fiber’. 
_The new fibers are no more mir- 
| aculous than a new alloy or gaso- 
|line—they are products of pain- 
'staking chemical research. 

“2. Stop extravagant claims. 

“3. Keep the cost of advertising, 
| publicity and promotion in rea- 
/sonable proportion to the value of 
the articles they are expected to 
| sell. 

“4. Pledge allegiance to the 
maxim ‘There is no substitute for 
|good quality at reasonable cost’. 
If the wool and cotton interests 
_are wise, they will put most of 
_ their 1953 ‘war chests’ into re- 
search on product improvement. 
They should invest their money 
| with technologists, not spend it 
with hucksters. 
| “5S. The influx of new fibers 
_places heavier responsibility and 
|greater importance on the con- 
verter than ever before. 

_ “6. Admit that the natural fibers 
‘are better for some uses, the 
-newer fibers for others, and that 
blends of old and new are fre- 
quently better than either alone. 

“7. Don’t use any fiber as a ‘gim- 

mick’ or for its name only.” 


Self-Service Stores 
Now Account for 79% 
of All Grocery Sales 


New York, Jan. 20—Self-service 
outlets now get 79% of all grocery 
store sales—as compared with 59% 
in 1946, according to a study by 
Outdoor Advertising Inc. 

The study, which lists the num- 
ber of supermarkets and other 
self-service stores in all cities over 
25,000 population, and the per- 
centage of total grocery volume 
the stores do in each market, is the 
fifth conducted by OAI. It is the 
first since 1946. 

Robert A. Sprague, director of 
research for OAI, said there were 
three factors in the growth of self- 
service: 

“The auto—which has widened 
the area of shopping and encour- 
aged larger purchases and one-stop 
shopping; modern packaging— 
which has made possible many 
new products in a variety of forms 
and sizes; and visual, colorful ad- 
vertising—which provides essential 
package identification and sensory 
appeals.” 


| 


_Names Charles B. Parker 


Wilson, Haight & Welch, Hart- 
'ford, Conn., and New York, has 
elected Charles B. Parker a v.p. 
Mr. Parker is director of market- 
ing. 
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wax |Chicago Retailers 


| Offered Big Store 
Credit Facilities 

Cuicaco, Jan. 20—Following the | 
pattern established by eastern. 
banks, three Chicago banks are) 
starting shopping charge accounts 
March 1. 

The system enables small mer- 


51 


the State Bank of Blue Island.; R&R Moves Dallas Oftice 
J. C. Gilliland, former general} The Dallas office of Ruthrauff & 


credit manager for Aldens Inc.,;Ryan has moved to the Fidelity 


has been named to handle the ser- Union Life Bldg. 


v "The service is being made avail- 
able to all categories of retailers F re) H at ] Rp € 4 
* 
THE TOP SALESMAN 
IN THE DAKOTAS 


except for food and liquor stores. | 

The plan has been credited with | 
boosting retailers’ sales as much— 
as 30% in other areas where it has 
been started. 


chants to compete with large 
department stores in the extension Schonfarber Splits Radio-TV ‘I No other sclesman can match 
: of credit to customers. All credit ‘ 
: : Gordon Schonfarber & Associ- § our twice-a-month call list of over 
L checking will be handled by the| ates Providence agency, has div-| 
- . aaege ’ a> ' 
i banks, which will issue embossed | jded the position of radio and tel- 100,000 live farm spenders! 
> credit plates to customers. evision director, with Thomas Cas- 
With each charge purchase, the sidy retaining the post of radio di- , 
retailer sends in the sales slip to rector and Robinson Trowbridge 
, the bank and is given credit for | being advanced to television di- a) A KOT A 
‘ the amount, less the bank’s charge. | ¢¢t°r: 
1 The customer receives one month- | | 
t ly statement for all purchases | Riegel P romotes Andrews FA 
, LAUREL WREATH DEPT.—Henry G. Lord, chairman of the finance committee, McGraw- ty pio eopygm at 0S ee hag aleeusad ‘Geos Aeak dele Dakotas Own Magazine 
Hill Publishing Co., listens thoughtfully to the words of Curtis W. McGraw, president. | De: fd ; Y to assistant general sales mana- tg) yee 
i Mr. McGraw’s speech was in honor of Mr. Lord, who founded Textile World 65 years | Participating banks in Chicago ger Mr. Andrews, with the com- ABERDEEN, SOUTH DAKOTA 
- age this th and joined McGraw-Hill in 1928 as a v.p. The publisher paid tribute are the Pullman Trust & Savings) pany since 1932, has been mana- J.P. MALONEY, Advertising Manager 
S to Mr. Lord at a reception and cocktail party in New York. ‘Bank, Standard State Bank and! ger of all branch sales offices. , ' 
f 
f 
: Independent Grocers 
s i 
Advised to ‘Think 
= . . a 
; Self-Service in ‘53 | 
S, New York, Jan. 20—Self-serv- 
ice is the key to success in ’53, the 
- American Institute of Food Dis- 
- tribution told independent grocers 
- this week. 
- In fact, stores with more than 
$5,000 volume monthly “will not 
be in the grocery business for very 
a long” unless they change to self- 
- service, the institute says. 
yf This warning and the business 
Oo prospects facing the grocery field 
are contained in a booklet, “Out- 
e look for Food Sales in 1953,” 
r which is being distributed to the 
- institute’s 50,000 members. 
's 
of a If grocers are “to gain what 
Bi they want,” the institute points 
¢. out, “stores must be arranged to 
y fully parallel the supermarkets 
it with which they are competing.” 
But just changing a store’s lay- 
“s out and rearranging shelves is not 
d enough, the institute says. Grocers | 
‘“ must change to “real self-service” 
by “thinking self-service.” 
“s Competitively speaking, the in- 
e stitute feels independents will find 
it themselves in a strong position 
= this year. Although competition 
will be keener, it says volume 
™ chains have greater operating 
costs and will have to advertise 
bargain prices to maintain or in- 
crease their dollar volumes. | 
Conversely, the institute says, | 
b “independents will generally have 
the advantage of little change in 
store expenses and of individual 
initiative in carrying through 
e merchandising methods.” 
A 
To # Customers, however, will have 
y to be inveigled into buying more, 
the institute says. It stresses that | 
\- “the self-service food store is a 
or carefully organized selling layout, | 
rT from which shoppers can be in- 
p= duced to ‘sell themselves’ more 
le than they intended buying.” 
1e The public, moreover, will be 
le able to afford more food, the in- 
stitute believes. It says “family : 
of purchasing power, except in a few + 
re territories, is fully 6% more than 
oc KE CALIFORNIA WITHOUT THE 
Another “must” in 1953, the in-| 
d stitute says, will be narrower price 
f= markups. It urges grocers to real- 
Pp ize their profits from a smaller BILLION [LAR A OF THE BEES 
— margin but a more rapid and/ 
~d — Pgs peter — | Don’t miss the “meat” of the California market — the Billion Dollar Valley 
a ro a — sales Ree be —— of the Bees. This inland area has more buying power than San Francisco 
a m impulse purchasing an at. ‘ . 
_ icon Shak Saas at today’s saneane | and Oakland combined. So make sure your schedule includes the Valley’s 
“persistently shop to buy at the favorite newspapers .. .the 
ee Mc CLATCHY NEWSPAPERS 
w Slater Studios Changes Name 
2 ng of Fy By my a THE SACRAMENTO BEE « THE FRESNO BEE « THE MODESTO BEE °® 
t- ter-Rost Studios. Tom Rost Jr. 


has been a partner since 1950. | 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 
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The Third of a Series on ‘Everybody's Business’. .. 


Big Postal Problem: Is a Single 
Daily Delivery Adequate Service? — 


Most Postmasters Believe Single Delivery Cuts Costs 
Sharply, But Growth of System Has Eaten Up Savings 


By Stanley E. Cohen 
WASHINGTON, Jan. 22—One of the first questions aimed at Arthur 
Summerfield after he was appointed Postmaster General last month 
was, “What about two-a-day deliveries?” 
The Republican party has promised that it would attempt to restore 
some of the mail service which was eliminated by the curtailment or- 


der of April 18, 1950. 


But for the moment Mr. Summerfield is saying no more than that. 


he is “interested” in the problem of two-a-day deliveries. 
His predecessor, Jesse Donaldson, estimates that it would cost the 
Post Office Department $150,000,000 and require 30,000 additional em- 


ployes to revert to the kinds of service the Department was offering | 


before the curtailment order. 

In a speech before the Boston 
Chamber of Commerce last Octo- 
ber he said he didn’t think there 
was “a Chinaman’s chance’’ that 
Congress would vote the money 
“until our country is able to reduce 
defense expenditures and decrease 
the annual governmental budget.” 


@ When the curtailment order first 


went into effect, the halls of Con-| 


gress reverberated with the an- 
guished cries of irate solons. 
Hauled before the Senate post of- 
fice committee to give an account- 
ing of his action, the Postmaster 
General pointed out that his oper- 
ating budget had been cut. 

In ordering the cut, the House 
appropriations committee had de- 
clared, “the committee believes 


that sizable savings could be made | 
by a reduction of the number of | 


deliveries per day to many areas, 
particularly on those routes serv- 
ing residential areas exclusively... 

“The committee urges the Post- 
master General to provide for the 
rearrangement of city delivery so 
as to reduce the number of de- 
liveries wherever possible. 

“The committee does not insist 
that one delivery a day would suf- 
fice in certain extremely congested 
areas, but it does not believe the 
opportunity to retrench on postal 
expenditures should be jeopar- 
dized by failure to take any action 
in this respect.” 


# Mr. Donaldson’s Boston speech 
suggested the real reason why 
Congress never followed through, 
despite its official indignation over 
the reductions in service: 

“The members of the appropria- 


tions committee in the House knew | 


that approximately one-fourth of 
our population in this country is 
served by rural and star routes 
where patrons have only one de- 
livery daily, or possibly only three 
a week. 

“The committee knew that 36,- 
000 post offices, serving 35 mil- 
lion people, have no carrier ser- 
vice at all. 

“For this reason I made no out- 


about $300,000,000 more than it is,” 
he insisted. 


Because of budget problems, two | 


trip service was already disap- 
pearing in many big cities before 
the order of Aprii 18, 1950. 

More than a third of Cleveland’s 
residential areas and a half of 
|Buffalo’s were already on one-trip- 
|a-day schedules when the curtail- 
ment order was issued. Trundle 
Engineering Corp., which surveyed 
|a group of post offices for the 
| House post office committee, found 
| two trip setups “inherently inef- 
| ficient,”’ with too much of the af- 


_ternoon route spent in transit. 


's In the final analysis, Mr. Sum- 


_merfield has to decide, “What is 
| reasonable service?” 

According to his predecessor, 
| that’s an extremely personal mat- 
| ter. “The public has a right to ex- 
| pect reasonably efficient postal 
service but the opinions of the pa- 
‘trons vary so greatly as to what 
‘is a reasonably efficient service,” 
|he commented. 

| Bill Doherty, president of the 
National Association of Letter Car- 
riers, says that one-a-day delivery 
is not “reasonable” service. And 
thousands of commercial mail 
users emphatically agree. 

“We are living in the atomic 
age, but the Post Office has re- 
verted to the stone age,” Mr. Do- 
herty says. 


s “Air mail will be placed upon an 
airplane and sped across the coun- 
try in 12 hours. These great planes 
traveling over 300 miles an hour 
will speed the mail to the offices 
of delivery. 
| “When the mail arrives at the 
point of destination, in many cases 
|it will take 20 to 30 hours before 
‘it is delivered. The mail travels 
through the air at a rate greater 
than 300 miles an hour, but it can 
take 20 to 24 hours to deliver it 
300 feet.” 

However the public may feel, a 
survey of ADVERTISING AGE corre- 


,the Department has had to add 
8,400 new routes, and has taken 
on 2,000,000 new stops. 

| Where there are deviations from | 
the curtailment order, most often | 
it was to provide “premium” serv-| 
ice to business firms which are_ 
stranded in one-delivery areas.) 
Seattle reported two deliveries for 
residential areas where there is a 
fringe of business; Portland said it | 
supplies special service ‘‘to those | 
who depend on it’; Atlanta re- | 
ported that it has “scouting trucks” | 
to provide additional deliveries to 
| fringe business areas, particularly 
suburban shopping districts; New | 
Orleans said it provides for “hard- | 
ship cases.” Cleveland, Jackson- 
ville, St. Louis, Denver, Los An- 
geles, New York all said emphat- 
ically, “no exceptions.” But Los 
Angeles said it has been restor- 
ing two-a-day deliveries in some 
areas, and has been extending win- 
dow service in some post offices. 


@ Just before dinner hour one eve- 
ning last spring, the Washington 
Star had one of its reporters drop 
a letter in a box at Wisconsin Ave. 
and Langdrum Lane. Not collected 
until the following morning, the 
letter was 36 hours reaching The 
Star, just six miles away. 

Later, Mr. Donaldson told The 
Star he was hopeful that the De- 
partment’s 1953 appropriation 
would contain sufficient money to 
permit restoration of late evening 
mail collections, for the curtail- 
ment in collections is a major rea- 
son for the slow movement of the 
mail. 

In St. Louis, ADVERTISING AGE 
was told, it is commonly found 
that a letter from New York trav- 
els more expeditiously than a let- 
ter mailed in the central part of 
the city, dependent on local col- 
lection. 


® Ina few cities, postmasters have 
adjusted collection schedules and 
partially restored later delivery, 
Mr. Donaldson told ADVERTISING 
AGE. However, the widespread res- 
toration of late collections which 
had been under consideration last 
spring was abandoned because 
Congress failed to provide the 
funds. 

|The 1954 federal budget, sub- 
mitted to Congress since the prep- 
aration of this article, contem- 
plates the restoration of late col- 
lections and window service in 
most communities. | 

ADVERTISING AGE correspondent 


Elliott Marple isn’t quite clear yet 


ton office required 18 to 20 hours 
_ to move from the Seattle post of- 
| fice to his office in the Bay Bldg., 


oe aa va 
eae ae 


GROWING PAINS—This group of 127 rural ilb near H tead, Fla., was 
torn down early this month after Homestead Postmaster A. V. Phillips was able 
to provide house-to-house service for Leisure Village, a residential subdivision about 
two miles northeast of Homestead. During the past two years the Post Office De- 


partment has added about 8,400 routes 


serving 2,000,000 stops in an effort to 


keep pace with growing residential and business population. 


authority to send specials by regu- | 
lar carrier in business areas, where | 
regular carrier service may be 
quicker, and that’s the way it is 
being handied in Washington, 
Minneapolis and Cleveland. 

Special delivery service is so 
efficient in central Washington 
that 20 special delivery air mail 
letters, mailed to AA’s Washing- 
ton office from all parts of the 
country, were all delivered in less 
than 24 hours of the time they 
were postmarked. 


day. 
Atlanta postmaster Clyde Flem- 


ing says mail arriving as late as 


11 a.m. is being delivered in the 
business district, but residential 
mail must lie over because of one 
delivery. ‘Most people are satisfied 
with one delivery a day,” he says. 

Most Seattle mail arrives during 
the late afternoon swing shift, and 
moves on the carrier’s first morn- 
ing trip. “The one hitch is train 
mail coming from the East between 


'7:30 and 8:30 a.m.,” AA was told. 


“This stuff will hit the second or 


# Postmasters interviewed by AA) 
correspondents showed no inter- 
est in bringing back directory ser- 
vice for ordinary first class mail, | 
though most postmasters said they | 
were still providing service for | 
specials, perishables and other se- 
lected types of mail. Without dis- 
sent, postmasters said directory 
service was expensive, and rela-_ 
tively ineffective with the disap- 
pearance of city directories. 

“Now we have to rely on tele-| 
phone books,’ one postmaster 
pointed out. “Did you ever notice 
how many John Smiths are listed | 
in a typical big city phone book?” | 

When the curtailment order | 


‘carrying mail. 
‘routes and highway post-office 


third delivery in the business dis- 


'tricts, but will miss residential de- 


livery until the following day.” 


® Postal officials contend that 
much of the slow-down in mail 
handling is from conditions beyond 


| their control. In the past 25 years, 
| there has been a 65% decrease in 


the number of passenger trains 
Inter-city truck 


fleets are proving to be an effective 
substitute for train mail. 

AA’s report from New York City 
said that short-haul truck service 
on Long Island and some parts of 
nearby New Jersey is often better 


went into effect, Mr. Donaldson | than railroad “because we can con- 
estimated that 80 to 85% of the | tro] the mail for changes in sched- 


mail ordinarily moved into resi-| yje. When we used the Long Island 
dential areas on the carrier’s first) Railroad (which asked to be re- 


trip. 

If there are substantial quanti- | 
ties of mail lying over in post of-| 
fices as a result of trains arriving. 
after the carrier begins his rounds, | 
postmasters were less than frank | 
with AA’s correspondents. Most 
postmasters said first class mail to 
the business district is as good as_ 
it has ever been. 
s In many cities where trains ar- | 
rive in mid-morning, first class | 
mail to residential areas lies over. 


on the reasons why a special de-|In Los Angeles some of this late 
livery airmail from AA’s Washing-/ mail is relayed to carriers by ® Of 18 postmasters who gave AA 


truck. Minneapolis says some of | 
its trains arrive almost on carrier | 
deadline. “Normally their mail 


/spondents in 23 cities shows that particularly since it trailed by goes out on the first morning de- 


the curtailment order 


| 


right criticisms of Congress for With few deviations. Most cities | livery for the day. 


mandating the readjustments of 
the postal service.” 


# In resorting to service curtail- 
ment, Mr. Donaldson claimed there 
were no alternative ways of re- 
ducing the cost of postal opera- 
tions. Since 1945, he says, the pro- 
ductivity of postal workers has 
been increased about 10%, with 
volume up 45% and employment 
up 36%. 

Since World War II, wages and 
transportation costs for handling 


the mail have increased by $1,443,-. 


000,000, while rate increases have 
amounted to only $390,000,000. 
“Were it not for the economies 
that have been introduced the def- 


icit—now $670,000,000—would be. 


said the order opened the way for 

moderate reductions in the carrier 
‘and clerk force through consolida- 
tion of routes. 


® Minneapolis said 69 carriers be- 

came surplus, Hartford reported 
27, Atlanta 43. Jacksonville esti- 
mated its savings at $80,000; Des 
Moines believes it saved $185,000 
on deliveries and $148,000 by elim- 
inating directory and window 
service; Seattle said it saved 
$65,000. Portland, Ore., believes it 
saved $100,000. 

In most instances the reduc- 
tions in force have been cancelled 
out as post offices took on larger 
work loads. As the country has 
grown in the past two years, Mr. 
Donaldson told ADVERTISING AGE, 


} 


Seattle postal people insisted | 


remains two hours the first regular de-| livery, but if they are late, it may 


lie in the office for 24 hours.” 


Residential mail arriving in Cin- | 


Freggrnas delivery must be handled cinnati after 8:30 a.m. lies over 
by special delivery carriers, and for 24 hours. A recent check in Des 
that’s the practice, too, reported | Moines indicated about half the 


| by Milwaukee, Cincinnati, Jack- 
sonville, Des Moines, St. Louis, 
Denver, San Francisco, Atlanta, 
New Orleans, Los Angeles, New 
York and Portland. But Mr. Don- 
aldson told AA postmasters have 


15,000 to 20,000 first class letters 
which arrive after carriers are on 
the street are destined for the busi- 
ness district, and go out the same 
day, but residential mail must stay 
in the post office until the next 


THEY’RE PROUD OF THESE—The New Orleans post office is proud of its “new” 
truck fleet—140 trucks, none of which is more than three years old. This is probably 
the most up to date fleet attached to any post office. 


lieved of responsibility for mail 
service) we had to use trains which 
left New York near the proper 
time. With trucks we deliver right 
to the post office concerned.” 

As a result of postwar increases 
in rail rates, truck transportation, 
using leased and contract equip- 
ment is less expensive than rail 
transport. In the past two years, 
more than 300 contracts have been 
completed for truck haul, and 
scores of additional contracts are 
in preparation. 


data on train schedules serving 
their post offices, almost all re- 
ported deterioration, particularly 
of short-haul runs. Many, such as 
Seattle, said long-haul trains “are 
faster than ever.” Cleveland esti- 
mated it has lost 15 inbound and 11 
outbound mail trains since the war. 

Jacksonville has taken on sched- 
ules with bus lines. Milwaukee is 
using trucks to supplement service 
to Chicago and Madison. Cincin- 
nati is using highway post offices. 
Portland, Ore., says the addition of 
seven trucks shuttling to Seattle, 
200 miles to the North, has been a 
major factor in assuring early 
morning delivery of each day’s 
mail. 

Development of the highway 
post office system has moved rap- 
idly since 1948 to the point where 
95 routes were in operation. From 
all over the country came demands 
for additional highway post office 
service—these vehicles function as 
mail cars, reaching post offices in 
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areas of the country which have! 
lost their railway mail car serv- 
ice. But in the current year only 
24 routes are contemplated “be- 
cause of the shortage of funds.” 


propriations committee members, year lease. New 


recognized the problem. Rep. An- 
tonio M. Fernandez (D., N.M.) 
told how mail lies on the platform 
at Santa Fe. ‘“‘When the post office 


| was built, our population was 10,- 


= Air mail service is also a point 
of controversy, though from the re- 
ports of AA correspondents, plane 
schedules have improved consider- 
ably in recent years. St. Louis and 
Atlanta estimated a 25% “im- 
provement,” Milwaukee reports 
“healthy expansion,’ Cleveland 


000. Now it is 30,000, and we spill 
over into Espanola, Riverside and 
other nearby communities.’’ 

The solution in many cases has 
been to lease facilities from private 
groups. Cleveland has a new $10,- 
000,000 parcel post annex, erected 
by the New York Central, and 


leased quarters. 


York has new Money had been appropriated for | 


many of these jobs in 1940, but! 


Milwaukee has recently solved was rescinded with the outbreak 
its space problem with a $275,000 of World War II. 


leased parcel post annex across the 


The New Orleans situation was 


street from the Milwaukee rail- discussed. “When I was there sev- 
road depot. Packages are carried eral years ago,” Rep. Vaughn Gary 
to and from the depot on big con-| (D., Va.) said, “there were state-| 
veyor belts that run under the ments in the newspapers at that 


street. 


= Last year, the Post Office De- 
partment sent Congress a list of 82 propriations committee, no money | 
urgently needed projects, including was provided for post office con- | 


time that they were going to get a | 
new building immediately.” 
Despite the sympathy of the ap-— 


and Des Moines all say, “good.” 4vVailable to the post office on a 20-' Denver, Seattle and Santa Fe. struction. “When the proposal got 


But test mailing by the National | 
Association of Letter Carriers last 
January showed that in an amaz-| 
ing number of instances, airmail is | 
no faster than regular mail. 

Airmail and train letters were 
mailed simultaneously in 12 scat-| 
tered cities, including Sacramento, | 
Miami, Louisville, New Orleans, 
Boston and Pittsburgh. With the) 
exception of Sacramento, the air-| 
mail and train letter from each 
city arrived together. The Sacra- 
mento airmail, mailed at 10:30 p.m. 
Jan. 23, was delivered 9:10 a.m.. 
Monday, January 28. It preceded 
the 3¢ train letter by 24 hours. 

From Seattle, AA was told “It. 
takes longer between the closing. 
of airmail at the downtown main) 
office and departure of the plane 
from the airport than it does to 
fly from Seattle to San Francisco. 
Closing time at the main post of-| 
fice for the last flight south is | 
6:30 p.m.; at the Terminal, less 
than a mile distant, it is 7:30. Mail | 
leaves the terminal at 8:25 p.m., 


but does not leave the field—12 


miles distant—until 9:55 p.m.” 


s The shortage of post office | 


space has had a tremendous im- 
pact on mail handling. In Chicago’s 
big terminal post office—which 
handles more mail in a year than 
the entire Canadian postal system 
—two remarkable mail sorting 
machines are in operation. But the 
installation of additional machines 
is complicated by space consider- 
ations. “At the present time,” a 
postal official told AA, “the ma- 
chine increases a clerk’s produc- 
tion by 50%. But it requires twice 
as much space, and there simply is 
no space available for widespread 
use of the machines.” 

Since 1939, there has been no 
building program for post offices. 
Meanwhile the number of pieces 
of mail handled has gone from 27 
billion to 49 billion, and the quan- 
tity of parcel post and bulk mail 
has increased even greater. In 
1940, post offices handled 5,877,- 
000,000 pounds of mail, but in 1953 
they will handle 12,800,000,000. 


s From all over the country come 
reports of post offices bursting at 
the seams. 

Denver’s postmaster Frank 
Pomponio is ccoped into a building 
constructed in 1916 when receipts 
were $1,600,000, compared with 
$10,000,000 in 1951. Seattle’s ter- 
minal post office is in the same old 
rented building that was used in 
1925, when Seattle was half its 
present size, and receipts one-third 
the present amount. “So cramped 
here,” AA’s Seattle correspondent 
wrote, “they can’t even find room 
for the new tying machines and 
equipment which Washington is 
willing to buy.” AA was iold, “in 
rush hours, sacked mail slops onto 
the sidewalk, covered by tarps to 
keep off the rain.” 

San Francisco says “cramped for 
space”’; New Orleans, “construction 
of a new post office deemed emer- 
gency. Land for building now be- 
ing acquired”; Atlanta: “drawings 
completed for expansion, held up 
pending congressional appropria- 
tions.” 


® Last January, Mr. Donaldson 
made a determined effort to induce 
Congress to approve a list of the 
most urgently needed projects, in- 
cluding Seattle and Denver. Ap- | 


Derus Associates 


THE LEADER IN RAPID PRO- 
DUCTION AND EFFECTIVE 
DISTRIBUTION OF RADIO RE- 
LEASES AND NEWS MATS. 


Home Office 
420 North Michigan Avenue 
Chicago 11 


“Pve got a bank account 


Banks everywhere serve their communities 
in many ways—from junior savings to estate 
and trust planning—from small-business 
loans to major corporate financing. These 
manifold services they publicize through the 
printed word. Skillfully planned brochures 
and folders build an ever-widening clientele. 


Why are so many messages of sound finan- 
cial counsel printed on Oxford papers? Be- 
cause these quality papers provide extra 
printing accuracy and fidelity of tone, line 
and screen. Oxford grades are fit foundation 


for pages that sell. 


OXFORD PAPER COMPANY, 230 Park Ave., New York 17,.'.Y. 
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XFORD PAPERS 


Help Build Sales 


Mills at Rumford, Maine, and West Carrollton, Ohio 


OXFORD MIAMI PAPER COMPANY, 3.5 East Wacker Dr., Chicago I, 111. 
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before Congress,” AA was told, 
“there was a feeling that a post of- 


fice construction program should 000 for postage. 


include at least one project in each 
congressional district.” 


s AA’s Hartford correspondent 
contacted H. Early Bartlett, super- 
visor of mail for Fuller Brush Co., 

whose department supervises the 
handling of more than $1,000,000 of 
mail per year. While Mr. Bartlett 
emphasized that he was speaking 
for himself, he was of the opinion | 
that his views coincided with the 
Million Dollar Club, a technical or- 
ganization composed of 36 local 
mail supervisors in companies—in- 


{T'S IN THE BAG 
when you use tos in yeu: 
tions. eys prove 
| ‘people prefer them. Pictorial 
| mogs. and newspapers reach 


them. SINGLE PRINTS _ 
# obi. write 

Sabie. Wri se PRUE Pre Prost. 
me book No. 
CYE*CATCHERS 

207 E. 37th $t., N. ¥. boa 


top circul of | 


\cluding insurance firms—which 
‘annually spend more than $1,000,- 


| Mr. Bartlett feels that the ren- 
dering of more efficient postal serv- 
ice is stifled by directives from 
Washington, which local postmas- 
ters are required to follow. Spe- 
cifically he cited veterans prefer- 
ence regulations—which apply to 
all civil service agencies. He said 
he understood that veterans pref- 
erence laws require the postmaster 
to retain at work men who do so 
little so poorly that they are only 
‘in the way. 

He observed that the Hartford 
postmaster is relying on a small 
‘nucleus of conscientious supervi- 
‘sors and experienced employes 
“who are performing as good a job 
‘as could be hoped for under the 
| circumstances.” 

But he added, “In spite of severe 
hardships, the service is slowly im- 
proving. i 


ly Postal officials in Washington 


say the main reason for breakdown 
in the efficiency of postal workers 
is the so-called “Whitten rider,” an | 
appropriation bill provision which | 
prevented the department from) 
filling vacancies with permanent 
workers. 

With nearly 90,000 “temporary” 
employes on its rolls, the depart- 
ment said the morale of postal em- 
ployes was seriously endangered. 
Recently, the Department received 
permission from the Civil Service 
Commission to appoint permanent 
workers. Many of the temporary 
workers will not be qualified for 
permanent employment. According 
to Mr. Donaldson the process of 
finding permanent employes for 
the 90,000 jobs may take a year 
and a half. 


s Hartford’s postmaster, John F. 
Heneghan, struck a familiar note 
when he commented, “The future 
of the postal service hinges on 
more than complaining to the local 


postmaster. Present operations 


Advertising Age, January 26, 1953 


Reprints Available 


This series of articles has 
created so much interest and 
comment that ADVERTISING 
AGE has prepared a 12-page 
reprint of the complete study, 
which consists ef four arti- 
cles. A fifth article, not yet 
written, will make specific 
suggestions as to Post Office 
operation and management. 
This will also be reprinted 
and made available. Price of 
the 12-page reprint and the 
summary article will be 30¢. 


must be made more efficient and 
the public must decide whether it 
wants to pay for better service— 
by taxes or directly through higher 
rates. But the choice must be 
made.” 

Michael D. Fanning, postmaster 
at Los Angeles, was considerably 
more blunt. “My personal opinion 
is that the post office, as it stands 


WHAT HAS HAPPENED 
TO THE COST OF SELLING ? 


cost 


Industry Survey Shows: 
IN THE PAST TEN YEARS... 


OF PERSONAL SALES 


CONTACT IN INDUSTRY HAS 
GONE UP 81%... PUBLICATION 
ADVERTISING COST PER 
CONTACT UP 39% 


PROJECT: To determine trend in 
cost of personal sales calls and the 
trend in cost of advertising sales 


contacts. 


PROCEDURE: Cost per sales call 
was determined by a McGraw-Hill 
survey among sales managers of 87 


industrial companies. 


Cost per advertising sales contact 
was established by analyzing rates 
and circulation of 226 Business Pub- 
lications listed in the January, 1942, 
and January, 1952, issues of Stand- 
ard Rate & Data Service. 


RESULTS *: Between 1942 and 1952, 
average cost of personal sales calls 
went from $9.02 per call to $16.31 
per call. Average cost of business 
paper advertising went from 9/10 of 
a cent per contact to 1!'4¢. 


A complete re 
rtment’s La 


paper advertising, 


CONCLUSION: With rising and in- 
flated sales costs—with the need for 
greater sales apparent on all fronts— 
it is important to remember that ad- 
vertising in Business Publications 
can accomplish the necessary and 


effective. 


rt of the above study is contained in 


preliminary steps to a sale, at a cost 
of 114 cents per sales contact. This 
will free the salesman for the all- 
important final and closing steps . . . 
making each of his $16.31 calls more 


our Research De~ 


ratory of Advertising Performance Data Sheet #7020. 
f you want facts seins this or other subjects related to business 


your McGraw-Hill man. 


1942 
Cost of Contact 


1952 
Cost of Contact 


SALESMEN 


*Allowi 
the U. § 


general rise in prices. The cost of 


zine advertising contacts dropped 1754% 


actual price levels, 


McGRAW-HILL PUBLISHING COMPANY, INC. 


ApP 


HEADQUARTERS FoR 


for the inflationary increase revealed by 
Department of Labor consumer price 
index for the 1942-52 period, cost of saleamen’'s 
calls had an actual increase of 10.4% 


BUSINESS 
PUBLICATIONS 


above the 
business maga- 


below 
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| Dec. 9, 1952, is the finest govern- 
‘ment operation 


in the United 
States or anywhere else in the 
world. I believe the taxpayers are 
getting more out of it than out of 
any other branch of the govern- 
ment. I think the talk about a de- 
ficit should be dropped because it 
has never been and is not designed 
to be a money making institution. 
It is a service institution and a 
tremendous service to the entire 
country and world. 


= “The average post office em- 
ploye feels there are a few types of 
mailers who receive excessive 
privileges. One is the publishers 
of the country, particularly large 
magazine publishers, and we feel 
that their constant interest in the 
post office is stimulated by their 
own consciousness of the fact that 
they are getting a tremendous 
service for a very low price and 
are being criticized for it. 

“Certainly the private citizen 
who mails a letter for three cents 
is paying a much higher premium 
than a magazine publisher who 
has a magazine weighing 12 to 24 
ounces delivered for less than 
three cents. We feel that the first 
class mailer is really paying the 
freight for a number of privileged 
mailers. 

“We feel that instead of being 
charged with the expense of han- 
dling mail free for other depart- 
ments and for the Congress that 
we should receive credit on the 
books, and that if these and other 
injustices were removed, the Post 
Office Department would come 
pretty close to breaking even.” 


Next week: Who should pay the 
“deficit”? 


Heinz Sets Red Magic Drive 

H. J. Heinz Co., Pittsburgh, will 
promote its ketchup and cream of 
tomato soup with the theme “red 
magic” during January and Feb- 
ruary. The two products will be 
featured in coast-to-coast outdoor 
advertising, supported by ads in 
magazines and newspaper Sunday 
supplements. Ketchup will be pro- 
moted in Better Living, The Satur- 
day Evening Post and Woman’s 
Day. Tomato soup will be featured 
in Better Homes & Gardens, Family 
Circle, The Saturday Evening Post, 
True Story and Woman’s Day. 
Maxon Inc., Detroit, is the agen- 
cy. 


Buck Joins WNBC-WNBT 


Max E. Buck, formerly sales 
and advertising manager of King’s 
Super Markets, has been named 
director of merchandising, adver- 
tising and sales promotion for 
WNEC and its sister video station, 
WNBT, in New York. His first 
major project for the stations will 
be to work out a promotion tie-in 
with the retail drug trade. 


Names Olian Advertising 


A. P. Green Fire Brick Co., 
Mexico, Mo., manufacturer of fire- 
clay refractories and insulating 
firebrick, has appointed Olian Ad- 
vertising Co., St. Louis, to handle 
its advertising, effective Feb. 1. 
Trade publications and direct mail 
will be used. Previously, Oak- 
leigh R. French & Associates, St. 
Louis, had the account. 


East ‘TV Digest’ Gains 


The Philadelphia edition of 
TV Digest passed the 200,000 cir- 
culation mark at the beginning of 
1953. Last June, an ABC report 
showed 186,000. The Dec. 22 issue 
of AA erroneously reported the 
Philadelphia circulation at 17,000. 
The publication began a South 
Jersey edition recently to service 
WFPG-TYV, Atlantic City. 


Roberts Heads KXOK Inc. 


Elzey M. Roberts Jr., v.p. of 
KXOK Inc., St. Louis AM-FM sta- 
tion operator, has been elected 
‘president of the corporation. He 
‘succeeds Elzey Roberts, who has 
become board chairman. 


Penn-Daw to Cargill & Co. 

Penn-Daw Motor Hotel, Alex- 
andria, Va., has appointed Cargill 
'& Co., Richmond, to direct its ad- 
| vertising and public relations. 
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Execs’ Pay Rose 
9% in 1951-52 


New York, Jan. 20—During the 
fiscal year of 1951-52, the com- 
pensation levels of top executives 
increased 5% over the previous 


53 


Joins Merchandising Factors 


Roland Hauck, formerly an ac- 
count representative with Batten, 
‘Barton, Durstine & Osborn, has 
joined Merchandising Factors, San 
Francisco, as a creative group 
head. For 21 years Mr. Hauck was 
a member of the editorial and) 
plans department of J. Walter) 
Thompson Co. in New York and. 
on the West Coast 


year, according to the third annual 


report of the executive compen- | 
sation service of the American. 


Management Assn. 

The report compares this to the 
gross average weekly earnings 
of production workers in manu- 
facturing industries for that cal- 
endar year, which went 9% over 
the 1950 level. These figures, taken 
from Bureau of Labor Statistics 


reports, do not include fringe} 
benefits, the AMA says, where- 
as its figures include’ bonus 


payments and contributions to re- 
tirement funds as well as salaries. 


s The report is careful to point 
out that its figure for top execu- 
tive compensation is not indicative 
of what happened to specific com- 
panies or industries. Trends dif- 


Makes 117 Half-Hour TV Films. 


Guild Films Inc. has signed Lou | 
Snader in Hollywood, to produce | 
/117 half-hour television films| 
|starring Liberace, the pianist. Mr. 
|Snader heads his own production | 
‘organization, which has produced | 
750 musical film shorts during the | 
| past three years. Feb. 15 is the na- | 
|tional syndication release date for 
|the series. 


| 


Fidelity Lite Promotes Two 


| Fidelity Life Assn., Fulton, I1., | 
-has promoted Thomas O. Hertz- | 
berg to Ist v.p. and sales director. | 
|Mr. Hertzberg has been sales man- | 
,ager. Harold Allen, sales promo- | 
ition director, has been promoted 
|to v.p. and sales promotion direc- 
tor. 
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Your FUTURE 
is in 


CANADA! 


TEST Your product in Canada’s most Responsive, 
Co-operative TEST MARKET 


LONDON and Southwestern Ontario 


Completely dominated by 


¢ London Free Press y 
84,200" Daily 


Business is pyramiding in 
this rapidly developing 
country with the Future 


Western Ontariv'’s Poremest Ieurspaper 


*Publishers statement, March 31st, 1952 


Write C. G. Fenn 
Adv. Mgr. 


AA-3 


fered among companies and in-_ 
dustries, it says, because of the. 


relation between 
Middle management 
those between top policy-making 
and first-line supervisory jobs, 


earned an average $12,000. These. 
figures are based on reported pay- | 


ments to almost 15,000 executives 
in 1,850 companies. These com- 


compensation | 
and sales and profit performance. | 
people, | 


panies are classified in 46 major. 


industries and in eight size groups 


from $5,000,000 to over $500,000,-. 


000 sales. 
Companies in consumer goods 


industries did not do as well sales- | 


wise compared to the previous 
year as those in industrial pro- 
duction, the report says. 


s Of the durable goods manufac- 
turers, 85% were able to increase 
their sales and 43% produced in- 
creased profits after taxes. On the 
other hand, in retail trade, 72% 
of the firms studied increased 


sales volume, but only 14% showed | 


higher net earnings. 

The salary levels increased in 
all industries studied, by from 
4% to 10%. But bonus payments, 


in most cases contingent on profits, | 


were higher in some industries and 
lower in others. Variations were 
as much as 30%, both up and 
down. 


The most consistent compensa- 


tion increase was shown in con- 
tributions to retirement funds. The 
over-all increase was about 15%; 
in some industries, because of the 
adoption of new plans, tne in- 
crease ran as high as 30%. 


s About half of the middle man-| 
agement executives covered in the | 


survey received between $7,500 
and $15,500 annually. 
25% received between $15,000 and 
$18,000 per year, and 10% were 
paid more than $18,000. About 
15% were below the $7,500 level. 
This is the first time the AMA 
has surveyed the compensation of 
this group. 

If all the executives studied re- 
ceived the maximum the com- 
panies would be willing to pay for 
top experience and performance, 
the report says, the average salary 
of the group would increase from 
the $12,000 quoted above to about 
$14,000. 

Information on the executive 
compensation service may be had 
by writing the association at 330 
W. 42nd St., New York 36. 


Read Joins Axelson Mfg. Co. 


John H. Read, formerly sales 
manager of Burgess Battery Co., 
Freeport, Ill., has joined Axelson 
Mfg. Co., division of Pressed Stee] 
Car Co., Los Angeles. Mr. Read 
will work on the company’s ad- 
vertising and sales promotion pro- 
gram. 
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Allentown, Pa. Leads Nation 
In Retail Business Growth 
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by that famous Hess Brothers 
Department Store, piled up 
these gains 
through consistent 
advertising in the 
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the merchants’ own solution to 
the parking problem 
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r products in the ALLENTOWN MARKET 


Heart of Pennsylvania's 3rd Metropolitan Area 


HRONICLE NEWSPAPERS 


THE MORNING CALL 


Evening Chronicle 


SUNDAY CALL-CHRONICLE 
(Area’s Only Sunday Newspaper) 
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Stietel to Blaine-Thompson 


Herbert J. Stiefel, formerly v.p. 
and account executive with Peck | 
Advertising, New York, has joined | 
Blaine-Thompson Co., New York, | 
as senior account supervisor. 


| 


Teweles Seed Names Agency | 

L. Teweles Seed Co., Milwaukee, 
has appointed Klau-Van Pieter- 
som-Dunlap, Milwaukee, to handle 
its advertising. 


Fast, Easy, Low in Cost!) 


OPPORTUNITY MAGAZINE 


Today's soaring sales costs call for your careful 
examination of the old tested, proved inde- 
pendent selling field. This plan has built 48- 
state distribution quickly and at remarkably 
low cost for many of America’s multi-million 
doliar industries ... and hundreds of smalier 
firms. If your product or line can be sold by 
personal demonstration, we invite you to secure 
a frank, experienced appraisal of your possi- 
bilities and future in the direct-to-consumer 
selling field. There is no cost or obligation to 
you. Write today in detail. 


OPPORTUNITY MAGAZINE 
Dept. A-155, 28 E. Jackson Bivd., Chicago 4, Ml. | 


| 
| 
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This campus life was interrupted 


some matters; it blasted Sen. Mc- 


‘it was among the first to focus 


You Ought toKnow ° ¢ Gabriel Hauge beg the war. Four years were spent Carthy; it was against high tariffs; 


To admen and publishers, Pres- 


ident Eisenhower’s most auspicious | 
appointment to date has been to 
name Dr. Gabriel Hauge his ad- 


ministrative assistant for econ- 
omic affairs. 

Gabe Hauge is only 38, and until 
just a very few years ago he had 


the Presidents, 
could have cho- 7% 
sen a better man 
as a top assistant. 

For one thing, © 
Gabe’s wife is the 
former Helen 
Lansdowne Re- 
sor, daughter of | 
J. Walter Thomp- 
son Co.’s_ presi- 
dent. They were 
married in 1948, 
and she and the four Hauge chil- 


Gabriel Hauge 


| 
|dren—including a set of twins—) 
join Gabe in his move to the capi- | 
tal. 


in the Navy, Gabe at one point di- 
recting shore fire against Japanese 
installations from the U.S. S. Cali- 
fornia. After the war he returned 


attention on the problem of crime 


jin business, and it urged business 
'to contribute personnel as well as 


| to the ivy-covered surroundings of | cash to education. 
For another thing, he comes to Harvard and stayed around until | 


the government from the business he acquired a Ph.D. in economics 8 Meanwhile, Dr. Hauge had be- 
/paper field. From 1949 to 1952 he in 1947. 


was assistant to Elliott V. Bell,| 


‘come an inner-circle Republican. 


He and Mr. Bell worked together 


editor and publisher of Business » Ye joined the New York state|in the 1948 campaign. In Novem- 
little or nothing to do with either| Week and chairman of the execu- panking department that year, as ber, 1951, Gabe was approached by 
advertising or publishing. But it’s tive committee of McGraw-Hill chief of the division of research Henry Cabot Lodge and asked to 


x2 NATIONAL | aalae vad Po A Rega im those Ry mg ee Bye rag sana "eae and statistics. There he met rene 
| : h 
ot DISTRIBUTION . Bell, the man who was to play an 


/ever gone as high in politics as this 
‘new Presidential aide. 


© Born in Hawley, Minn., one of | 
four children in the family of the) 
|Rev. and Mrs. Soren G. Hauge, 
|Gabe started his career in 1935 as 
dean of men and coach of forensics | 
‘at Concordia College after getting | 
his bachelor’s degree there. Next 
he won a fellowship at Har- 
-vard, by 1938 had his M. A. and 
then taught economics at Harvard 
and Princeton. 


important role in Gabe’s business 


paper and political future. 


In 1949, Mr. Bell joined Business 
Week as editor and publisher, and 
Gabe went along to McGraw-Hill 
as his assistant and editor of BW’s 
Trend page. 

Under his direction this back- 
page editorial voice became out- 
standing and garnered an excep- 
tionally high number of press 
notices. “Trend” didn’t go in for 
anything like pussyfooting: It 
came out for price controls in 


You can't sell the Crystal Ball to 
Advertising Men- 


they work with facts, and buy proved 


reputations for reliable performance. 


Uniform, true-to-copy reproductions and 


dependable, understanding service may 
be facts that keep ROGERS’ list of well 
-known customers constantly growing. 


sc w’'o RR A 


CHICAGO 
2001 


CALUMET AVENUE * 


a * = = °c 9 


Members of the 


CAlumet 5-4137 


M P A N Y 


Master Craftsmen of Photo-Engraving 


PHOTO-ENGRAVERS ASSOCIATION 


« CHICAGO 16 


be the research head of a practi- 
cally unknown group—Citizens for 
Eisenhower. 

As one of the first people in the 
movement, he had little know- 
ledge of what close-mouthed Ike 
stood for. He says he began dis- 
secting the New York Times for 
scraps of information. By the time 
Ike returned to the U. S., the Citi- 
zens research department was a 
tightly knit, quick-acting outfit 
and Gabe was asked to take leave 
from BW to work for the group on 
a fulltime basis. 


s He joined Eisenhower in Den- 
ver as personal research director, 
and was with him through 50,000 
miles of campaigning. After elec- 
tion, Gabe took a two weeks’ rest 
in Nassau before getting back into 
the whirlwind at Eisenhower’s 
New York headquarters. 

There are those who say that no 
one, with the possible exception of 
|Mamie, saw more of Eisenhower 
on the campaign train than Gabe. 

As chief of the research and 
speech-drafting unit he coordi- 
nated and saw the last draft of 
every speech. His day often began 
before Ike’s 7 a.m. platform ap- 
pearances. After Ike left the train 
for a major talk in the evening, 
Gabe went to work on the drafts 
for the next day’s talks. 

After the Nassau respite, Gabe 
saw the general late in November 
and was asked to join the White 
House staff as assistant for econ- 
omic affairs. 

“T don’t suppose it was a com- 
plete surprise,” he candidly admits. 


® As Gabe sees it, there is “no 
question about the goals in our 
society”: stable economic progress, 
an increased standard of living and 
the minimizing of boom-bust ten- 
dencies. The recent administration, 
he says, always tried to solve prob- 
lems on a national scale, without 
any local or regional thinking. 

His guess is that the government 
will continue to play an active 
economic role. But there are more 
roads to Rome than the one tra- 
velled by the Democratic admin- 
istration, and now Gabriel Hauge 
is looking for them. 


Ewell & Thurber Moves N. Y. 
Office, Adds Thomas, Paynter 
Ewell & Thurber Associates has 
moved its New York office to 270 
Park Ave. John A. Thomas, for the 
past 15 years with Batten, Barton, 
Durstine & Osborn, has been 


named radio and television direc- 
tor for the agency. He will super- 


Lawson Poynter John A. Thomas 
vise both media for the Willys- 
Overland account. 

Lawson Paynter, formerly in 
charge of TV copy for Erwin, Wa- 
|sey & Co., has been named mana- 
|ger of radio and TV production. 
| He handled the Admiral Corp. ac- 
‘count, among others, at Erwin, 
Wasey, and at one time was ra- 
dio copy chief and business mana- 
|ger of the radio department for 

McCann-Erickson. 
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“If you can fix a faucet, you can 
insulate your attic with KIMSUL* 
— it’s easy as ABC!” 


You don't have to be a carpenter — you need no special 
tools or equipment — to install Reflective Kimsut 
msulation in your home this weekend! Kimsut is the 
easiest of all insulavions to apply, and complete attic 
coverage of the average S-room home costs less than 
$70 ' Sumply carry the rolls home im your car, cul each 
bianket to proper length and tack or staple im place 
It's easy, easy, easy! 

KimsuL employs the world’s most effective barrier 
to heat loss (hack fiber blanket plus reflective aluminum 
cover plus positive capor barrier, That's triple protec- 
tion —designed to reduce winter fucl bills up to 33° 
and keep room temperatures as much as 15° cooler on 
hottest summer days! 

Start enjoying the exclusive advantages of America's 
finest insulation now. Look for the KIMSUL dealer who 
displays Mr. “Do-it-yourself” (shown below), or write 
to Kimberly-Clark Corporation, Neenah. Wisconsin 


HANDYMAN—Kimberly-Clark Corp.'s Kim- 

sul home insulating material will be pro- 

moted in a new series of ‘do-it-yourself’ 

ads in shelter magazines through Foote, 
Cone & Belding. 


Export Ad Volume 


Increased 30% in 
1952, Study Shows 


NEw York, Jan. 20—Export Ad- 
vertising volume increased 30% in 
1952 for a record total of $11,824,- 
000. 


A total of 968 advertising agen- | 
cies placed 20,542 pages of adver- | 
tising in U. S. export publications 


last year. 


For the third consectuive year, 


J. Walter Thompson Co. leads the 
field. It placed 1,5641/2 pages of 
advertising compared with 912 1/9 
pages placed by Irwin Vladimir 
& Co. 

These figures were released yes- 
terday by Export Trade & Shipper 
in its 13th annual survey, based on 
data furnished by export publica- 
tions. 


s Estimates of dollar volume have | 


been a feature of this survey since 
1949, when the figure was placed 
at approximately $6,000,000. It rose 
to $7,000,000 in 1950, and for the 
reporting publications alone was at 
least $9,000,000 in 1951. A more 
than 30% jump was recorded in 
1952, setting a new high for a sin- 
gle year’s expenditure in U.S. ex- 
port publications. 


Radio-TV Drive to 
Introduce Jubilee, 


Johnson’s New Wax 


_ Racine, Wis., Jan. 20—S. C. 
Johnson & Sons is using its net- 
work radio and television pro- 
grams this week to break a na- 
tional campaign for Jubilee, its 
‘new wax product. 
_ The opening shot in the drive 
‘was the commercial on _ the 
Robert Montgomery television 
_show over NBC on Monday night. 
Throughout the rest of the week 
‘the middle commercial on John- 
|son’s daily news programs over 
Mutual is being used. 

Next week Johnson’s ABC tele- 
vision show, “The Name’s the 


| Same,” will be added to the sched- Metro Boosts Cargill 


ule. 


s Jubilee will also be supported 
by pages in the February issues 
of five store-distributed maga- 
zines—Better Living, Everywom- 
an’s, Family Circle, Sunset and 
Woman’s Day. 

No other advertising is planned 
for the next two months. Need- 
ham, Louis & Brorby, Chicago, is 
the agency. 

Jubilee is a creamy white emul- 
sion specifically designed for 
cleaning and polishing kitchen 
surfaces. It is recommended for 
removing “greasy cooking film, 
food stains, smudges and finger- 


inets, appliances and other kitchen 
surfaces.” 


been assistant to the v.p. of sales Typesetting in English 
‘in the Lever division of Lever and over 600 
Bros. Co., New York, has been Languages and Dialects 


2 ? |/promoted to the new position of 
marks from woodwork, walls, cab-| assistant national accounts sales 


Henry Oschay Heads BIPAD 
Julian Cargill has been pro-| Henry H. Oschay, business man- 
moted to eastern field manager for 4ger of Triangle Publications 
Metropolitan Sunday Comics Magazine division, was elected 
Group. He will assist Lyman Chairman of the 1953 Bureau of 
Worthington, general sales man- Independent Publishers & Distrib- 
ager. Mr. Cargill has been with utors at BIPAD’s meeting in Miami 
Metro for the past 11 years, han-|Beach Jan. 12-13. Mr. Oschay 
dling several major accounts. Be-|joined Triangle in 1943, and was 
fore joining the organization, he Previously with Standard Maga- 
was a v.p. of William Esty Co., ad-| zines and earlier was circulation 
vertising agency, and before that;manager of the Albany Times 
he was advertising director for Union. 
Butterick Publishing Co. 


Lever Promotes Campbell >» Foreign Language Division 
R. Craig Campbell, who has iii 


WORLD'S FOREMOST FOREIGN: 
LANGUAGE TYPOGRAPHIC SERVICE 


manager. He has been with the) 


company since 1936. | 


Total number of pages placed by 


agencies last year exceeded all 
previous records with the sole ex- 
ception of 1947, when the total was 
21,512 pages placed by 970 agen- 
cies. 


Just over half, or 485 of the 968 | 
agencies, placed four pages of ad-— 


vertising or less in export papers. 
The other 483 agencies placed up- 
wards of four pages, many record- 
ing new highs. 


s The first ten in ’52 follow. 


1952 1951 
J. Walter Thompson Co.... 


Irwin Vladimir & Co. ...... 912-1/9 882 | 
McCann-Erickson . 889-1/12 702 
Robert Otto & Co. ............ 837-7/12 636 
National Export Advertising 

ne sce 626-3/4 778 
Foreign Advertising & 

Service Bureau ............. 436-2/4 G04 
G. M. Basford Co. .... 3481/2 349 
Gotham Advertising 324-5/6 288 


Grant Advertising ..... eaislba 
Russell T. Gray Inc. .......... 


~ 
Bis eee 
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DWIGHT D. EISENHOWER PROCLAIMED HONORARY TEXAS DEMOCRAT, DALLAS, OCTOBER 15, 1952 — DALLAS NEWS STAFF PHOTO 


Ike won the ayes of Texas 


Texas left the Solid South for the second 
time in history last November to join the 
national sweep for Dwight D. Eisenhower. 
A vote of better than two million, the greatest Texas vote 
ever, reflected Texans’ concern over campaign issues. 
Korea, the Texas tidelands and an administration too long 
in power brought Texans to their feet with fire in their eyes. 


It was a typical Texas reaction. The spark was struck at 
San Jacinto in 1836 when Texas won her independence 
from Mexico. The flame that spark kindled burned party 
fences on election day. 


TRADITIONALLY AN INDEPENDENT Democratic news. 
paper, The News aligned itself in this year of decision 
firmly behind G.O.P. candidates for president and vice: 
president. From local and national conventions through 
the torrid weeks of campaigning, vital issues were squarely 
stated in The News, and squarely dealt with. 


DRAMATIC FRONT-PAGE EDITORIALS rallied North 
Texas voters around Eisenhower and Nixon. Deep in this 
Democratic stronghold, The News pursued its course with- 
out fear of consequence, in defense of a concept of democ- 
racy and human dignity much older than party politics. 


COMPLETE COVERAGE of campaign developments was 
supplied by fifteen seasoned reporters, editorial writers 
and special correspondents. A “grass roots” survey of the 
state, reports from The News’ Washington bureau and 
close contact with state administration and party leaders 
combined with powerful editorial thrusts to bring elec- 
tion interest to a peak on the morning of November 4. 
The rest is history. 


IN AN AREA OF INFLUENCE embracing 72 North 
Texas counties with more than one-third the state’s popu- 
lation and wealth, The News is a trusted and respected 
friend offering news coverage through the eyes of Texans. 
That’s why The News is so dominant an influence in the 
Double Dallas Market. That’s why your advertising gains 
in acceptance and results when it is seen in The News. 


CRESMER & WOODWARD, INC., Representatives 
New York « Chicago + Detroit + Atlanta + San Francisco + Los Angeles 


ONE OF A SERIES: THE STORY BEHIND THE NEWS’ CLEAR-CUT LEADERSHIP IN TEXAS 
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J. J. K. Copy-Art Starts Coin Machines Now 
New Printing Department 


J. J. K. Copy-Art, a division of Account for 18-20% 
James J. Kriegsmann, New Yor a 
photo-reproduction specialist, has of Soft Drink Sales 
established a printing department | 
to tie in with its other reproduc-| New York, Jan. 20—Vending) 
tion processes. Copy, advertising machines are credited with 18 to) 
and sales promotion for J. J. K.. 20% of 1952’s record soft drink| 
and its clients will be under the |yojyme. which is estimated at. 
supervision of Gene Davis, adver- $1,100 000 000 
tising manager and copy chief. |?°*°°™euN™™ 

This point is highlighted as a 


‘New Yorker’ Boosts Lawder ‘special “vending for profits” sec- 
‘tion in the January issue of 


The New Yorker has promoted | , ’ be 
Donald Lawder to the nt. post of |Nettonal Bottlers’ Gazette. 
manager of agency relations. Mr.| With about 600,000 bottle coin 
Lawder has been automotive man- coolers and about 40,000 cup-type 
ager of the magazine for 26 years. machines in use, the industry pub- 
William J. Conrad succeeds Mr. jication says, the vendor has 
Lawder. ‘upped industry sales by making 
‘soft drinks conveniently available 
‘in a variety of places, from air- 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 


Marie Maize om your’ next multi- 
“graph, mi 


tan areas, where plants have 
achieved a thorough coverage of 
potential outlets, these “silent 
salesmen” account for as much as 
one-third of the plants’ output. 
Bottlers also assert that vending 


succéssful year.) 


machines serve additionally as 
advertising media. 

Major outlets for automatic mer- 
chandisers, the publication’s study 


‘shows, are service stations, indus- 


trial plants, theaters, grocery 
stores, military installations, hos- 


pitals, airports, and educational 


institutions. 


Mail Order Makes Kenya Gem Corp. 
King of the Synthetic Gem Market 


By Allen Sommers jin most mail order operations, a 
PHILADELPHIA, Jan. 21—Mail or- well guarded secret. In fact, it has 


Advertising Age, January 26, 


der advertising looks easy. But 


astonished a good number of firms 


ports to zoos. In some metropoli- | 


Temple U Names Burr 


| John R. Burr, who has been 
identified with the advertising 
‘field for more than 25 years, has 
been named administrative assist- 
ant to Dr. Robert L. Johnson, 
|president of Temple University, 
Philadelphia. Mr. Burr was last 
_with Ward Wheelock Co. as an ac- 
count executive on several Camp- 
bell Soup Co. products. 


Haire Promotes McInerney 


Ray J. McInerney has been pro- 
moted to succeed John J. Kearney, 
who has retired after 34 years as 
business manager of Corset & 
Underwear Review, a Haire pub- 
lication, New York. Mr. MclIner- 
ney’s successor as _ advertising 
manager has not yet been named. 


there’s more to it than a piece of which have tried vainly to copy 
clever copy and a coupon at the Kenya’s approach. 
bottom. 

Kenya Gem Corp. of Philadel- 
phia is one outfit that has hit the 
iright formula. 
‘And in three 
years it has 
grown from little 
more than an 
idea to almost 
'$1,000000 in 
yearly volume. 

Kenva offers 
| gems “more bril- | 
|liant than the di- | 
jamond.” Just 


e Harry Boyd Brown, president of 
Kenya, told ADVERTISING AGE that 
_ at one time there were 15 would-be 
competitors trying to cash in on 
the growing public demand for 
synthetic gems. Most of them have 
since faded out of the picture, 
he says, and Kenya now holds 
85% of this business and continues 
to grow. 

In spite of full copyrights on 
advertising, Mr. Brown says some 
fly-by-night operators used Ken- 


h it h ya’s copy word-for-word and 
peed ad uiié Harry Brown = even its illustrations. Here and 
aged to bui there, Kenya brought copyright 


such a successful business is, as suits to slow down this duplication, 


Serving Newspapers, 
Advertisers and Agencies 


08 our business! 


We of the Moloney, Regan & Schmitt Organization are proud of the reputation we have earned 
throughout the Newspaper and Advertising Industries, as a constructive and co-operative force. 
If you want assistance, or information, involving any of the major markets in which we represent 


Newspapers, it is our pleasure to serve you—we act promptly and no service is too small, or too large. 


Moloney, Regan & Schmitt 


REPRESENTING NEWSPAPERS SINCE 1900 


Bridgeport Post-Telegram 
Cincinnati Enquirer 

Denver Post 

Houston Post 

Los Angeles Herald & Express 


Milwaukee Sentinel San Antonio Light 


William J. Schmitt 
Charles G. Burke 
W. Harold Foster 
Karl J. Shull 
Gilbert Falk 
Walter S. North 

R. A. Nelson 
David E. Hirsch 
James E. Pounds 
George F. Hybert 
William E. Black 
Robert J. Kolb 
John B. Nash 
Albert R. Carrell, Jr. 


Cornelius A. Regan 
Ernest A. Mennell 
Daniel M. Corson 
Thomas G. Duggan 
Jesse J. Bloch 
James D. McLean 
John R. O’Shea 
Elving N. Anderson 
John V. Marshall 
Willis E. Gray 
Lance R. Bell 
James i. Flood 

G. Spencer Prankard 
Wm. P. Gillespie 


Newark Star-Ledger 

Pittsburgh Post-Gazette 

Portland Oregonian 

The Salt Lake Tribune 

Deseret News & Salt Lake Telegram 


HERE ARE THE IMPORTANT NEWSPAPERS WE REPRESENT— 


Ingraham Read 
Samuel L. Schmid 
N. Clark Biggs 

J. Earl Shea, Jr. 


San Francisco Call-Bulletin 
Syracuse Herald-Journal 
Syracuse Post-Standard 
Toledo Blade 

Toledo Times 


Worcester Telegram-Gazette 


George J. Auer 

Herbert W. Moloney, Jr. 
Edward M. Loftus 
Thomas L. Emory 


” but many of these firms went out 
of business before the suits could 
be filed in court. 

| The success of Kenya is not 
really the mystery it may seem 
jon the surface. Back of the story 
are years of accumulated mail ex- 
/perience, gained in the days when 
‘mail order advertising was king. 
Mr. Brown was once an advertising 
man for Sears, Roebuck & Co. 
He has been associated with the 
Gundlach Advertising Agency in 
Chicago and spent more than 20 
‘years as a merchandising manager 
‘for Philco Corp. He is a popular 
lecturer on advertising and mer- 
|chandising. 


® Three others add to this ex- 
perience: Charles F. Steinruck 
Jr., for years with Philco; Franklin 
H. Bates, attorney and professional 
writer, and W. Boyd Spencer, Ken- 
ya sales manager and formerly di- 
rector of the mail order division of 
Good Home Stores. 

Here is Mr. Brown’s formula 
for mail order success: 

“First, you have to know the 
mail order business. You have to 
expect to make mistakes. The im- 
portant thing is to know enough 
not to make the same mistake a 
second time.” 

The second step is to choose a 
good advertising man and an agen- 
cy which is acquainted with mail 
order. Then make everyone a team. 
So Kenya added Orrin Quinby as 
ad manager and VanSant, Dug- 
dale & Co. of Baltimore as the 
agency. 


® Actual sales figures are closely 
guarded, but company executives 
send a complete list of inquiry re- 
sults to the agency. This is to give 
| the agency an idea of how each ad 
pulled. 
| “A lot of magazines look good 


HERE ARE THE 71 ABLE AND EXPERIENCED MEN AT YOUR SERVICE— on the basis of circulation and 
Herbert W. Moloney 


‘rates,’ explained the company 
‘head, “but there is a lot more to 
it than that. Remember, every 
mail order ad has to do its selling 
in print, and it has to pay its own 
way every time.” 

Kenya Gem uses both pages and 
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rates mean nothing. The only cri- 
terion, according to the Kenya 
team, is whether or not space will 
produce results in the form of 
inquiries at a low enough cost per 
dollar of investment. 


K. DuMont 


® That is probably why one may 
find a Kenya ad in almost every 
type of publication. Among the 40 
the company uses fairly regularly 
are such widely divergent ones as 
Better Homes & Gardens, Collier’s, 
Esquire, Life and Town & Country. 
Detective magazines and other 
pulps are also on the Kenya sched- 
ule. 
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most every ad. Kenya also mails 
out thousands upon thousands of 
catalogs and booklets requested on 
the small inquiry forms included 
in the ads. 

When Kenya Gem first started, 
it had one office with Mr. Brown 
and a secretary. Today, at 10 E. 
Coulter St. here, it boasts 26 em- 
ployes, two floors of air condi- 
tioned offices, an export division, 
a retail showroom in New York, 
plus dealers in major cities. 


® The Kenya Gem itself is a man- 
made jewel. After it has been ex- 
pertly cut and polished, it looks 
like a diamond and is actually 
more brilliant, but not as hard. 
The big difference is the price. 
A Kenya Gem costs only $27 a 
carat, including tax. A high grade 
diamond costs from $900 to $1,- 
500 a carat. 

In addition, Kenya markets man- 
made star sapphires, star rubies 
and a brand new scientific dis- 
covery, a man-made emerald simi- 
lar to the mined gem both physi- 
cally and chemically. 

Mr. Brown admits jewelers have 
made some objections to these new 
man-made gems, butanost of it has 
been of the nuisance type and came 
from smaller firms. He feels there 
is plenty of room for both real 
diamonds and the Kenya Gem. 

“The new gem is making the 
public more conscious of the beau- 
ty of larger size gems and helps 
the jeweler sell more and bigger 
diamonds than ever before. It also 
makes it possible for people to 
own one, two and three-carat gems 
they could not otherwise afford,” 
he adds. 


# From aé= scientific viewpoint, 
the Kenya is more brilliant than 
a diamond. Its refraction is 2.62 
to 2.90, compared to the diamond’s 
2.42. Kenya’s dispersion is 0.155 
to 0.205, compared to the diamond’s 
0.025. For years, refraction and 
dispersion have been the standards 
of gem brilliance and beauty. 

Just for the record, however, 
Mr. Brown was wearing a big, 
brilliant 14% carat gem in a yellow 
gold ring. He says it is a real 
diamond. We'll just have to take 
his word for it. 


Cronberg to WOR, Chicago 


Donald Cronberg, formerly with 
WAAF, Chicago, has joined the 


Names Robert L. Zimmerman 


Robert L. Zimmerman has been 
appointed information officer in 
the Chicago office of the Public | 
Health Service, Federal Security 
Agency. Mr. Zimmerman formerly 
was associated with Doremus & 
Co., New York. He succeeds Mau- 
rice English, who is on leave of 
absence. 


Cleveland t.f. Club Contest Set 


The t.f. Club of Cleveland is 
conducting its third annual con- 
test for the outstanding adver- 
tising manager of northern Ohio. | 
The winner will be announced at 
the club’s annual advertising man- | 
ager award dinner at the Allerton | 
Hotel, Feb. 26. 
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For all the facts 
on the Chicago TV Market, 
see TV Forecast’s surprising 
fact-filled survey 
by Market Facts, Inc. 


for your FREE copy call FRanklin 2-6931 


Wallace Buys ‘Sport Goods’ 


Sport Goods & Playthings, which % 
has been published by Fullerton | 
Publishing Co., Toronto, has been | 
sold to Wallace Publishing Co., 
an affiliate of Holliday Publica-— 
tions Ltd., Toronto. 
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In Canton, Ohio, where water hardness measures 


4 S t yy ] _— 29 grains, families spend 38% more than the 
—— Sy 1) rn national average per year on soaps and cleansers. 
a Consequently, the soap or detergent advertis- 

a | ing dollar invested in The Canton Repository 
a "> ae reaches a market 38% richer than the aver- 
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age. On a cost-per-sale basis, then, it costs 38% 
less to Secure soap and cleanser sales through 
Canton’s only daily newspaper—The Canton 


Repository. Get 38% more for your advertising 
dollar—be sure your schedule for soaps and 
cleansers includes The Canton Repository: 
100% city zone coverage; 98.8% home delivered. 


A Brush-Moore newspaper represented nationally by Story, Brooks & Finley 


sales staff of WOR, Chicago of-' 
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‘53 Ad Expenditures 
in Canada Will Be 
12-15% Above ‘52 


TORONTO, Jan. 21—National ad- 
vertising expenditures in Canada 
during 1953 will exceed those of 
1952 by 12 to 15%, according to 
Marketing’s annual forecast. 

The replies to several hundred 
questionnaires sent to national ad- 
vertisers indicate that this is a 
conservative estimate. More than 
51% plan to spend more money 
this year; 35% will spend the 
same; 6% expect to spend less and 
7% are undecided. 

The prediction of an increase 
is strengthened by the large num- 
ber of Canadian manufacturers 
who are preparing to launch new 
products this year. Many of these 


new lines will be extensively ad-— 


vertised. 

“Sales managers further confirm 
the optimistic picture,” Marketing 
says. “Some basic industries expect 
to increase sales by 15%. Keen 


| competition will affect some lines, 
/but prices for most consumer and 
industrial goods are expected to 
remain stable throughout the year. 


|The supply situation is better than | 


‘it has been for some years.” 


ee Henry Webel V. P. 


| Henry R. Webel, sales promo- 
‘tion manager of Hablemos del Ho- 
gar y de La Moda since its incep- 
tion Jan. 1, 1950, has been elected 
a v.p. of Suplementos Asociados 
Inc., New York publisher of the 
magazine. 


| 

Walker Forms Own Company 
| William J. Walker, formerly 
|with the market research section, 
‘major appliance division of Gen- 
eral Electric Co., has established 
his own company at 14 E. 28th St., 
|New York. 


_Kates-Boylston Moves 

Kates-Boylston Publications has 
moved to 607 Fifth Ave., New York 
17. The company publishes Ameri- 
can Funeral Director, American 
Blue Book of Funeral Directors, 
and American Cemetery. 


| 
| 
| 
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WESTINGHOUSE WINS—Ralph Z. Sorenson, manager of electric appliance division, 

accepts a 1952 “advertising performance” award from Wilmer H. Cordes, American 

Steel & Wire Co., on behalf of the Cleveland adclub, which presents the awards 
annually. Fuller & Smith & Ross, Cleveland, handles Westinghouse advertising. 


Early Television Camera in action, Philadelphia, January, 1932 


WPTZ, PHILADELPHIA... 


One of America’s Great Television Stations, 
now in its 21st year on the air! 


Yes, as far back as January, 1932, Phileo and WPTZ— 
then known as W3XE—were active in television. In 
1941, the year the FCC first granted commercial 
licenses to television stations, WPTZ began commer- 


cial operation. 


Now, in January, 1953, WPTZ is still Phila- 
delphia’s First Television Station. 


Down through the past twenty-one years people 
in Philadelphia knew about television, watched it over 
WPTZ. Most of today’s set owners saw their first TV 


show on WPTZ. Their 


first ight... first ball game... 


first drama... first political convention. 


Today, with its exclusive line-up of NBC stars 


and shows, its many 


high rated local programs, its 


strong hold on its viewing audience, there’s little wonder 


that WPTZ is First in Philadelphia. 


For complete details on WPTZ, give us a call 
here in Philadelphia, or see your nearest NBC Spot 
Sales representative. 


In Philadelphia people watch WPTZ more than 


any other television station !* 


WPT Zz 


NBC-TV AFFILIATE 


*ARB 


1600 Architects Building, Phila. 3, Pa. 
Phone LOcust 4-5500 or NBC Spot Sales 


Conventions 


*Indicates first listing in this column. 
Jan. 26-28. Newspaper Advertising Ex- 
ecutives Assn., annual meeting, Edge- 
| water Beach Hotel, Chicago. 
| Jan, 28. Associated Business Publica- 
tions, midwest clinics, Drake Hotel, Chi- 
cago. 

Feb. 9-11. American Management Assn., 
| marketing conference, Hotel Statler, New 
| York. 

Feb. 12-14. Southwestern Assn. of Ad- 
| vertising Agencies, annual meeting, Texas 
|Hotel, Fort Worth. 
| Feb. 13-14. Northwest Daily Press Assn., 
|annual convention, Radisson Hotel, Min- 
| neapolis. 
| Feb. 16-17. Inland Daily Press Assn., 
|midwinter meeting, Drake Hotel, Chicago. 
| Feb. 20-21. Pennsylvania Newspaper 
|Publishers Assn., display advertising con- 
|ference, Penn Harris Hotel, Harrisburg. 

Feb. 25. Associated Business Publica- 
tions, annual eastern clinics, Roosevelt 
Hotel, New York. 

March 9-11. Advertising Specialty Na- 
tional Assn., spring advertising specialty 
show, Palmer House, Chicago. 

March 18-20. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 31-April 2. Point of Purchase 
Advertising Institute, annual meeting and 
exhibit, Palmer House, Chicago. 

April 20-23. American Management 
Assn., packaging conference and exposi- 
tion, Navy Pier, Chicago. 

April 21-23. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 
| April 28-May 1. National Assn. of Ra- 
dio and Television Broadcasters, 31st 
annual convention, Biltmore Hotel, Los 
Angeles. 

April 30-May 2. Southern California 
Advertising Agencies Assn., 3rd annual 


|conference, Del Coronado Hotel, San 
| Diego. 

| May 1-3. Associated Business Publica- 
tions, annual spring conference, The 


*May 3-6. National Newspaper Promo- 
| tion Assn., annual convention, Fort Shel- 
| by Hotel, Detroit. 
| May 6-8. Assn. of Canadian Adver- 
|tisers, Royal York Hotel, Toronto. 

May 7. Export Advertising Assn., fifth 
annual international advertising conven- 
|tion, Hotel Plaza, New York. 

*May 25-26. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

June 8-10. National Sales Executives 
Inc., annual convention, Chalfonte-Had- 
|don Hall, Atlantic City. 
| June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
'Hotel, Cleveland. 

June 21-25. Advertising Assn. of the 
| West, annual convention, Fairmont Hotel, 
|San Francisco. 

June 22-24. Newspaper Advertising Ex- 


May 3-6 Hot Springs, Va. 


;ecutives Assn., summer meeting, Som- 
|erset Hotel, Boston. 
June 22-25. National Industrial Ad- 


vertisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 
| Sept. 21-23. Assn. of National Adver- 
| tisers, annual meeting, Drake Hotel, Chi- 
cago. 
| Oct. 4-8. Advertising Specialty National 
|Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

*Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. * 


Electronics Makers Elect 
Norman H. Moore, chief engi- 
neer, Litton Industries, San Car- 
los, Cal., has been elected presi- 
dent of the West Coast Electronics 
Manufacturers Assn. Other offi- 
cers elected are Ed Grigsby, sales 
manager, western division, Altec- 
Lansing Corp., Beverly Hills, v.p.; 
Don Larson, advertising director, 
Hoffman Radio Corp., Los Ange- 
les, secretary, and H. Myr! Stearns, 
v.p. and general manager, Varian 
Associates, San Carlos, treasurer. 


Caples Gets Bermuda Hotels 
Belmont Manor Hotel and Golf 
|Club and the Inverurie Hotel in 
‘Bermuda have named Caples Co., 
‘New York, to handle advertising 
|and publicity. The hotels were for- 
merly with Needham & Grohmann. 


Corday Promotes Storfer 

Herbert F. Storfer, formerly ad- 
vertising manager of Parfums Cor- 
day Inc., New York, has been pro- 
moted to director of sales. Mr. 
|Storfer joined Corday seven years 
ago. 


Miller Joins FC&B 

| Franklin L. Miller, previously 
, western advertising manager of 
|The American Weekly, has joined 
Foote, Cone & Belding, Chicago, as 
a member of the plans group. 


Adu 
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NBC, CBS Win Top 
Awards Given by _ 
‘TV-Radio Life’ 


HOLLYwoop, Jan. 20—NBC and. 
CBS hogged the spotlight at the| 
tenth annual distinguished achieve- 
ment awards, presented by TV- 
Radio Life, at yesterday’s luncheon 
> _ Hollywood Adveitising 

ub. 


In presenting the awards, Evelyn 
Bidgsby, editor, said they are not 
on the basis of a popularity poll 
or “boxoffice” receipts, but in rec- 
ognition of outstanding achieve- 
ments in the fields of radio and 
television entertainment for the 
year 1952. 


Television award winners were: 
On NBC, musical, “Dinah Shore 
Show”; dramatic, “Celanese The- 
ater’; mystery-detective, “Drag- 
net”; documentary, “Victory At 
Sea”; news, “Camel News Cara- 
van”; new characterization, “Mr. 
Peepers.” CBS winners were: con- 
version, radio to television, “Our 
Miss Brooks”; new show, “Omni- 
bus.” ABC won an award for “Oz- 
zie and Harriet”; new personality 
awards went to Martha Raye and 
Donald O’Connor. 


® Local recognition went to KHJ- 
TV, for sports; KNBH, for “Halls 
of Science,” educational, and the 
telecast of the first Florence Chad- 
wick Catalina channel swim as a 
special event; KNXT, for the panel 
show “Juke Box Jury”; KTLA, a 
special award to Klaus Landsberg 
for the “A” bomb telecast. New 
personality awards went to Rob- 
erta Linn (KTLA), and Liberace 
(KLAC-TV). 

Radio award winners were: On 
CBS, documentary, “The People 
Act” (not now on the air); new 
personality, Spring Byington; and 
writer-adaptor Frank Galen, and 
producer-director Elliott Lewis, 
both of whom are associated with 
several CBS shows. NBC winners 
were: dramatic, “Best Plays”; 
new show, “Bob and Ray.” Sup- 
porting player awards went to 
Irene Tedrow and Howard Mc- 
Near. 

Local recognition for radio 
shows went to KECA for news 
coverage, and KFI for the news 
program “KFI Calling.” 


Three Accounts to Buchen Co. 


Buchen Co., Chicago, has been 
appointed to handle advertising 
for Graver Tank & Mfg. Co., East 
Chicago, Ind.; Graver Construction 
Co., Chicago, and Phoenix Mfg.Co., 
Joliet, Ill., maker of horse shoes. 
Previously, Simmonds & Sim- 
monds, Chicago, had the Graver 
and the’ Phoenix accounts. 


Gehle to United Advertising 


E. C. (Jack) Gehle has joined 
United Advertising Agency, New- 
ark, as a public relations account 
executive. Mr. Gehle formerly was 
with the National Assn. of Manu- 
facturers, and prior to that was an 
associate editor of ADVERTISING 
AGE. 


Chippertield to Joseph Katz 


Frank L. Chipperfield has been 
appointed media director of Jo- 


CBS Radio Shifts Miller, 
_Untermeyer and Johnston 


William F. Miller, previously 
sales manager of WCBS, New 
York, has been named to fill the 
same position at WBBM, the CBS 
owned radio station in Chicago. 
Named to replace him at WCBS) 
was Henry Untermeyer, formerly 


York discount company, 


International Seeks Injunction) 

International Silver Co., Meri-. 
den, Conn., has filed a petition in| 
the New York state supreme court 
for a temporary injunction to re- 
strain E. J. Korvette Co., New 
from sell- 
ing at cut prices sterling silver 


| International. 


, 


i 11 th IN EFFECTIVE 
BUYING INCOME per CAPITA 


among Sales Management's 
162 Metropolitan Areas 


61 


with CBS Radio spot sales. 

At the same time, C. Gilman 
Johnston, assistant sales manager ‘Shulton Promotes Carpenter 
of WBBM, will transfer to New 
York as an account executive in ries maker, has promoted Frank 
radio spot sales. |M. Carpenter to general sales 


? ° 
| manager. He has been with i fl 
Capper Joins Headley-Reed __ | i 


hese noqupepere are pleased that 
the Quad-City area has moved 3 
steps ahead to llth place in the 
effective buying income category. 
This great depth of quality among 
240,500 Quad-Citians is a _ pretty 
good promise of success for the 
advertiser who has quality mer- 
chandise to sell and does it ispatch 
through The Argus and The es pe 
—the newspapers that cover 


the 4 Quad-Cities. 
® oS eRe St Ce 


‘and silver plated items made wd 


Shulton Inc., New York toilet- | 


The MOLINE Ziseazed 
Zhe ROCK ISLAND. 7¥egues 


ome AMEN HLAPE CO Motona! one! Regrereaterive 


company for 14 years. 
Guy Capper, formerly of the. 4 F 
TV spot sales department of Amer- McCarty Joins ‘Parade’ Staff _ 
ican Broadcasting Co., has been| James C. McCarty, formerly | 
named a television account execu-/| with Life’s Cleveland sales staff, | 
tive with Headley-Reed Co., New has joined the New York staff of | 
York station representative. | Parade. 


MAIL SURVEY OF SUBSCRIBERS 


by National Analysts, Inc. 


@ Send For Copy of 6-Page Summary 


1948 FIFTH ANNIVERSARY 1953 


——— Ger the facts about this respon- 
7 yer 650,000 Net Paid sive, newly created large audience 
Circulation ° \FE of active well-to-do people with 
BY] ERIAN better than average education 

PR ‘ and possessions. oe 


1952 RECORD 


Space Sold 4th Quarter, UP 77% 
over 1951. For the year, UP 32% 
over 1951. Advertising Revenue, 
up 103% over 1951. CIRCULA- P 
TION, UP 27% last 6 months oe 
over same period in 1951. 


SUBSCRIBERS 


like their interesting easy-to-read : 
church news magazine...and 4 
they patronize the advertisers. 


SELL YOUR PRODUCT 
to interested, loyal able-to- 
buy readers for their personal, 
home and family needs... 
for their church, Sunday 
school and institution needs. 
Current rates are based on 
450,000 average net paid. 
$990.00 black & white page 
rate gives delivered cost of 
$1.53 per 1,000 subscribers. 


Meets Tom Sowve’ 


a 


eae a eS 


A Senorto 
1953 


March? 


SPECIAL BOOK ISSUE 


oe ue 
LOOK —at these 1952 Advertisers and Agencies* 


Trim Size 8% x WY” 


seph Katz Co., Baltimore. Mr. | 
Chipperfield formerly was with 
Hewitt, Ogilvy, Benson & Mather, | 
New York, and Roy S. Durstine 
Inc., New York. 


Names Burlingame-Grossman 


Charles Hellmuth Printing Ink 
Corp., Chicago, New York, Balti- 
more and St. Louis, has appointed 
Burlingame-Grossman, Chicago, to 
handle its advertising. Trade pub- 
lications and direct mail will be 
used. 


WHBF Joins CBS Radio 


WHBF, Rock Island, Iil., will 
affiliate with CBS Radio effective 
July 1, replacing WQUA, Moline, 
Ill., as the Columbia outlet for the 
Quad City area. WHBF cperates 
on 5,000 watts. 


ABINGDON-COKESBURY PRESS 
AMERICAN BIBLE SOCIETY 
Atherton and Currier, Inc 
AMERICAN SEATING CO. 
Roche, Williams and Cleary, inc 
ASSOCIATION PRESS 
Monn Ellis Inc 
THE BALOWIN PIANO CO. 
Ruthrouff & Ryan, inc 
BANKERS LIFE AND 
CASUALTY CO. 
Schwab ond Beotty, Inc 
FORD E. BEDFORD 
Coleman Todd & Associotes 
BELTONE HEARING AID CO. 
Ruthrov# and Ryan, Inc 
CATHEDRAL FILMS 
J. M. Lenz — Advertising 
CHILTON GREETINGS CO. 
Moxwell Sockheim and Co., Inc 
Cc. G. CONN, LTD. 
MocDonold Cook Co 


COX SONS AND VINING 
Roeding and Arnold, |< 
DAMAR PRODUCTS, INC. 
Maxwell Sockheim and Co., Inc 
DOEHLA GREETING CARDS, INC 
Schwab and Beatty, inc 
DOUBLEDAY AND CO., INC 
Moxwell Sockheim ond Co, inc 
FAMILY READING CLUB 
Maxwell Sockheim and Co, |nc 
WILFRED FUNK, INC. 
Schwab and Beotty, Inc 
é.. ¥ af Peng: cotinine INC. 
Horry Turner and Associates 
GENERAL ELECTRIC CO. 
Botten, Barton, Durstine & Osborn. |nc 
GREYSTONE CORP 
Moxwell Sackheim and Co, Inc 
GROLIER SOCIETY 
Doyle, Done, Bernbach, |r 
HAMMOND INSTRUMENT CO 
Young and Rubicam, inc 


HARPER AND BROTHERS 
Denhard and Stewart, Inc 
HIGH FIDELITY MAGAZINE 
Manhattan Advertising 
HI-LITE INDUSTRIES 
Olian Advertising Co 
HENRY HOLT AND CO., INC. 
Maxwell Sackheim and Co, Inc 
KETCHUM INC. 
Ketchum Macleod & Grove, Inc 
THE LIONEL CORP. 
Buchanon & Company, Inc 
LOWE'S, INC 
Donahue & Coe, Inc 
THE MACMILLAN CO 
Atherton and Currier, tne 
MARION-KAY PRODUCTS CO. 
The Biddle Co 
McGRAW-HILL BOOK CO. 
Denhord & Stewart, inc 
MONROE CO. 
lessing Adv. Co 


€. R. MOORE CO. 
MUHLENBERG ae ~ 
reig Associates 
NATIONAL BIBLE it Fe 
oltz. Wessinger, Inc 
THOMAS NELSON AND SONS 
Batten, Barton, Durstine & Osborn, Inc 
NIRESK INDUSTRIES 
Robert Kahn and Associates 
NORTH AMERICAN ACCIDENT 
INSURANCE CO 
Franklin Bruck Adv. Corp 
OXFORD UNIVERSITY PRESS 
Denhoard & Stewart, Inc 
STUDIOS OF GEORGE L. PAYNE 
Gordon Pilling, Inc 
PAYNE- —- STUDIOS, INC. 
ont: Advertising Agency 
PRAISE sooK PUBLICATIONS 
Revere — Advertising 
PRENTICE-HALL, INC. 
Franklin Spier, inc 


J. P. REDINGTON AND CO. 
Henry W. Gann Advertising Agency 
SCHULMERICH ELECTRONICS, 
INC. 


Richard A. Foley Adv Agency 
SERVEL, INC. 
Burke Dowling Adams, Inc 
SIMON AND SCHUSTER, INC. 
Schwab and Beatty, inc 
UNIVERSITY OF CHICAGO PRESS 
Sussman and Sugar, Inc 
THE UPPER ROOM 
Robert G Fields and Co 
WELLS ORGANIZATIONS INC. 
ee PRESS 
a. ag Sugar, Inc 
wicks ORGAN C 
Wolloce iad Studios 
aay er INC. 
y A. Joeger, Advertising 
word “WiDe ART STUDIOS 


Merrill Kremer, inc 


“Used equivalent of | page or more in 1952 


W. Wilson & Assoc., 40. 50th St., New York 22, 
Allen & Rutherford, 230 E. Ohi St., Chicago 11, i. 
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FAITHFUL—B. F. Goodrich Co. has been 
a regular advertiser in The Saturday Even- 
ing Post for 50 years. The Post took note 
of the fact the other day and saluted Good- 
rich with this handsome bronze plaque. 


IMPROVEMENT—Gustave Frankel (left), president, and Richard Lippincott, v.p. and 
director of sales for Holeproof Hosiery Co., Milwaukee, take the company’s 80th 
anniversary as an excuse to look at two pairs of pretty legs decked out in Holeproof 

hosiery worn in the post-Civil War period and in the present era. as 


OUT OF DIAPERS—Harold Crary, v.p. in charge of sales for United Air Lines, holds 
pictures of himself demonstrating the growth of United over the past 12 years. 
The airline’s revenue for 1952 hit $150,000,000. 


: an 
COMBINATION—Container Corp. of Amer- MUNICIPAL ADVERTISING—City commissioners of Newark, N. J., resorted to out- 
ica designed and produced this combina- 


ion fl disol d shippi door advertising, through United Advertising Corp., to urge motorists to get their 
per h ‘oc He v4 — ee. og mee cars off the street when it snows so snow plows, fire apparatus and ambulances 
ata os aiaas one Tine —_ = can get through the streets. Officials say the message is having the desired effect. 


CHANGING BOTTLES—In case you don’t 
PROFIT PLANNERS—Those smiles come from the prospect of better merchandising 


emember, bitters used to come in bottles 

for Salt Lake City merchants as a result of a new monthly publication, ‘Profits ia ar : \ tii aon é fan like > oo a ane right. Angostura- 

PI /' to furnish t sal d busi tatistics. Left to right H , ‘ i > 

loner fra eran tae ond bane wot, ett ah ore Hor) 8. aqrcyING WARDROBEDionond Math Co, New York, hopes te hove ll is Worpeiman Cap. sy ‘ie_modern of 

Newspaper Agency Corp., representative for the Salt Lake City Tribune and Suse paper and wood products in new matching packages by the middle of February. indrica “* phew gto Rag andis- 
News-Telegram, and Marion S. Burdett, of the clearing house. ’ 


ON DOTTED LINE—Chas. Pfizer & Co., Brooklyn, N. Y., manufacturing chemist, 
recently signed for a full cycle of covers in the Journal of Agricultural & Food Chem- ; 
istry, becoming a charter advertiser in new American Chemical Society publication. 
Seated (from left) are: Merald Lue, v.p. of Reinhold Publishing Corp., which han- 
DOUBLE ANNIVERSARY—Stephen Goerl, president of Stephen Edward C. Ryan Jr., director of copy and client contact; Dee dies advertising for the society's publications, and Stuart M. Low, assistant adver- 
Goerl Associates, New York, cuts a cake to celebrate the fifth Day, publicity; Sylvia Locker, space buyer; Sabra Holbrook of tising manager of Pfizer. Standing are Dr. Walter J. Murphy, editor; Malcolm K. 
anniversary of his agency and his 25th year in the advertising consumer relations, and Gedeon Takaro, secretary and art di- Nielsen, manager of Pfizer's food and beverage sales division, and Ransom A. 
and promotion business. Waiting to be served ore (from left) rector. Miller, account executive of MacManus, John & Adams. 
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Drop in Baseball 
Receipts Not Due 
to TV: Wrigley 


Blames Loss on Lack 
of Amusement Money, 
Effect of Night Games 


Cuicaco, Jan. 21—A double re- 
assurance has been given baseball 
fans here that they will continue 
to see telecasts of the home games 
of the two local teams, the Cubs 
and the White Sox, National and 
American League teams respec- 
tively. 

The first assurance came from 
P. K. Wrigley, president of the 
Cubs ball club and head of Wm. 
Wrigley Jr. Co., the chewing gum 
maker, in an interview given to 
the Sporting News. Mr. Wrigley, 
as the result of a study, has exon- 
erated TV from blame for the drop 
in baseball attendance. He blames 
a dearth of young people with 
enough coin to afford gate prices 
and night games, which are keep- 
ing the older folks away. 


ws The second assurance is the sign- 
ing of a contract by both clubs 
with WGN-TV for the sixth sea- 
son for televising all daytime home 
games. The Cubs will play 77 day 
games at home in 1953 and the 
White Sox will play 54. Sponsor- 
ship is shared by Theo. Hamm 
Brewing Co. (Campbell-Mithun) 
and Chesterfield cigarets (Cun- 
ningham & Walsh). 

Mr. Wrigley, who is a member 
of a fact-finding committee which 
has been investigating the TV 
situation, blamed a lack of amuse- 
ment dollars primarily for the 1,- 
433,894 drop in attendance in both 
major leagues last year. 

He said he has figures to sup- 
port his reasoning and will turn 
them over to Commissioner Ford 
Frick and the two major league 
presidents, Warren Giles (Na- 
tional) and William Harridge 
(American) before the fact-find- 
ing committee’s meeting in Feb- 
ruary. 


e He said that there were 44% 
fewer single persons between the 
ages of 18 and 30 in 1951 in the 
U. S. than there were in 1940. In 
addition, most of the people in 
this age bracket were either in. 
military service or married and) 
tied to financial obligations, which 
made it difficult to include amuse- 
ments in the family budget, he 
asserted. 

Mr. Wrigley has taken most ot 
the figures in his survey from. 
the U. S. Chamber of Commerce. | 

He also laid some of the blame. 
for attendance drop to night games, 
asserting that older people are re-. 
luctant to tear themselves away | 
from home after dark. Signifi-| 
cantly enough, he pointed out, 
life longevity has increased and. 
he reasons that people, faced with | 
a longer future, are unwilling to) 
spend their money on amusements | 
too freely. 

Mr. Wrigley is the only owner 
of a major league ball park emo, 
out lighting facilities for night-| 
time games. | 


# Scanning the future, Mr. Wrig-| 
ley noted that projected figures 
indicate there will be 2% fewer | 
persons in the 18-20 age bracket) 
by 1960 and that at the same time 
the over-60 group will have in-| 
creased by 25%. | 

Mr. Wrigley compared the base- | 
ball business with the dance hall | 
business, in which he also has 
an interest. 

“We have a casino on Catalina 
Island with a dance floor big 
enough to accommodate 3,000 
couples,” he said. “When there 
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are only 200 couples on this floor 
'at the same time they look lost. 
|The same thing is true in our ma- 
fe league baseball parks—a small 
ie is lost in ’em. 

“Our problem then becomes the 
same, gearing promotion to at- 
tract the younger fan—and there) 
aren’t as many of them as there) 
used to be,” he said. 

He concluded that baseball to- 
day is big business and demands 
both the practical experience and | 
the touch and foresight of the. 
business man. 


The attendance loss last year 


here last weekend. 


Communications Commission, a 
reth, former governor of Maine, 
seeks to erect a TV transmitter 
atop Mt. Washington, N. H. With. 


the 6,280-foot peak—highest in 
hit National League teams the the Northeast—the signal could 
hardest. Figures for the league |reach an estimated 1,500,000 per- 
were down 842,441, compared with sons in Vermont, New Hampshire, 
1951. The American League lost| _Maine and Quebec, according to 
591,453 admissions last year. The the Mt. Washington TV Inc. ap- 
only teams to show attendance plication. The group pointed out 
gains in 1952 besides Mr. Wrig- | that unless its plan is effected, 
ley’s Cubs were the Cincinnati parts of this area might be with- 
Reds, the St. Louis Browns, the out television for years. 

Washington Senators and the The petition estimates the cost 
Philadelphia Athletics. _of building and operating the sta- 


New Englanders Petition FCC for Right 
to Build TV Station on Mt. Washington 


PORTLAND, ME., Jan. 20—A tele-| tion for a year at $750,000. 
vision station with coverage of 


| 24,000 square miles across three ered by the proposed super trans- 
New England states was proposed mitter are Burlington, Montpelier, 


group headed by Horace A. Hild-| 
‘and Rockland, Me. 


summit by means of ice chisels 
and belaying pins, and technical 
'workers required to maintain the 
transmitter would have to remain 
‘on the mountain for stretches of 
‘about three weeks, the group ex- 
plained. 

In addition to Mr. Hildreth, who 


Among communities to be cov- 


Rutland, Barre and White River currently is president of Bucknell 
In a petition to the Federal Junction, Vt.; Berlin, Concord, La-| University, Lewisburg, Pa., prin- 


conia, Dover, Rochester and Ports- | cipals of Mt. Washington TV are 
mouth, N. H., and Portland, Bidde-| William H. Rea, Charles Hildreth, 
ford, Lewiston, Waterville, Bath) Theodore Atwood, John Kimball 
| and Harold Meyer, all of Portland, 
‘and William F. Rust, Manchester, 


an output of 135,000 watts from # By filing its petition for Chan- N. H.; John H. Guider, Littleton, 


nel 8 on the v.h.f. band, the group \N. H., and Carleton D. Brown, 
became the third seeking that al-. Waterville, Me. 


‘location. The other applicants are | 


planning to set up a low power Ross Advertising Moves 

outlet in Lewiston, Me., according Ross Advertising, Peoria, IIl., 

to the Mt. Washington supporters.) has moved its offices to 515-17 
The men characterized their | Citizens Bldg., 225 Main St. 


venture as “definitely a pioneer Maine Boosted to Copy Chief 


project.” Fierce weather makes Fred Mai 
; aine has been promoted 
the peak unreachable by vehicle from assistant to copy chief of 


nine months of the year. Relief Morey, Humm & Johnstone, New 
crews would have to scale the York. 
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For an NBC documentary... 
the production excellence of a 


TV Film 
ala Kling 
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Ki ling studios 


*CHICAGO - 
HOLLYWOOD + 6650 Sunset Boulevard 


NEW YORK * affiliated with Thompson Associates 
40 East 51st Street 


DETROIT + 1928 Guardian Building 


601 North Fairbanks Court 


hs 


wa the National Broadcasting 
Company undertakes a filmed tele- 
vision documentary series, you can be 
sure it will be done right. NBC made 
sure by assigning the production of its 
current half-hour film on Frank Lloyd 
Wright to Kling Studios. 


Kling set designers recreated the 
architect's study on the sound stage in 
Kling’s Chicago studio, using a photo- 
mural made by Kling’s technicians at 
Wright’s Taliesin home. While interior 
shooting was in progress, other Kling 
crews were filming location shots in 
Wisconsin and Arizona. Assignments 
were timetable-controlled so that all 
processing, cutting and editing of film 
could be accomplished in quick order at 
Kling’s Chicago studio. 


2° 
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us . = 


Why not insure the success of your 
television show the way NBC does? 
Kling serves many of the country’s 
outstanding advertisers with TV film 
shows and commercials. ..economical- 
ly produced in our Chicago and Hol- 
lywood studios with the modern multi- 
camera technique. 


Kling in Hollywood offers you the 
artistry, star casting, sets and unlim- 
ited facilities of the world’s film center, 
including award-winning animation by 
our new division, Ray Patin Produc- 
tions. 

Add to this, a highly skilled perma- 
nent staff of writers, directors and 
technicians, and you see why Kling 
gives you the best in advertising know- 
manship plus Hollywood showmanship. 
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JWT Reports TV Set Saturation 
Is High in Many ‘Non-TV' Cities 


Only 301 of 3,073 
Counties ‘Untouched 
by TV,’ Study Shows 


New York, Jan. 22—Many ma- 
jor markets with no TV stations 
of their own have a high ratio of 
ownership of television receivers 
to households in the area. This 
“demonstrates how much greater 
than popularly conceived is the 
breadth of television coverage.” 

So concludes J. Walter Thomp- 

' son Co. after an analysis of video 


| saturation in each of the country’s 
‘top 162 markets. 
As examples, the agency cited 
'Trenton, N. J., with a 90% ratio 
of TV set ownership to households; 
|Akron, 78.3%; Worcester, Mass., 
76.5%; Fall River-New Bedford, 
Mass., 70.2%; Allentown-Bethle- 
/hem-Easton, Pa., 90%; Bridgeport, 
/Conn., 73%; Hartford, Conn., 
'68.2%; Kenosha, Wis., 73.2%; 
Muncie, Ind., 63.8%; Harrisburg, 
| Pa., 65.1%, and Canton, O., 60%. 


'@ The agency reports that of 21,- 


4 


O0Dland TAM 


\ 


Sold- 384,320 Cook Books, 


a story of real sales action! 


WOOD and WOOD-TV offered a series of 24 “WOOD and 
WOOD-TV Cook Booklets” to the important food outlets 
in Western Michigan. Normal profit margins were granted 
and WOOD and WOOD-TV assured adequate radio and 
television advertising backing. 


Booklet No. 1 was offered for sale the first week. Each 
week thereafter throughout the 24-week period a new book- 
let was added. The promotion started February 28, 1952. 


OBJECTIVES? 
1. To promote WOOD and WOOD-TV to our audi- 
ence and your customers. 


2. To obtain a factual report on the ability of WOOD 
and WOOD-TV to move merchandise at the retail 
level—in large volume and at reasonable 
advertising cost. 


USED RADIO AND TV EQUALLY... 


We budgeted $400 a week for radio and TV advertising 
over the 24-week period. This broke down as follows: 


Daytime TV (announcements only) — first and third 
six-week periods 

Daytime and Nighttime Radio (announcements and 
programs) second and fourth six-week periods 


Each medium received an equal share of the budget. No 
other promotion was used, 


(Copy continued in ad at right) 


GRAND RAPIDS, MICHIGAN 


Grandwood Broadcasting Company 


NBC — 5,000 Watts 
Associated with 


WFBM-AM and WFBM-TV — Indianapolis, Ind., WFDF — Flint, Mich, 


WEOA — Evansville, Ind. 
National Representatives: Katz Agency 


|000 sets installed as of Jan. 1, 
82.9% are located within the top 
162 U. S. markets as defined in 
“Population and Its Distribution,” | 
compiled by J. Walter Thompson 
Co. and published by McGraw- 
Hill. Nearly 60% of the nation’s 
families live in these areas. 

Seventy-six of the 162 markets 
had TV stations at the time of the 
study. Those 76 areas account for 
47% of the nation’s households 
and 73.6% of video sets installed. 
Thompson found only 301 of 3,073 
U. S. counties “as yet completely 
untouched by television.” 


@ The agency would not indicate 
specifically how its estimates were 
arrived at, but pointed out: 

“The data on which these mar- 
ket estimates are based has been 
derived from a variety of compe- 
tent sources, many of which are 
confidential. The accuracy of these 
estimates has been authenticated 
by field investigation in selected 
markets and the figures reported 
are believed to have an accuracy 
of plus or minus 5%. Projections 
of data accumulated during the 
past year were made through the 
application of a formula based on 
historical performance. No market 
was credited with greater than a 
90% ratio of television receivers 
to households. 

“The number of households re- 
sults from a projection for the 22- 
month period that has elapsed 
since the compiling of the U. S. 
census in April, 1950, and takes 
into consideration the varying de- 
grees of growth that occurred in 
individual markets during the pre- 
vious 10-year period.” 

Thompson, figuring the average 
life of a TV set at about eight 
years, does not consider obsoles- 
cence an important factor as yet. 
The agency said trading in the 
second-hand market is lively, as 
old TV families go for larger size 
screens and their old receivers 
are sold to somebody else. 


@ The market-by-market figures 
were not discounted for multiple 
ownership, which was put at 1% 
or less of the total TV homes. 

Saturation figures in areas with 
no TV stations of their own un- 
doubtedly have been boosted by 
the installation of privately owned 
community antenna systems. These 
systems pick up a distant signal 
and transmit it to subscribers’ 
homes by cable. 

JWT said the study, “Today’s 
Television Market,” was made to 
provide data to help answer such 
questions as: 

“How effectively can _ specific 
markets be reached with tele- 
vision? 

“In which markets are other 
media required to achieve satisfac- 
tory coverage? 

“Is the sales and merchandising 
follow-through that stems from 
television advertising being di- 
rected to the markets where it 
will do the most good?” 


20,000,000 WON'T SEE 
MUCH TV, BONFIG SAYS 


Boston, Jan. 20—More than 20,- 
000,000 Americans will have almost 
no TV service unless pay-as-you- 
see television makes some head- 
way, H. C. Bonfig of Zenith Radio 
Corp. said today. 

Zenith’s director of sales told the 
Advertising Club of Boston that 
high costs will prevent national 
advertisers from using more than 
the top 100 to 125 markets for their 
network programs. Without their 
help, small-market TV _ stations 
will not find enough “advertiser 
money” to operate, he said. 


s The only answer to this prob- 
lem, Mr. Bonfig said, “is the es- 
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sold to local advertisers, could 
finance the profitable operation of 
television stations in hundreds and 
hundreds of small markets.” 


AANR Moves into Dallas; 
Howe Becomes Chapter Head 


A. W. Howe of Burke, Kuipers 
& Mahoney has been named pres- 
ident of the new Dallas chapter 
of the American Assn. of News- 
paper Representatives. 

Other officers elected are David 
Rutledge of Katz Agency, v.p.; 
Sloan McCauley of Branham Co., 
secretary-treasurer, and Wylie 
Stewart of Scripps-Howard News- 
papers, national director. 


McIntosh Joins ‘Skyways’ 


Douglas B. McIntosh, former- | 
ly executive v.p. of U. S. Camera, ' 


has joined Skyways, New York, in 
the same capacity. He also has re- 
sumed his activities with Henry, 
McIntosh & Sinfpson, publishers’ 
representative. 


Meadow Joins Cohen Agency 


Leon Meadow, formerly with 
Ted Bates & Co., has joined the 
copy staff of Harry B. Cohen Ad- 
vertising Co., New York. Mr. 
Meadow also has been associated 
with Hanley, Hicks & Montgomery, 
Blackett-Sample-Hummert and J. 
Walter Thompson Co. 


GE Promotes Goddard 

George C. Goddard has been 
promoted from northeastern re- 
gional manager to manager of 
marketing of the Locke depart- 
ment of General Electric Co., 
Baltimore. 


RESULTS? PLENTY! 


WOODland ! TV | 


\ 


copy continued from preceding ad 


WE SOLD 384,320 COOK BOOKS... 


tablishment of subscription tele- 
vision.” He said that “the income 
from Phonevision,” which Zenith 
has long tried to foster as a sub- 
scription TV plan, “added to the 
‘income from sponsored programs 


More than twice the total population of Grand 
Rapids! Moreover, our well-heeled WOODlanders 
bought 7,100 binders to hold the complete 24-book 
series, That is a lot of impulse merchandise in any- 
body’s league! Profits to the book publishers and 
to the retailers were most satisfactory. 


WE'LL TELL YOU HOW WE DID IT... 


In a report printed especially for our Missouri-born 
friends. It’s a complete breakdown of the WOOD 
and WOOD-TV Cook Booklet Story, including stores 
used, copies sold and detailed description of the 
radio and television advertising schedules. Once 
again, we offer conclusive proof —THE RICH 
GRAND RAPIDS MARKET IS YOURS OVER 
WOOD AND WOOD-TYV! 


Write for your copy 
today, direct to us 
or your nearest Katz 
Agency. 


GRAND RAPIDS, MICHIGAN 


Grandwood Broadcasting Company 


NBC — Basic; CBS, ABC, DuMONT — Supplementary 
National Representatives: Katz Agency 
Associated with 


WFBM-AM and WFBM-TV — Indianapolis, Ind., WFDOF — Flint, Mich, 


WEOA — Evansville, Ind. 
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Hottman Radio Plans 
50% Boost for TV 
Set Ads This Year 


Los ANGELES, Jan. 21—Hoffman 
Radio Corp. will increase the 
advertising budget for its television 
sets by 50% in 1953, according to 
Don Larson, advertising director. 

Mr. Larson would not reveal the 
actual budget, but said that though 
the increase will be noticeable in 
established markets, a large part of 
it will go into new television mar- 
kets as new stations go into opera- 
tion. 

Prior to last year, Hoffman dis- 
tribution was basically in the west- 
ern states. Last year an expansion 
program was begun and the com- 
pany now has distributors in 33 
principal marketing areas. It has 
limited distribution in such cities 
as Chicago and New York, but 
spotty coverage across the country. 
New markets entered will be prin- 
cipally an expansion of area cover- 
age of present distributors. 


s Newspapers, outdoor, television 
and radio will be used. In each 
new market Hoffman will open 
with an 1,800-line ad, which will 
be followed for a period of two 
months by a series of 800- and 400- 
line ads once a week. All ads will 
be editorial-type. 

Hoffman is now sponsoring the 
half-hour Abbott & Costello film 
series in 11 markets, and will use it 
in new markets opened to telecast- 
ing this year. Spot campaigns will 
be used on radio. 

In addition to regular outdoor, 
the company has a complete out- 
door dealer identification program 
using lighted electric signs. To pro- 
mote use of these signs Hoffman is 
running a dealer contest. Inside 
identification material includes an 
eight-foot satin banner, cabinet 
covers, a theme banner, acetate 
banner, and a shadow box display 
set. 

Foote. Cone & Belding, Los 
Angeles, is the agency. 


Fetter Boosts One, Adds One 


Fetter Printing Co., Louisville, 
has promoted Frank L. Stork Jr. 
to director of creative sales de- 
velopment. John C. Chappell, for- 
merly with Howard-Duckett Co., 
Kingsport, Tenn., has been ap- 
pointed Mr. Stork’s assistant. 


Nichols Joins Credit Group 


Jack M. Nichols, formerly sales 
promotion manager for F. B. Con- 
nelly Co., Portland, Ore., electrical 
jobber, has been appointed public 
relations and advertising director 
—— Credit Card Inc., Port- 
and. 


Welton Opens PR Agency 


Chauncey G. Welton, formerly 
superintendent of the Factory In- 
surance Assn.’s department of in- 
formation, Hartford, Conn., has 
opened his own public relations 
agency. 


U. S. Trunk to Silton Bros. 


United States Trunk Co., Fall 


River, Mass., has appointed Silton | 


Bros., Boston, to handle its adver- 
tising and merchandising. Pre- 
viously, Bo Bernstein & Co., Provi- 
dence, R. I., had the account. 


Luce Joins ‘Elks Magazine’ 


Harold Luce has been appointed 
travel advertising manager for 
Elks Magazine, New York. He for- 
merly operated his own direct 
mail business and earlier was with 
J. Walter Thompson Co. 


2 Accounts to Cargill & Co. 


Atlantic Life Insurance Co. and 
Union Envelope Co., both of Rich- 
mond, Va., have appointed Cargill 
& Co., Richmond, to direct their 
advertising. Atlantic Life formerly 
was a direct advertiser. 


Adler Admitted to Four A’s 


William Hart Adler Inc., Chi- 
cago, has been elected to member- 


ship in the American Assn. of Ad-— 


vertising Agencies, New York. 


65 
Names D'Arcy Advertising _WKNB-TV Names Three Execs bs ye Se 
Barber-Ellis of Canada Ltd., to P WEER-AM-SY, ew prism, ——_~ COMPLETES SALES |h- 
ronto stationery manufacturer, has Conn., as appointe ernar i 
appointed D’Arcy Advertising, To- Singer promotion manager. Erwin PO INT O F S A L E AT POINT OF SALE 


ronto, to handle its advertising. In| Needles, Hartford sales manager 
the past the company has been a of WKNB-AM-TV, who has been 
direct advertiser. Plans call for handling promotion in addition to 
schedules in both consumer and sales duties, will devote his full, 


business publications. time to selling. Ralph H. Klein, | 


formerly station supervisor of, 
Mrs. Golden Joins Freitag , WONS, Hartford, has been named | 
Freitag Advertising, Atlanta, has 


a television sales representative. | 

appointed Mrs. Betty N. Golden. 
to its public relations dapartnent. | American-Avis Ads Start 
rs. Golden formerly was editor A series of full-page advertise- | 
of the Northeast Georgian, Cor-| ments in Time is promoting the 
nelia, Ga. “plane side” service provided by 
| American Airlines Inc., New York, | 
‘Independent’ Names Rep ‘and the Avis Rent-A-Car Sys-. 
The Independent, Richmond,|tem, New York. Ads will stress 
Cal., has appointed Story, Brooks that passengers may order an Avis 
& Finley as its representative, ef-| car at destination point when the 
fective Feb. 1. The newspaper was | plane reservation is made. Ruth-| 
represented formerly by West- rauff & Ryan is the agency for. 
Holiday Co. | American. 


== 


Bust tien eS 


Serving manufacturers of brand-name products from coast to coast. 


Representatives in principal cities 


“A BEAUTY TO 
LOOK AT!” 


“A BEAUTY TO 
PRINT, TOO!”’ 


HAMMERMILL COVER has the outstanding printability that 
produces attractive and trouble-free advertising pieces. 


There’s nothing like an attractive cover paper to give 
your broadsides, booklets and folders a lively, modern 
look that invites high readership. And as printers know 
from experience no cover paper performs better than 
Hammermill Cover in the fast money-saving production 
of jobs delivered on time. 

It doesn’t just happen! From clean, strong pulp on 
through bleaching, beating and paper machine, Ham- 


mermill Cover is made to provide unusual printability 
for sales messages that stand above the crowd. In any 
of eleven lively colors and bright white, it provides the 
sparkling background that sets off printing beautifully 
and helps win extra return for your direct-mail mer- 
chandising. Try it once and you'll buy it 

again and again. 28 


You can obtain business printing on Hammermill papers wherever you see this shield 
on a printer's window. Let the Guild sign be your guide to printing satisfaction. 


> re ” eae meee See 


COVER 


- 


Hammermill Paper Company, 
1459 East Lake Road, Erie 6, Pennsylvania 


Please send me—FREE—the up-to-date sample book of 
Hammermil! Cover and the Hammermill Kit of Cover Designs. 


Name 


Position 


Please attach to, or write on, your business letterhead.) Aa-26-' 
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This Week in Washington... 


‘ing as a consumer to make his 


By Stanley Cohen 
Washington Editor 

WASHINGTON, Jan. 22—Twenty- 
six senators, including seven Re- 
publicans, have joined in spon- 
soring a resolution which sets up 
a special Senate committee on 
“consumer interests.” 

Sen. Guy Gillette (D., Ia.), who 
serves as spokesman for the group, 
indicates that the committee would 
give special attention to prices 
which consumers pay for fuel, 
clothing and food. It would dig into 
such delicate subjects as the cost 
of producing, processing and dis- 
tributing the things consumers 
buy. 

A similar proposal was intro- 
duced in the Senate last year, and 
approved by the rules committee, 
but did not come to a vote. Re- 
publicans allied with the project 
include such middle-of-the-road- 


opinion heard.” 
” * 
|Postmaster Generalship, Jesse 
‘ers as James Duff (Pa.), R. c. | Donaldson made good his promise | 
|Hendrickson (N. J.) and Leverett to petition the Interstate Com- 
‘Saltonstall (Mass.). “merce Commission for another in- 
Sen. Gillette’s agriculture com- crease in parcel post rates. The de- 
‘mittee did some preliminary prob- °8ion to go after another rate hike | 
ing into the markups for processed “2 @nnounced more than six 
‘foods during the past Congress, ™onths ago, and a schedule of | 
‘but withheld most of the statisti- P™P0sed increases was issued last 
The proposed 13-man committee final proposals submitted to the 
would resemble the special com- ICC Jan. 15 visualize increases of 
mittee on small business, in the @bout 35%. Unless the petition is 
sense that it would collect infor- Withdrawn by the new postal ad- 
mation and issue reports but would ™inistration, the next step is for 
not handle legislation. the ICC to fix a date for public 
“The interests of consumers do hearings on the plan. 
not now have adequate represen-| e + e 


tation in vital economic legisla-| Attorney General Herbert 


tion,” Sen. Gillette says. “Under Brownell was spared at least one 
the Senate rule defining the juris- anti-trust hot potato this week 
diction of standing committees, the! when his predecessor announced 
_word ‘consumer’ does not even ap- | that the criminal anti-trust inves- 
pear. No effective means exists in tigation of the electronics industry 
| Congress to permit a citizen speak- had been abandoned. 


’o BILLION buying power 


EFFECTIVE BUYING 
INCOME 
$457,557,000 


POPULATION 
312,300 


*All of Sante Clara County 


BUSINESS GAINS 
UP 554” 


Advertising Age, January 26, 1953 


The grand jury study which has, 
been under way in New York’ 


ufacturers were engaged in mo- 
nopolistic conspiracies on a host 
of subjects, including the supres- 
sion of color TV. In withdrawing 
the criminal probe, retiring At-| 
torney General James P. McGran-_ 
ery suggested that civil anti-trust | 
action to revise electronics indus-| 
try trade practices might still be 
necessary. 

* © 

A special intergovernmental 
committee that has been examin- 
ing the problem of enforcing the 
anti-discrimination clause in fed- 
eral procurement contracts re- 
ported that the clauses have had 
little more than lip service from 
contractors during the 12 years 
they have been used. 

The committee’s report concedes 
that clauses of this kind are dif- 
ficult to enforce because. discrim- 
ination arises from the prejudices 
of labor unions and entire com- 
munities at least as often as it orig- 
inates with employers. The final 
report, which was transmitted to 
President Dwight D. Eisenhower 
for consideration, calls for exten- 
sive “educational” work in the fair 
employment practices field. 

It suggests that the Advertising 
Council be asked to broaden its 
“United America” campaign to 
“spread the realization that econ- 
omic costs of discrimination re- 
duce manpower resources, and that 
hiring, training and promotion in 
employment should be based on 
individual merit.” 

The commission says education- 
al work must be directed at three 
groups: employers, unions and the 
general public. In addition to the 
Advertising Council, it proposes 
that the government recruit the 
cooperation of business and labor 
groups “and advertising associa- 
tions.” 

. * 


. 
Incidentally, White House staff 


ment Mr. Jackson is still on the 
job, but his office is marking time 


|sought to determine whether man- on new projects. 


26 Senators Back Consumer Committee us: vesore sitvving out of the 


2 e * 

A special outside management 
organization which has been 
studying the structure of the De- 
partment of Justice reports that 
there is unnecessary overlapping 
in the anti-trust field between Jus- 
tice and the Federal Trade Com- 
mission. 

Both outfits occasionally file 
anti-trust cases against the same 
associations and companies, under 
different sections of the anti-trust 
statutes, but each insists it achieves 
a different and worth while re- 
sult. The management group ap- 
parently remained unconvinced. It 
suggested that Justice take the in- 
itiative in arranging for a study to 
mark out the sphere of influence 
of the two agencies. 


» . * 

Supplies of steel will be largely 
in balance by spring, according to 
the National Production Authority, 
and supplies of aluminum are 
more satisfactory. Copper, how- 
ever, remains uncertain. At the 
moment, NPA is saying that copper 
will be under control beyond mid- 
year, when present rationing au- 
thority would normally expire. 

7 * * 

New Treasury Secretary George 
M. Humphrey says he considers 
the excess profits tax “in principle, 
a bad law,” but he refuses to en- 
courage senators to conclude that 
the new administration will agree 
to removal of the tax on June 30, 
as currently scheduled. He insists 
a balanced budget remains his first 
objective, eliminating the hope for 
general tax reduction “in the im- 
mediate future.” 


Three Join G. M. Basford 


David Nutt, Deane Boyd and 
Kenneth Mehrhof have _ joined 
G. M. Basford Co., New York and 
Cleveland agency, the first two as 
assistant account executives and 


since 1939, compared with 
nation's average of 287%. 


Californias 4th Market 


In Metropolitan San Jose, where half our dollars DO grow 
on trees . .. modern factories and new homes in a swelling 
tide balance one of the nation’s richest orchard and truck 
garden areas. To capture this vital market of customers ready 
and able to buy, follow your nose to nearly half a billion 
dollars . . . available through the .. . 


CIRCULATION 75,467 


++. nearly double in 8 years. 


Sources: Sales Mesagement May 10, 1952; 
ABC Nov. |, 1952 
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HALF our DOLLARS 
DO GROW on Trees - 
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UV 
a healthy, balanced econ-  }4 


omy for marketers of d 
every type of goods and ——~ If 
services. ‘ 
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chief Sherman Adams is reported | the latter as an account executive. 
to have decided that the White Mr. Mehrhof was formerly public 
House should continue to have a| Cnautieal Corpo M ~ beige = 
small staff to develop public in- | QDaulical Corp. Mir. Mutt was wi 

terest information programs in co- | W™- von Zehie & Co. and Mr. 


'B ith Left , 
operation with the Advertising | aye Wa Ae rae veces 


Council and similar groups. | 

The issue is down to a matter Wille oo as ——- 
of personalities. Unless there are ober . llie, formerly oO 
compelling political considerations Allegheny Ludlum we x we er 
it’s hard to see how Mr. Adams| 2€¢? nam ee CS Sate an 


et 
can improve on Charles Jackson, | advertising for Johnson & Hoffman 
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DU PLICATE ORIGINAL 
RAVINGS 


SOC ae 


PROCESS FE NG 
1PORTANT SAVINGS 


AT IN 


* An exclusive development. 
tiple insertions 

yaaceo hcotl simultaneously 
it is now possible to furnish 
each publication its own 
originals and progressive 
proofs at a cost only 
slightly above patent-types. 
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Engravers, Ine. 


Beautiful Color Work « Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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Advertising Age, January 26, 1953 


1952-1951 and December Advertising Pages and Linage in Farm Publications 


Ofticial Figures as Compiled by Farm Publication Reports Inc. 
Publications with an * report directly to ADVERTISING AGE 


Commercial Dis- 
play Excluding 
Poultry, Classified 


Commercial Dis- 
play Excluding 
Poultry, Ciassified 


re F and Livestock, in and Livestock, in 
-~—Total Advertising, In Pages——. —-——Total Advertising, In Lines. Lines ——Total Advertising, In Pages——. ————Total Advertising, In Lines———. Lines 
Dec. Dec. Year Year Dec. Dec. Year Year Dec. Dec. Dec. Dec. Year Year Dec. ec. Year Year Dec. Dec. 
1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 
New England Homestead 25.4 30.5 453.1 458.9 17,770 21,362 317,178 321,213 11,616 15,711 
Farm Magazines Ohio Farmer ........ 28.4 37.5 683.1 637.4 21,775 28,784 524,592 489,548 18,302 25,495 
eeeee " - “ e. . . ’ , ’ . regon ar e . le je P '. ’ ’ , * 

Snr, Gefis": @BORS GEE Matt ose oe ee eM Bee ae Sue cme BY 82 Bie Bae SS Eee 2am Le Be 

eee le e ’ A ’ 5 . . a , ’ ’ ennsylvania oe le P le . ’ ’ * ’ a ’ 

on © hanch—Bouthern Apricutteriat a ene , a ee Prarie Farmer on 45.3 471 898.0 8619 3 627,364 26,069 27,945 

rf ; #illinois Edition .. ‘ a 0 39 2,945 34,294 653,709 ‘ . A 
#Upper South Edition 24.4 34.3 360.3 389.7 16,610 23,312 244,928 264,956 15,144 22,070 #Indiana Edition .. 45.1 464 889.1 847.5 32.855 33.750 647.243 617,002 26.161 27.401 
#Lower South Edition 24.7 34.7 3788 393.5 16.769 23, 257,531 7,581 15,198 22.328 Average 2Editions . 45.2 468 8935 8548 32,900 34,022 650.476 622.183 26115 27.673 
H#Southwest Edition. 33.6 45.6 494.5 447.3 22,861 31,019 336,180 370,574 19,855 28,179 Rural New-Yorker .... 19.5 23.9 377.6 373.7 15.324 18728 296.016 292978 11.356 14823 
. Average 3 Editions . 276 38.2 411.2 4102 18,747 25,974 279,546 301,037 16,732 24/192 Utah Farmer 3... 37.1 35.3 13398 386.9 28.062 26.661 423,219 420,984 23.372 24,064 
: allaces’ Farmer .... y ‘ ,003. \ y , . ‘ 5 2 
HCarclina-Va Edition 79.6 82.7 1,107.0 982.6 54081 56,240 752,577 647,749 51,802 53,886 Washington Farme BTL 308 "5003 4640 20.474 25.277 578.208 § 350818 16,360 21,034 
.-Ala.-Fla, estern Farm Life . J 24, i 3 y 8, ° A ’ 5 
és Esition ays’ 79.4 825 1,124.3 997.9 53,982 56,133 764,290 678,495 51,427 53,620 woatterdsmen Edition | 14.9 10.2 391.7 340.2 11.697 33: 968 307,062 268,944 3362 9368 
Ay. .* isconsin Agriculturi ; je , 3 16 A 2, . $,325 
pe ORES 77.8 80.5 1,069.9 947.8 52,891 54,718 727,321 644,456 51,126 52,769 | Total Group ...... 726.9 10.5 14,251.3 13,6135 553,540 616,310 10,861,766 10,382,876 452,330 530,692 
oc aa ES 78.2 78.1 1,080.4 957.8 3,148 53,107 734,448 651,188 51,200 51,099. #Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 
fies filme AB GS ties tae Bee bee ee Be Bet Re 
Successful Farming ... 62.8 _ 89.0 1,090.0 1,149.4 28,261 40,038 490,495 512,166 27,338 39,096 | Farm Linage Trend Fisues in thousands 
Group ...... 343.2 436.7 53283 5,392.3 201,823 254,008 3,098,047 3,137,284 192,285 244941 | 

#Not included in totals | 

Monthlies 

t*Agricultural Leaders’ 

OE oe —m ame 272 218.4 a= == 465 27% —— == 

American Frult Grower. 18.8 16.7 297.6 294.5 8,012 7,219 ‘ 127,198 7,914 7,105 

tAmerican Poultry Journal: | 
#Eastern Edition .. 37.5 36.1 409.0 433.2 16,103 15,489 175,467 185,770 8,256 9,760 | 
#Midwest Edition . 26.0 40.1 3335 364.6 11,145 17,202 143,077 156412 6997 9,975 
#Pacific Edition... 33.0 31.9 300.9 309.7 14,17 3) 129,072 132.853 8.542 8.750 | 
Average 3 Cditions . 32.2 36.0 3478 369.1 13, 15,452 149.205 158,345 7.932 91495 

Arkansas Farmer ..... 92 140 1869 186.6 6,924 10,620 141,284 141,075 6.557 91698 | 

Better Farming Methods 26.2 26.4 418.0 458.4 11.237 11,305 179,279 196,574 11.237 10,793 

Breeder's Gazette .... 14.5 17.2 221.4 268.7 6,527 7.762 99,643 120,940 5,204 6,310 

*California Citrograph. 22.1 22.4 278.2 300.4 14, 15,022 960 210,922 14,658 14,882 

California Farm Bureau } 

Monthly .......... 13.1 140 136.0 149.7 9,933 10,850 102,838 113,201 9,310 10,535 | 

*Carolina Co-Operator. 9.0 11.5 1168 1406 3,780 4,850 49,053 5910 3,780 4.850 | 

*Cattieman, The ..... 100.0 96.6 1,508.6 1,372.0 41,962 40,569 633,610 576,341 17,913 18,942 | 

*Electricity onthe Farm 13.8 15.4 1494 1426 4,911 5,505 53,352 50.854 4.911 5,505 

Farmer-Stockman ..... 20.9 261 443.6 425.5 15,859 19,804 337,151 323,394 13,429 14,900 | 

*Florida Cattleman... 49.5 59.7 7186 614.9 20,807 24,808 301.791 7,930 19,418 17,556 | 

*Florida Grower ..... 23.3 22.3 2585 238.9 15,845 15,206 175,806 162.805 15,390 14.618 | 

*Idaho Granger ...... 52 68 91.2 97.1 « 5672 7,420 98,942 5,581 5.672 7,420 | 

Kentucky Farmer .... 15.2 182 273.4 273.2 11,926 14, 214,318 214.261 10,865 12.224 | 

[l—itichlonn FarmNews 1.7 13 31.7 26. 3, 3,129 73, 61,990 3,150 1.895 
Missouri Farmer... 11.0 127 764 87.9 7,594 91662 54082 65,551 6,966 9,092 

National Live Stock 
Producer ......... 11.0 93 1065 1106 8,027 6817 77,561 80,715 7,795 6,535 

*Nation’s Agricuiture . 4.6 7.2 826 927 2,091 3,237 37,167 41,652 2,091 3,237 | Bi Weeklies 
‘Tei, op he tm me 18,404 23,766 250,238 233,898 14,440 19,464 | frizona Farmer ..... 58.3 69.7 9212 831.7 44,109 52,667 696,410 628,696 41,981 47,690 

*Ohio Farm Bureau alifornia armer: ee eeee C800 eorcecsece 
ngeadegpieragRaN 9.7 9.7 125.3 123.7 4,372 4,364 56,401 55,205 3,957 3,980 #Northern Edition . 35.1 45.9 646.2 610.3 26,519 34,722 488,534 461,321 24,204 31,064 

Peeifie Pouitryman we. 319 41.7 459.8 430.7 13,692 17,889 197,255 184,675 8,293 9,820 ) meg fon, ed > ae ae oes Per ites pike | pry od ie aor 

ry Tribune: nine ; : : , ' Y ' ’ ’ ’ ’ 
Eastern Edition .. 37.6 444 488.9 516.7 16,129 19,054 209,719 21, 8,256 9,760 Dairymen’s League 
Sentral Edition .. 26.0 40.1 425.6 450.3 11,145 17,202 182.573 193,133 6.997 9.975 NewS ....-.---- 82 122 1601 155.5 6,014 _ 8.866 116,530 113.422 5611 _ 8,179 
#Western Edition. 33.0 31.9 368.7 386.6 14,175 13,664 158159 165,798 8.542 8,750 Total Group ...... 100.5 128.7 17218 1,602.3 75,838 “96,918 1,297,165 1,207,024 70,992 87,596 

Pn é aay ym ‘ a eX 1233 = oa aS ioe es a et #Not included in totals. 
uthern Farm ome J \b i . , x A , . . , 

Southern Planter .... 18.0 23.9 346.7 347.0 12,625 16,725 242,681 242.941 11.545 15,584 ; F ; i isi 

*Turkey World ...... 58.2 71.3 628.8 589.3 24,995 30,590 264,098 253,005 12.428 15.174 All figures in the following groups were compiled by Advertising Age 

*Western Dairy Journal 21.9 465 440.0 4662 9,237 19,548 184,795 195,982 8.684 89 Weeklies 

*Western oc’ 

ON at a déase 160.8 156.1 1,408.6 1,255.3 67,536 65,562 591,619 527,414 13,500 13,339 | tWeekly Star Farmer: 

*Wyoming Stockman- Kansas Edition .... 12.0 17.6 263.0 319.4 29,515 43,427 647,916 | 720,992 20,665 35,512 
Farmer .......... 12.0 12.2 177.0 190.8 10,766 10,920 158,620 170,919 8,526 8,680 Missouri Edition At 12.5 17.9 265.8 286.4 30,861 44.202 655,020 705,889 22,301 36,462 
Total Group ...... 793.4 892.5 10,635.3 10,335.3 395,906 445,200 5,371,091 5,268,700 269,197 294,617 ja.-Ark. Edition . > 16.) = 28s. . ’ ’ ’ ' ' ' 

tNot Sublished in August or December. {Eastern, Midwest and Pacific editions were designated as Eastern, Central and West- | Four issues in December 1952; five issues in December 1951. 

ern, respectively, prior to October 1952. Not included in totals. ||\July-August issues combined in 1951. §Changed from 

760-line page to 688-line page in July 1952. Dailies 

Chicago Daily Drovers 

Newspaper Monthly Farm Sections Ky ees ity’ rovers 19.4 422.4 378.6 64,432 41,172 898,884 805,526 43,972 27,628 

slam, fun aMome - 239° 28 2592 G4 Maes hae sesere Tze tase Te | Ma! Oa DO aos any sano A541 GB7M 455MM 1108429 S652 A1600 25673 

t*Texas Ranch & Farm 15.4 22.4 283.6 240.3 16,128 23,856 297,794 257,040 13,818 20,657 | Omaha Daily Journ 

WIS Sus nn AS ti Oo Sear ime oe Ee Rie ES SE mig MP mee ms as am tame sane ye 

, P rrr a y ¥ . I y . " A . 
I Group ....... 115.3 83.2 1,785.1 1,573.0 245,179 176,848 3,798,565 3,348,259 159,573 111,008 

Semi-Monthlies a — oe 

American Agriculturist. 22.7 37.7 371.6 371. 6, 7, 0,536 270,586 13,567 23,733 

*California, Grange News 91 76 1205 141.1 9,838 8,293 '982 153.755, 8,181 Canadas os sie Gat. ae wae exe meee eee ee 
oradgo an ir try Guide ...... e A 5 \e ’ , ’ ’ ’ . 

: ; ‘ ‘ e Family Herald & Weekly Star: 
oc ‘bigest: 9? "GS (1288 “967 «3201 “21740 © 52'723 40lead  S'1S0 e949 | Eastern Edition... 63.3 54.3 1,056.4 1,029.6 63,302 $4,302 1,056,352 1,029,585 38,109 32,789 
Dabeta Farmer ...... 36.0 388 709.3 717.7 28,299 30,405 $56,066 $62,556 28,001 29,184 | Western. Edition. 512 438 6222 8665 Si21i 09,062 SBE 16? Seetee 878s (32:233 
4 x ‘ y a ‘ i : verage itions : . \. ; , . ’ , ’ 
corde Geevans’ .... 3a 384 «(4760 965.4 20684 25088 346,539 538722 ISSaL 49326 | Farmer's Advocate & 

Idaho Farmer ........ 29.3 341 5114 494.4 22,122 25,784 386,524 373,850 20,008 23,541 | , Canadian Countryman 27.1 32.1 518.1 465.2 18,971 22,501 362,685 325,664 11,477 10,389 

*Indiana Farmer's Guide 16.8 178 a37-8 300. 12,381 14.01: 268,538 235,318 12873 10,639 pale Ay ney .. 143 211 3679 384.1 6,139 14,735 183,620 268,885 5,997 10,507 

Michigan Farmer’..... 29.4 386 5963 5667 22546 26579 457950 435;215 18.985 22'217 POM: scaccessed 74.7 61.9 1,200.6 1,146.5 80,692 66,866 1,296,674 1,264,586 41,187 32,798 

Missouri Ruralist ..... 243 249 531.8 468.7 18,474 18,912 404191 356,175 15,969 17,041 Western Producer 32.6 _28.0 _S8B.8 _ 574.8 _34,926 29,907 _ 630,017 _ 615,042 _19,232 _15,975 

Montana Farmer- | Total Group ...... 232.3 213.2 4,134.4 3,978.5 216,905 198,171 3,794,809 3,753,145 132,745 115,860 
SG icccisese 203 BA 70 726.4 29,722 32,788 556,670 549,177 22,603 27,664 #Not included in totals. tChanged from 700-line page to 429-line page in April 1952. tLarger page size (1,100 lines) in 

Nebraska Farmer ..... 42.5 43.9 $141 869.6 32,120 33,226 691,043 657,390 23,650 26,492 | November 1951 


TV Programs Will 
Be 70% Film in Five 
Years, Sarnoff Says 


PHILADELPHIA, Jan. 20—In about 
five years television station pro- 
grams may be made up about 70% 
of film. 

This prediction was made by) 
Robert Sarnoff, v.p. in charge of | 
the NBC film division, before a) 
meeting of the Television Assn. of 
Philadelphia last week at the Poor 
Richard Club. 

At present, he estimated, net- 
works and stations use film to 
make up 30% of their programs. 

“There is a tremendous amount 
of business ahead for network 
broadcasting and for film syndi-| 
cation,” he predicted. 


= NBC, he said, is basing its film’ 
syndication plan on the idea that it) 


can supply stations directly with 
programming, and to make avail- 
able to local advertisers programs 
of network quality. 

To help sell this, NBC is devel- 
oping its complete package of pro- 
gram advertising and merchandis- 
ing. 

He also said there is much to 
look forward to in the future on 
second run shows of network pro- 
grams, which NBC is now pack- 
aging for syndication. “Dragnet,” 
he said, will go into syndication 
in the fall under a new name. 


To Camm, Costigan & Seitz 

Aug. G. Barkow Mfg. Co., Mil- 
waukee, has appointed Camm, 
Costigan & Seitz, Milwaukee, to 
handle advertising for both its di- 
visions. The refrigeration division 
makes a line of vertical home 
freezers, while the Expac division 
packages machinery for domestic 
and export shipping for Wisconsin 
companies. 


Dura-Bilt to Reilly, Brown 


Dura-Bilt Tool Co., Natick, 
Mass., importer and manufacturer 
of power wood bits, has appointed 
Reilly, Brown & Willard, Boston, 
to handle its advertising. An ex-| 
panded trade and consumer pro-' 
motion is planned for 1953, as 
well as a new sales and public 
relations program. 


Magazines, Dailies | 
Scheduled by Dreer 
in Consumer Drive 


PHILADELPHIA, Jan. 21—Henry 
|A. Dreer Inc. will use nine maga- 
_zines from March through June 
and two-column ads in newspa- 
| in all major cities on a vari- 

pers ina j 
Lowney Names Hayhurst ‘able schedule for the same period 
F. H. Hayhurst Co., Montreal | to promote its line of garden chem- 
office, has been appointed to di-|jcais. Aitkin-Kynett Co. is the 
rect Severe for the ice cream | agency 
division of Walter M. Lowney Co., | aehas = 
Montreal. Point of sale displays | In addition to consumer adver 
will be used as well as radio and/tising, the company will use 11 
newspapers. | business papers from February 
_ through June. Direct mai] and 


’ , ’ point of purchase materials will 
Tait to ‘Farmer's Magazine | also be used extensively. 


Roy E. Tait, formerly with Har-| 


old F. Stanfield Ltd., Toronto) , , oe . 
agency, has joined the advertising | ® Starting with a liquid chemical 


sales staff of Farmer’s Magazine, | Sil conditioner, Fluffium, last 
published by Consolidated Press spring, Dreer has added a dry pow- 
| Ltd., Toronto. der chemical soil conditioner, sev- 


eral new vegetable and flower in- 
|secticide and fungicide combina- 
' tions, water soluble plant and lawn 
foods and a combination seed-feed 
mix, Reddi-Gro, first introduced 
last fall. 

Magazines on the schedule in- 
clude: American Home, Better 
Homes & Gardens, Flower Grow- 
|er, Horticulture, House Beautiful, 
House & Garden, Popular Garden- 
|ing, The Saturday Evening Post 
and Sunset Magazine. 
| McHardy to Age Publications 
| Age Publications Ltd., Toronto, 
|'has appointed Norman (Nick) 
| McHardy v.p. and advertising di- 
rector. Mr. McHardy formerly was 
advertising director for Saturday 
Night, Toronto, and the business 
| publication division of Consoli- 
dated Press Ltd., Toronto. In 
March, Age Publications will 
bring out a new technical publica- 
tion in the electronics and com- 
munications field. 
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P. 0. Rules Out 
Poetic License 


in Perfume Ads 


But Its Order Brings 
Court Fight by Maker of 
Lute’s Perfume of Power 


New York, Jan. 20—At long last, 
the Post Office Department has in- 
vestigated the matter of poetic 
license in perfume advertising and 
decided that enough is enough. 

But in the process the mailmen 
have met up with a gentleman who 
says, in effect, nobody believes per- 
ae ads. And he hopes to prove 
it. 

Somewhere in this troubled city, 
there must be a man who’s grateful 
at being saved by the Post Office 
from the most dreadful kind of 
slavery imaginable. 

In fact, there must be a good 
many men who barely missed be- 
ing penned in by passion. Thanks 
to a vigilant mail service, these 
happy characters are now waving 
their shackles, snatched like 
brands from the burning by the 
good ol’ U.S. Mail. 


ws For the Post Office issued a post- 
al fraud order in December against 
the Trulove Co., including Adam, 
Kirby and Orson Trulove, these 
being names that were used in 
newspaper and magazine ads to sell 
Chez-Elle, Fury, Diablo’s Secret 
of Double Power, and Lute’s Per- 
fume of Power. 

These musical names were not 
only perfumes, but were repre- 
sented to be as potent a brew as 
ever dripped from a witch’s caul- 
dron. 

The postal hearing examiner in 
a fraud case completed last month, 
alleged the following representa- 
tions to be false and fraudulent: 

1. That using Chez-Elle perfume 
will enable any married woman to 
make her husband obey her every 
command and make him “come 
home at night and help her.” 

2. That using Fury will enable 
any woman to make men leap “to 


obey” her command and none will 
refuse since it has “great power) 
over men.” 

3. That women using Diablo’s 
Secret of Double Power will be| 
enabled to possess the “Double, 
Power” to take “a husband away! 
from his wife or a sweetheart away | 
from the arms of his loved one.” | 

4. That Lute’s Perfume of Power | 
also enabled women to make man 
obey, to be “obedient slaves,” en- | 
abled users to make men leave) 
their wives and sweethearts and do 
whatever the user wanted them to 
do. 


a The examiner figures that ‘‘no 
proof is necessary to refute the ad- 
vertising claims . . . where the ad- 


vertising is so improbable as to. 


tax the belief of the court it need 
not be refuted.” 

He also rejected evidence pur- 
porting to show that “the perfume 
industry regularly resorts to fanci- 
ful claims,” arguing that the ads 
were designed to appeal to “the 
superstitious, the ignorant and the 
credulous . . . the respondent com- 


posed advertisements well calcu-| 


lated to deceive and defraud the 
ignorant .. .” 

He also rejected the contention 
of the respondent that the copy 
statements relating the powers of 
the perfume are not accepted lit- 
erally by the public, but are highly 
imaginative, fanciful and poetical- 
ly conceived. 

The National Better Business 
Bureau, which circulated the fraud 
order, says that Trulove will 
henceforth be unable to receive 
mail, since letters addressed to 
the company will be returned, 


stamped “fraudulent,” and that the 


the company out of business. 


s But the respondent, Jerome Fin- | 


ston, has no intention of taking this 
without kicking up a ruckus. He 
has applied to southern district 
court for a temporary injunction 
restraining the New York post- 
master from carrying out the fraud 
order. 

Until the court rules on the mo- 
tion for temporary injunction, 
which may come momentarily, the 
Post Office has agreed to impound 
all Trulove mail, instead of return- 
ing it stamped, “Fraudulent.” 

If the temporary injunction is 
denied (they are seldom granted 
in such cases), Mr. Finston intends 
to push for a permanent injunction, 
thereby getting back in business. 


a Mr. Finston says the Post Office 
is off base because: 

1. It refused to admit as evi- 
dence the fact that perfume ads are 
“not to be taken to be literally 
true.” 

2. It declared inadmissible evi- 


well known houses. 

3. It declared inadmissible evi- 
dence that Trulove advertising was 
written “poetically and fancifully.” 

Furthermore, says Mr. Finston, 
even if the Post Office did prove 
that his advertising was false be- 
cause it was not literally true, that 
does not mean that the advertising 
was also fraudulent. j 

In the mail order business since 
1940, Mr. Finston points out that 


he sells other cosmetic items be-| 


side perfume which have not been 
questioned, but the execution of 
the fraud order makes it impossible 
for him to sell anything. 


we At the hearing, the affidavit 
says, three witnesses “of unim- 
peachable character and reputa- 
tion” —two chemists and an author 
and lecturer on perfumery—were 
there to give their expert testimony 


‘on the nature of perfumes. They 


were not allowed to testify. 
Outside of agreement that per- 
fumes are “ordinary commercial 


|order thus has the effect of putting |dence that Mr. Finston’s advertis- | products,” just about the only defi- , claims. To which Mr. Finston says: 
_ing compares favorably with many nition Mr. Finsten recalls hearing | 


First of all, the ads “obviously” 
‘is one by a Post Office inspector, are not to be considered literally 
who said a perfume might be de- | true. Secondly, there is no doubt 
‘fined as “a substance used to make that certain perfume ingredients 
‘a person stink pretty.” iresult in psychological effects on 
| This, Mr. Finston contends, does | the masculine sex and his copy, 
‘not explain the qualities and prop-| which is written for “the cheaper 
erties of the perfumes he was ad-| grade” publications, “the so-called 
vertising. | pulps,” can’t be expected to have 
the same tone as copy written for 
e@ Since all agreed that the per- “Vogue, The New Yorker, etc.” 
fumes are “ordinary commercial) “My advertising cannot be sub- 
products,” the hearing examiner tle,” he says. 
concluded that there was no proof| Reuben Barkow Advertising is 
necessary to refute the advertised the Trulove agency. 


Hundreds of Ad Agencies rely on Filmack 
for TV Spots by Mail. With our 35 Years 
Experience , Huge Facilities, and Expert 
Craftsmen, we can produce all types of 
stop-motion, full animation and TV slides! 
... Send in your Storyboards for quotes. 


cover ad 


with a 


SEATTLE’S | 


rut SEATTLE TIMES 


Represented by O'MARA & ORMSBEE,INC, - 


market 


newspaper 


NEWSPAPER 


New York °¢ 


Seattle is the richest retail 
market in the nation in cities 
with population of over half 
a million persons. The aver- 
age income per family in 
metropolitan Seattle (latest 
A.B.C. City Zone Population: 
675,699) last year was 
$6,234, Sales Management 
magazine reports. 


These statistics prove that 
Seattle is a big, rich market 
—a good place to reap a 
harvest with your advertising 
dollars. Tap this growing, 
populous market with fre- 
quent, consistent advertising 
in THE SEATTLE TIMES. 


Detroit * Chicago «+ los Angeles 
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Nielsen Debates Validity 
of AA Research Editorial 


To the Editor: I have just read 
the editorial in the Dec. 29 issue 
captioned, “No Change: Radio Re- 
search Confuses.” 

While I certainly agree with 
your apparent feeling that the dis- 
pute and confusion are unfortun- 
ate, there are one or two points on 
which I would like to comment: 


1. You say that both services 
(Nielsen Coverage Service and 
Standard Audit and Measurement 
Service) “were designed to take 
the place of BMB, to refine pro- 
cedure...’’ The truth of the mat- 
ter is that the Nielsen Coverage 
Service has been designed, very 
definitely, to “refine procedure.” 
It has done this in the many ways 
listed on Pages 23 and 24 of the 
brochure, “All About NCS”... 

In sharp contrast, Standard 
Audit and Measurement Service 
seems to have taken great pride in 
emphasizing that it was duplicat- 
ing the BMB technique precisely, 
with no changes whatever—except 
that the BMB standard of 50% 
mail response was reduced to 40%. 


@ Experienced researchers recog- 
nized serious limitations in the 
BMB technique back in 1949, but 
it seemed to be the best available 
at that time. Subsequently, we 
have divulged vital facts and fig- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


ures showing the extent to which 


radio, as proved by Audimeter rec- 
ords—and we have developed an 
elaborate new technique (involv- 
‘ing personal interviews, NCS qual- 
‘ity control, etc.) which solves the 


basic problems that were inherent | 


‘in the BMB technique. 


_ We did this not only because of. 
our understandable desire to get. 


a better technique, but also be- 
cause the growth of television has 
added tremendously to the errors 
which were originally inherent in 
the mail ballot technique. For ex- 
ample, 
will reply to mail ballots in much 


having television. This loads the 


homes—and it is in these homes 
that radio makes its poorest show- 
ing. Hence radio is doubly short- 
changed—once because of the 


, would not want to say that any 
the BMB technique short-changed researcher lacks competence, we, 


do say—and we have demonstrated 


clearly—that mail ballot tech- 
niques are not a suitable method 
for measuring radio and TV cov- 
erage under today’s conditions. 
As a matter of fact, the well-in- 
formed people in the industry have 


already rendered their verdict on) 
this question, as nearly every ma-| 


jor advertising agency (including 
agencies representing over 200 ma- 
jor users of radio and TV on a na- 


‘tional basis) have already signed | 
‘contracts for Nielsen Coverage 
homes having television | 


Service—and at substantial figures 


despite the fact that it is an inno- 
higher proportion than homes not, 


vation to charge this element of the 


industry for a coverage service. 
mail questionnaire replies with too) 
high a percentage of television | 


# It seems to me that when one 
researcher adheres to _ obsolete 


_ techniques while another develops 
_a vastly improved technique and 
‘gambles a million dollars of his 


memory factor and again because | hard earned money to execute the 
of the influence of TV ownership. finest project of its kind ever con- 

|ceived, it would be helpful to the 
# 2. Your otherwise excellent edi- | industry if the publishers in this 
torial conveys to your readers the field would inform their readers 
unfortunate impression that the | on some of the important details, 


discrepancies between the figures 
produced by these two services 
result from “the difficulties of the 


competence on the part of the re- 


ithat the task is difficult. While we 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


371,134 DAILY + 


300,907 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


and refrain from speaking of the 


two projects as if they were in 
the same class from the standpoint 
task, and not from any lack of. 


of either research techniques or 


practical usefulness. 
searchers.” You are right in saying | 


Anyway, we can certainly agree 
on one thing—the correctness of 
your statement: “Measuring radio 
(or TV) audiences is quite ob- 
viously an area in which no simple, 
fool-proof formula has thus far 
been found.” The various Nielsen 
formulae for the measurement of 
radio and television are not sim- 
ple—for the reason that radio and 
television are not simple matters 
to measure. On the other hand, 
these formulae are fool-proof. To 
date we have expended more than 
$10,000,000 to make them that way, 
and we intend to keep them that 
way and to improve them every 
year. 


A. C. NIELSEN, 
President, A. C. Nielsen Co., 
Chicago. 
- * e 


Artist Says Somebody 
Has to Be a Dreamer 


To the Editor: In reference to 
Looking at the Retail Ads by Clyde 
Bedell we have evidence of that 
impossible schism between artist 
and adman...with the artist fry- 
ing. 

Mr. Freud long ago pointed out 
the dual personality in man, i.e., 
the subconscious and the conscious. 
I think it time that all good ad- 
vertising men, including Mr, Be- 
dell, get hep to science...for the 
growth of advertising. 

I agree with Mr. Bedell on his 
practical deduction concerning the 
placement of the caption for the 
Adele Simpson ad. But, I disagree 
with him in his effort to use such 
an example to sneer at creative 


artists. Such conduct in the face. 


of his statement that “when a 


layout violates common rules of | 
human nature and habit, it strikes | 
_a discord with nature” 
claims that Mr. 
| know very much about human na- 


pro- 


Bedell doesn’t 


ture or nature. A caption smack in 


front of the eyes will intrude itself. 
upon anyone reading a paper, but. 


human nature is to search down, 


/not in front or up. The only time 
/'man-animal looks up or front is 
when he is hunting for food, or © 
hears a bird go overhead. Habit 


is unreliable in the face of natural 
reflex. Ask any psychologist. 
The trouble with Mr. Bedell is 


that of all advertising men. They 


are materialistic in their interests 
—not spiritualistic. The adman 
works toward the practical making 
of a buck. The artist works to- 


Advertising 


| ward the creating of a spirit- 

lifting work of art. No adman 
ever could produce a work of 
art because he hasn’t the spiritual 
_makeup to do so. No artist, in most 
cases, could produce a material- 
|istic selling job because he hasn’t 
the non-spiritual makeup to do so. 
An adman is “down-to-earth.” An 
artist (if he’s worth his salt) is 
“living in a dream world.” In face 
of truth that no “down-to-earth” 
man can produce any spiritual 
thing, from art to music, it should 
be self-evident that he should 
awaken to an appreciation of those 
who can. 

Mr. Bedell goes so far as to sug- 
gest that disciplined talent is the 
ideal—that otherwise it is im- 
| moral. The facts are that psycholo- 
gists and art experts have con- 
cluded that spontaneous, undisci- 
plined art is the greatest. Ask 
them... 

All of which brings us to the 
final line of Mr. Bedell’s argument 
wherein he suggests that artists 
are inclined toward sham because 
of the “immaturity of their desire 
to be different...” 

Where would the world be, Mr. 
Bedell, if one type of man did not 
seek to be different? Where would 
the inventions come from, where 
would the new products come 
from, where would advertising ob- 
tain a fresh artistic appeal if man 
did not seek to be different? 

Who, and what, Mr. Bedell, is 
immature? 


DALE NICHOLs, 
Tucson, Ariz. 
se e 2 
Admen Give Views on 
McDonald's Hallmark Idea 


To the Editor: E. F. McDonald 
Jr.’s letter in the Dec. 29 issue of 
ADVERTISING AGE contained an in- 
teresting suggestion. I personally 
do not believe it is feasible. 

The use of hallmarks in identi- 
fying old silver—the work of one 
artisan—is well established and 
justified. Yet to identify an ad- 
vertisement appearing in a maga- 
zine with a “hallmark” would be 
far removed from the original con- 
cept of the use of hallmarks since 
an ad which appears in any pub- 
lication represents not only the 
work of a copywriter and an art 
director, but also the results of the 


but not least, the work of the man 
who makes ready and the man who 
runs the presses. Of course, in 


client on copy corrections and art. 
corrections, the work of the ty-) 
pographer and engraver and, last) 
‘ample, a 
‘When the buyer asks about the 
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general, we can state that the type 
of ad that is turned out by one 
agency may be so creditably su- 
perior to that turned out by an- 
other that the hallmark would 
have significance. However, I be- 
lieve that those who are interested 
will learn quickly who the agency 
is and what part they play in the 
final results produced for a client. 

However, since Mr. McDonald 
has brought this subject up I would 
like to ask other readers to con- 
tribute their thinking on request- 
ing magazines to index advertis- 
ers including the agency name in 
the same manner that Fortune has 
for a number of years. This, of 
course, would give Mr. McDonald 
his published recognition of the 
agency’s effort but it would fur- 
ther serve to save a great deal of 
time for the consumer who remem- 
bers seeing the ad and wants to 
refer to it again but can’t find it, 
as well as to the agency man who 
finds himself in the same boat. I 
realize in a thick issue of say Sat- 
urday Evening Post such a listing 
might be lengthy but still worth 
while. No magazine would think 
of publishing an issue without an 
editorial index or table of con- 
tents. Their advertising depart- 
ments assure us that the readers 
of their magazine are just as in- 
terested in advertising as they are 
in editorial content so any adver- 
tising index would seem to be a 
reader’s service. 

JAMES T. CUNNINGHAM, 

Ewell & Thurber Associates, 

Chicago. 

e 

To the Editor: You have re- 
quested reader reaction to the sug- 
gestion of Zenith Radio Corp.'s 
President McDonald that the work 
of advertising agencies be identi- 
fied by a hallmark of some sort 
in every published advertisement. 

No one could take exception to 
Mr. McDonald’s primer in mer- 
chandising and deny the value of 
trademarks in the case of manu- 
factured products. However, it 
does seem legitimate to ask why a 
manufacturer who purchases the 
services of an advertising agency 
should be required to or even in- 
vited to give free publicity to that 
agency. 

Look at it this way: A company 
manufactures a product and it 
pays to advertise that product to 
its potential customers in, for ex- 
consumer magazine. 


product, the manufacturer shows 


fii 


The GREEN BAY PRESS-GAZETTE goes 
100% of City Zone Families-to 95% of those in 
the Metropolitan Trading Area. 


MW) '” GREEN BAY! 


Besides being Wisconsin's 3rd largest market, Green 
Bay's diversified industry and agriculture make it 
one of the most prosperous. Your share of this 265 
million dollar market's there for the taking — a 
compact, independent market you can cover through 
one medium! 


home to 


That's the kind 


of coverage that'll snowball sales for you! 


~ GREEN BAY «wis. PRESS-GAZETTE 


Phil McClosky, Manager, 
General Advertising 
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the product or line of products it |trademark in a directory. 


has made and then helps the buyer | 
to make up his mind. 

Similarly, an advertising agency | 
manufactures a product: advertis- | 
ing. If the advertising agency. 
wants to describe its services to. 
companies which might possibly 
want to buy them, it certainly | 
should use advertising. (This in 
itself would demonstrate the agen- 
cy’s ability.) Then when as a re- 
sult of the trade campaign poten- 
tial customers ask to see the prod- 
uct, the agency man can present 
examples of the work which has 
been done for the agency’s clients. 
If the agency hasn’t any clients, 
this may be somewhat of a prob- 
lem. 

Actually, advertising agencies 
should be able to do a superior job 
of advertising and selling their 
own services, yet it is interesting 
to notice the small number of 
agencies which really use adver- 
tising and merchandising tech- 
niques to best advantage in at- 
tracting clients for themselves. 

From the buyer’s viewpoint: If 
a person wants to buy a radio, he 
studies the advertisements of ra- 
dio manufacturers and _ finally 
makes his selection (a Zenith) and, 
after looking over some of the 
models, buys one. If, on the same 
basis, a company wants to hire an 
advertising agency, the advertising 
manager can look over the trade 
advertisements in behalf of ad- 
vertising agencies, can make his 
choice and then, after interviewing 
the agency and seeing the samples 
of its work for other clients, en- 
gage it or look further. If an ad- 
vertising manager sees a manufac- 
turer’s ad and for one reason or 
another feels that he would like to 
see additional samples of the work 


of the agency that prepared the, 
advertisement, he presently can| 
find out the name of that agency 
by consulting one of the available | 
directories. 

With the small amount of space. 
available, especially in printed ad- 
vertising, to add any elements un-_ 
related to the product being ad- 
vertised or the theme of the ad-— 
vertisement would weaken the ad- 
vertisement and add confusion in) 
the mind of the reader who should 
be impressed by the product being | 
advertised. Any such_ element 
would distract from the purpose of | 
the ad itself. 

Then, too, if the agency were 
identified, it would not be unrea- 
sonable to expect demands for) 
phrases like “Type was set by...,”. 
“Art work was prepared by...” | 
etc., and soon the bottom of the 
advertisement would appear to be | 
as ridiculous as the lengthy scrawls 


at the end of many television pro- 
grams, listing everyone even re- | 
motely connected with the show. | 
The advertiser would find himself. 
lucky to be mentioned at all. 
Yes, I imagine that although. 
some advertising agencies would | 
welcome Mr. McDonald’s sugges- 
tion which is somewhat unique 
coming from a top executive of a 
manufacturing organization, there 
do seem to be several reasons 
which would tend to prevent its, 
widespread adoption. 
GEorGE B. CHANDLEsS JR., 

Bloomfield, N.J. | 


bd 
| 


To the Editor: As the advertis-_ 
ing manager of a cosmetic manu- | 
facturer that has recently inter- 
viewed numerous agencies, I 
heartily agree with E. F. McDon- 
ald Jr., president of Zenith Radio 
Corp., and his suggestion of letting 
ad agencies put a trademark on 
their ads. 

Many fine works of art and copy 
are produced every day through 
advertising, and those works re- 
main, to most of us, anonymous. 

However, being a bit on the lazy 
side, I’d like the agencies to sign 
their ads—if the thousands of 
agencies all developed a trade- 
mark, it would take me a bit 
too long to cross-check a specific | 


Mr. McDonald is to be com- 


‘mended on his suggestion. 


Bs Hamrick, 
Director, Advertising and 
Publicity, Turner Hall Corp., 
New York. 

7 


To the Editor: Concerning the 
use of a “hallmark” identifying the 
agency which prepared a published 
advertisement, it is my suggestion 
that an interested advertiser refer 


to the Standard Advertising Regis- 


ter. This book contains the 
names of some 13,000 national ad- 
vertisers listed 


| served, then the use of a “hall- 


mark” would only duplicate the 


/service performed by the Register. 


In addition to the usual objections. 


raised against this suggested prac- 
tice, the listing of the “hallmark” 
codes in advertising publications 


' would place a great burden upon) 


the publications in that there are 
some 3,000 advertising agencies 
which would have to be listed in 
the key to the “hallmark” codes. 
T. J. MCKEARNAN, 
Foote, Cone & Belding, New 

| Yores 

| With split accounts and rela- 


both for baseball and accuracy, 
there are a couple errors on the 
editorial page Dec. 29. 

Unless my rheumy eyes mis- 
count the beat you didn’t put 
/enough dashes in b----- to spell 
out what I thought you were at- 
tempting to spell in the editorial. 

Also it would be more accurate 
to say that the Giants of °51 had 
more of the “will to sell” than the 
Dodgers of °52. 

WILLIAM E. Grose, 

General Advertising Manager, 

Gazette, Charleston, W. Va. 


alphabetically tively frequent changes, the Stand-| ‘American Artist’ Runs 


within broad product and service @7d Advertising Register isa good,| 4th Tour of Europe 


classifications and _ includes 


the but not infallible guide as to which | 


To the Editor: I think you may 


name of the advertiser’s agency. agency turned out a particular ad. be interested to know that the 
The Standard Advertising Register As far as providing a key to the Fourth Annual Art Tour of Europe 


is published annually with month- 


ly and weekly supplements record- | 


ing the current status of adver- 
tisers and their agencies. 

If no purpose other than to in- 
form an advertiser of the agency 
which prepared a particularly at- 


| gence hallmarks, AA would be 


| for this service. 
. * 


All tor Accuracy 


To the Editor: As one of your part to prove to travel services that | 


is being conducted by our maga- 


closing herewith our travel itiner- 
‘ary. The whole idea started out 
_three years ago as an effort on my 


_avid readers for some years and the artist was an excellent travel 
tractive advertisement is to be, knowing that you hold passions prospect and that what he lacked 


71 


in mass coverage we made up for 
in quality. 

So successful was our initial ef- 
fort that it has now become part 
and parcel of our publishing setup. 
All of the arrangements are han- 
dled for us by the American Ex- 
press Co. and it is the only art tour 
that they handle. 

In the past three years we have 
had art directors, amateur artists, 
art teachers, students, and top 
professional artists of one kind or 
another. 

This is a rather unique publish- 
ing offer and we have one of the 
most exciting tours of its kind in 
existence at a price that would be 
hard to beat. 


Knowing you have many artists 
| and art directors who read your 
| fine publication it occurred to me 


glad to do so if there is a demand zine, American Artist. I am en-|that you might tell your readers 


| that, if they drop us a note we will 
be happy to send them the itiner- 
ary. 

Cyrit LEE ELLtson, 
Advertising Manager, Aineri- 
can Artist, New York. 


"Weve used 


promotion for over ture years urith quad succese- 


Saye S. W. FRANKLIN, director of merchandising 


Hudson Pulp 


& Paper Co., New York 


ee a STEREO-REALIST slides make it 
easy for Hudson Pulp and Paper Corp. salesmen to 
impress customers with the gigantic operation that stands 
behind Hudson ‘‘Multiwall” sacks. They also show the 
bulky sacks themselves, filled, in their true proportions 
with the rich, full coloring of the printing. 

REALIST slides are ideal for any firm intcrested in pep- 
ping up its sales promotion program. Their true-to-life 


realism simply can't 


be beat. 


What's more, both buyers and salesmen are enthusiastic 
about REALIsT sales kits. They're light, compact, and 
really effective. And you'd be amazed at how little it 
costs to put this outstanding visual sales tool to work for 
you. It's the ideal personal camera as well. 


If you haven't see 


n REALIST pictures, ask your camera 


dealer or commercial photographer to show you some. 
Then you'll know why the REALIsT is such a successful 
sales aid. DAVID WHITE COMPANY, 302 W. Court Street, 
Milwaukee 12, Wisconsin. 
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ST9IAS al 
REALIST 
Silvrscreen iL 


54” 


$159.00 (Tax inc.) 


seco ALIS 


THE CAMERA THAT SEES THE SAME AS YOU 


$194Q 


1 ns , 
» A Cameras, Viewers, Projectors, and Accessovies ave products 
Rett of the David White Company, Milwaukee 12, Wisconsin, 


NEW REALIST SILVRSCREEN 


Specially-designed for proper stereo projection 
absolutely flat, attaches easily to lightweight frame with Quick-Snap 
buttons. Surface is powdered aluminum bonded firmly for maximum 
reflection, Built-in tilt control directs reflected light to audience. Frame 
packs neatly inside attractive, tubular carrying case. Also available: 


x 59” floor model with adjustable stand. 


Elastic screen stretches 
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Home Builders 
Looking Ahead 
to Banner Year 


Cuicaco, Jan. 22—Meeting here 


for its annual convention and ex-| 
the National Assn. of. 


position, 
Home Builders bubbled with opti- 
mism about the 1953 housing out- 
look. 

This year’s meeting was in 
marked contrast to the gloomy one 
held last year, when 800,000 hous- 
ing starts were projected as a bare 
possibility for 1952 (AA, Jan. 28). 

The industry went well over this 
ceiling. According to the Bureau of 
Labor Statistics, housing starts in 
1952 totaled 1,131,300, marking the 
fourth straight year in which they 
exceeded 1,000,000. 

Government and industry lead- 
ers who addressed this week’s five- 
day meeting were in agreement 
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that housing starts in 1953 would|show here. The introduction of, tile, available ina variety of colors,| CBS Promotes West 
range between 1,100,000 and 1,200,-_ new lines and the announcement which can be installed without use 
000. This is still short of the record of increased ad budgets in these of adhesives or tools; a plastic floor 


set in 1950, when 1,396,000 units 
were started. 

| The private home builders were 
_in an especially good mood because 
‘their deliberations coincided with) 
‘the Presidential inauguration on 
‘Tuesday. In the new Washington 
administration they saw the death 
knell of public housing, the end of 
rent controls and a further relaxa- 
tion of mortgage-credit restrictions. 


@ Chicago’s Conrad Hilton Hotel 
bulged under the avalanche of del- 
egates and exhibitors. Some 250 
manufacturers of appliances and 
building materials took up four 
floors to show their wares. Con- 
tributing to the throng was an 
army of space salesmen and other 
representatives of shelter maga- 
zines, newspapers and _ building 
trade publications. 

The convention came on the 
heels of the two-week furniture 
market and also followed the open- 
ing of a mammoth housewares 


with MEYERCORD 


DECAL 


SIGNS 


People don’t stay put. That’s why the Welcome 
Wagon, and its charming Hostess, have become 


national institutions .. . 


surest of all reminders 


that in your community customers move in—and 
out—every week of every year. 
Many “settled” and “stable” communities have an 


- 


average of 100% turn-over every 5 to 7 years. Im- 


plausible? It’s true. True, too, that you can never 
cease for one instant telling people where to buy 


your product. 


Portable populations need familiar landmarks 
...X marks the spot... the Point of Sale counter- 


part of the Welcome Hos 


tess. Permanent, colorful 


Meyercord Decal Signs and Valances say, in effect, 
“Welcome, new citizens! You can buy it here!” 


If you’re hoping to do 
your entire selling job 
in the home—by maga- 
zines, radio, television— 
better take a refresher 
course in Main Street 
geography and show 
them Where to Buy with 
Meyercord Decal Signs. 

Write for samples and 
full information about 
Meyercord’s Art and 
Design service—and 
how Meyercord Decal 
Signs can spark your 
Point-of-Sale program. 


THE MEYERCORD CO. 


| Unldi Lergest Decaleomania Manufacturers | 


DEPT. A-201, 5323 WEST LAKE STREET, CHICAGO 44, ILLINOIS | 


two allied fields helped to get the. 
building meeting off to a running 
‘start. 


s Two outstanding developments 


of the convention and exposition 
were: (1) More emphasis on mer- 
chandising and (2) a record out- 
pouring of new ideas and new 
products for homes. 

National Home Week, one of the 
major merchandising vehicles of 
the industry, will be expanded in 
1953 to National Home Month. It 
will be promoted jointly by Amer- 
ican Builder, its originator, and 
Better Homes & Gardens. 

Robert P. Gerholz of Flint, 
Mich., past president of the NAHB, 
called upon the association to adopt 
the automobile industry’s practise 
of exploiting the trade-in market. 
He pointed out that the average 
old home could, with adequate re- 
modeling, be sold as an attractive 
package to families now living in 
cramped apartments. 

Living for Young Homemakers 
reported “twice as many cities will 
sponsor ‘Parade of Homes’ pro- 
motions in 1953 as did in 1952.” 


a Better Homes & Gardens had an 
overflow meeting on Monday for 
presentation of the biggest build- 
ing promotion in the magazine’s 
history. At that time John Nor- 
mile, building editor, unveiled the 
magazine’s 1953 model home, call- 
ing it the “Reader’s Choice” and 
the result of ten years of research 
and extensive consumer sampling. 

The BH&G home is a three-bed- 
room, basementless house with a 
two-car attached garsze. It is 
large, airy, modern and has many 
built-in features. The home will be 
featured in the September issue 
of BH&G and is being offered to 
builders on an exclusive one-build- 
er-per-city basis. 


e Of all the new fixtures being 
offered for homes, air conditioning 
units created the most interest. 
Twelve manufacturers were show- 
ing air conditioning equipment this 
year. A survey conducted by the 
NAHB showed that some dealers 
are planning to offer air condition- 
ing installations in homes selling 
for as low as $10,000. 

Of the 255 builders covered by 
the survey, 104, or nearly 40%, 
said they will offer air conditioned 
homes this year. And 12 of the “no 
air conditioning” replies came from 
West Coast builders who said their 
part of the country is “air condi- 
tioned by nature.” 

General Electric Co. introduced 
190 residential air conditioning 
models and S. J. Levine, general 
manager of GE’s home heating and 
cooling department, predicted that 
1953 sales will be “several times” 
as great as 1952. 


@ The postwar trend toward the 
ranch-type house with small rooms 
may be changing. Builders this 
year were talking about consumer 
preferences for larger homes, with 
three bedrooms and two bathrooms. 
| Still growing in number and im- 
_portance are the prefabricated 
|home manufacturers, probably the 
/most aggressive merchandising 
‘group in the industry. They now 
‘account for roughly 8% of the new 
/ homes built. Twelve were exhibit- 
ing at the convention and two put 


up model homes right outside the 


/hotel. This produced a bit of irony 
‘because Chicago building codes 
‘rule out prefabricated homes. 

| Some of the prefab manufac- 
turers have become extensive na-. 
tional advertisers. The most suc- 
cessful of the bunch is National 
“Homes Corp., Lafayette, Ind., 
which has built some 50,000 units | 


and has an annual ad budget in| 


excess of $500,000. 


a Among the new items shown at 
the convention were: a fiber glass 


‘ing only 20 pounds; an all-purpose 


‘reinforced plastic bathtub weigh-| | 


tile with a finish similar to natural 
‘oak paraquet flooring; a polka dot | 
paint which is applied with a spray 
gun and results in an unlimited) 
variety of multi-colored patterns; | 
a sweatless water closet tank; a! 
gypsum wallboard which goes up| 
as fast as wallpaper; and a sink 
designed for middle-of-the-room 
installation. 


Offers Heart Facts 

The American Heart Assn., 44 
E. 23rd St., New York, is making 
available reprints of an article 
called ‘101 Questions and Answers 
About Your Child’s Heart and 
Your Own.” The article appears 
in the February issue of Parents’ 
Magazine and features answers by 
specialists of the AHA. 


Northwest Newspapers Meet 


The annual meeting of the Pa- 
cific Northwest Newspaper Assn. 
has been set for Feb. 13-14 at 
the Multnomah Hotel in Port- 
land, Ore. 


|_ The spot sales division of CBS- 
| Radio has expanded its San Fran- 
cisco office and named Bert S. 
West manager. Bok Reitzel, who 
‘has been in charge of Columbia 
| Pacific Radio network’s sales of- 
| fice in San Francisco, succeeds Mr. 
| West as eastern sales representa- 
|tive in New York for CPN and 
KNX, Los Angeles. 


Palm Beach Promotes Two 


Andrew S. Mollner has been 
named general manager of Palm 
Beach Cosmetic Co., Minneapolis, 
and Jack Collins has been pro- 
moted to general, sales manager. 
Palm Beach is a producer of stick 
colognes, as well as other cos- 
metics. 


Issues Ad Rate Book 


The Oregon Newspaper Pub- 
lishers Assn. has issued the 1953 
“Advertising Rate Book” giving 
publication day, circulation, ad- 
vertising and mechanical informa- 
tion for the 21 daily newspapers 
and 98 weeklies in Oregon. A copy 
may be obtained by addressing the 
association in Eugene, Ore. 
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your next contest 


amaze you. 


HAPPINESS TOURS win 


help you plan your “incentive” 
programs ...custom-make 
them to your individual needs 
and budget...handle all the 
details . . . make all the arrange- 
ments for you...have the 
“know-how” that make their 
trips a lasting memory of pleas- 
ure—long to be enjoyed. 


hey THIS COUPON 
TO YOUR LETTERHEAD 


y) ask about oor 


) SPECIAL 


Sales Contests Lagging ? 


Give Travel Awards 
INSTEAD OF MERCHANDISE 
HAPPINESS TOURS has the answer to your 


“award” problem. Everyone likes to travel—go places 
and see things. What better awards could you give for 


or promotion than give trips or 


vacations to the winners? The pleasure, glamour, 
excitement of a tour will be remembered for years. The possibility 
of winning such a prize will add interest and enthusiasm that will 


TRIPS TO 
- EVERYWHERE. 
FOR SALES 


CONTEST PRIZES 
AT EVERY PRICE 


Let us send you the names of clients who use Travel Awards with 
great success. Write today for complete information and ‘‘Contest 
Award” rates. Naturally, there is no obligation. 


AMERICA'S GREATEST TRAVEL VALUE 


Happiness Tours, Dept. 409 

6 East Monroe Street 

Chicago 3, Illinois 

Yes—I'm interested in learning 


| 
| 


Name 


more about the Happiness Tours 


Title 


Firm 


| 


Address 


} 


| 
| 
| 
| 
| 
“Travel Award” Program. 
| 
! 
| 
| 
| 
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State 


City 
Phone 
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Allen W. Thrasher, _ 
Cincinnati Adman 
and Poet, Dies | 


| 
CINCINNATI, Jan. 20—Allen Wade | 
Thrasher, 51, director of adver-. 
tising for the First National Bank | 
of Cincinnati, 
died at his home 
Jan. 16 after a 
heart attack. 

At one time a 
co-owner of Ry- 
an & Thrasher 
Advertising 
Agency, Mr. 
Thrasher was ac- 
tive in Cincinnati 
advertising circles 
colen Tae Allen W. Thrasher 
Thomas Emery Sons Inc. He was 
an account executive for Ralph H. 
Jones Co. for seven years and 
joined the bank in February of 
last year. 

Many of Mr. Thrasher’s humor- 
ous poems about the advertising 
business have appeared in the col- 
umns of ADVERTISING AGE. 


Doug Coulter Dies; 
Famous as Producer 
of Radio, TV Shows 


New York, Jan. 22—Douglas 
Coulter, 52, a television producer 
for National Broadcasting Co. and 
creator of a number of popular 
radio programs, died at his home 
yesterday after a heart attack. 

He was born in Baltimore, served 
in the Navy Air Force during 
World War I, and was graduated 
from Johns Hopkins University in 
1921. After three years of travel 
abroad, he returned to New York 
and joined the radio department of 
N. W. Ayer & Son where he later 
became v.p. in charge of radio. 

He created the “Eveready Hour,” 
one of radio’s first hour-long pro- 
grams; “Camel Pleasure Hour,” a 
variety show, and “Crime Club.” 
In all, he produced about 100 pro- 
grams for the agency. Eddie Can- 
tor, Will Rogers, Jack Benny, Joe 
Cook, Jascha Heifetz, Ben Bernie, 
and others, made their radio de- 
buts on shows produced by Mr. 
Coulter. 


= In April, 1936, he joined Co- 
lumbia Broadcasting System 
where, as head of programming, he 
had an important part in the net- 
work’s growth. In 1946, he left CBS 
to become v.p. of the radio depart- 
ment of Foote, Cone & Belding. In 
May, 1950, he joined NBC as an) 
executive television producer. | 
Among his notable productions | 
were “Broadway Open House,” | 
“Musical Comedy Time” and) 
“Sound Off Time.” Before his | 
death he was executive producer | 
of the “Hall of Fame” drama 
series, starring Sarah Churchill on) 
Sunday afternoons. 


EMERY ODELL 
Monroe, Wis., Jan. 20—Emery 
Odell, 81, president and publisher 
of the Monroe Evening Times, died 
Jan. 18 of a heart ailment. Born 
in Janesville, Wis., Mr. Odell 
founded the Times in 1898. 


CALVIN L. DURHAM 


CINCINNATI, Jan. 20—Calvin 
Lair Durham, 50, sales manager 
of the drug products division, 
Procter & Gamble Co., died Jan. 
14 of carbon monoxide poison- 
ing. 

Mr. Durham, who had expressed 
concern over business problems, 
apparently took his own life. 


WINCHESTER BENNETT 
NEw HAVEN, CONN., Jan. 20— 
Winchester Bennett, 76, retired 


president of Winchester Repeating | 
Arms Co., a division of Olin In-. 
dustries Inc., died Jan. 17 at} 


Boynton Beach, Fla., after a long 
illness. 


C. HALDANE JOHNSON 

PHILADELPHIA, Jan. 20—C. Hal- 
dane Johnson, 64, advertising 
manager of the Philadelphia office 
of Pathfinder, died Jan. 18 after 
a brief illness. ' 

Mr. Johnson was formerly ad- 
vertising manager of Fisk Tire Co. 
and during World War II was on 
the War Production Board in 
Washington. 


NILA MACK 

NEw York, Jan. 22—Nila Mack, 
CBS radio producer for the past 
23 years, was found dead in her 
apartment yesterday. Death was 
apparently the result of a heart 
attack. 

She was well known for her fre- 
quently cited “Let’s Pretend” fan- 
tasy drama for children on Satur- 
day, the network’s oldest continu- 
ous dramatic series. A native of 
Arkansas City, Kan., she joined 
CBS-Radio in 1930 after a suc- 
cessful career in vaudeville and 


on the legitimate stage. She also 
wrote many children’s stories for 
magazines and published a_ book, 
“Animal Allies,” a few years ago. 


Bolta Wall Coverings Bow 


Bolta Products Sales Inc., Law- 
rence, Mass., has introduced two 
new wall coverings, Bolta-Wall 
and Bolta Wall-Tile. The covering 
is made of vinylite resins lami- 
nated to a rubber-saturated back- 
ing. Immediate marketing plans 
are directed toward architects and 
decorators, and the hotel, school, 
and restaurant fields. H. B. 
Humphrey, Alley & Richards is 
the agency. 


Jenkins Named Bank A.M. 


Fred Jenkins has been named 
advertising manager of the Farm- 
ers & Merchants National Bank 
of Los Angeles. He has been with 
the bank for more than 22 years. 


Firestone-Goodman Moves 


Firestone-Goodman Advertising, 
Minneapolis, is moving about Feb. 
1 to larger quarters in the Syndi- 
cate Bldg. 
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seeing London, there'll be a quick 
flight to Paris for a three-day stay. 
In addition to paying all ex- 
penses, Nestle will give each win- 
ning entrant $100 pocket money. 


Nestle Contestants 
Have a Chance to 


Watch Coronation 


Wuite Puiains, N.Y., Jan. 21— 
Here’s a chance for you and the! 
little woman to go up to London VISUALIZE ART 
to see the Queen. EFFECTS EASILY 

Nestle Co. is starting a big pro- To know how a finished printing 
motion Feb. 15 for its Nescafe coro- 2 fen othe eee ee 
nation trip contest—offering Lon- 
don trips to ten couples and 230 


savings bonds to runners-up. 
A four-color spread in Life will |§ ¢ PPER 
be followed by color pages in Look | ie 


and The Saturday Evening Post |i 


duction cost and time. That's one 
of the many ways the Clipper serves 
subscribers. 


ART SERVICE 
and four-color pages in The Amer-| #7 3 600 Art Subjects Annually 


— Weekly, Parade and This | The collection of more than 3,600 
Week Magazine. Sherman & Mar- | individual art subjects and more 


: than 250 color samples that our 
quette is the agency. subscribers receive each year makes 
it easy to visualize all modern art 


techniques. 


@ Winning couples will leave New 
York by Pan American Airlines| 


on May 30 and return on June 7. | Write FORFREE SAMPLES 


In between they’ll see the corona- | 
MULTI-AD SERVICES, INC. 


tion procession from reserved seats 
@ 105 Walnut St. + Peoria, Illinois 


and have tea (Nestea?) with mem-| 
bers of the British peerage. After 


MANAGEMENT MEN ARE TALKING AgouT.-- - 


Prospects are limitless in the Chemical Process Industries... 
for atomic energy, titanium and new coal chemicals... 

for better products, more volume and wider distribution. 

It’s a teeming, great-growth market, increasing output constantly 
and consuming more than a third of all manufacturing’s total 

for power, fuels and energy. 

And in this atmosphere of progress, 

CHEMICAL WEEK gives management the outlook 

that helps them put profit-making plans in action. 


Sharply focused on developments with dollar implications, 

CueMIcaAL Weex is the headquarters for business news of the market. 
Factual, authoritative and far-reaching in influence, 

it cuts deeply across all the buying layers of management 

...in research and development, in production and engineering 


...in administration and distribution. 

That’s why so many advertisers find CuemicaL WEEK 
indispensable to sales. From laboratory to plant to front office... 
it’s process management’s own magazine. 


ABC * ABP 


A McGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 36, N.Y. 
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is 
interest HNTHUSIASM! 


he 
AME RICAN WEEKLY 


Within five months, The American Weekly made 
important market coverage news by adding two more 
metropolitan newspapers to its roster of powerful distributors! 


* Enthusiasm is interest raised to a buying pitch! 


creates KNTHUS [ASM 
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Professor of Marketing, School of 
Business, University of Chicago 


One of the most intriguing of all mar- 
keting questions revolves around “brand 
loyalty.’”’ Do customers purchase a favor- 
ite brand time after time or do they shop 
around at random? Do the type of mer- 
chandise involved and the _ relative 
strength of brands have an important in- 
fluence? How many customers stay with 
a single brand of a frequently purchased 
item for a considerable period of time? 
Just what is a “brand loyal” customer? 
Can a brand develop enough consumer 
loyalty so that it can get a sizable share 
of the market from a relatively small 
group of steady purchasers, or must it 
make occasional sales to a large propor- 
tion of the families in the market? 


Through the cooperation of the Chi- 
cago Tribune, ADVERTISING AGE has spon- 
sored some basic research into the prob- 
lems of brand loyalty at the University of 
Chicago. The Chicago Tribune has been 
operating a consumer purchase panel 
covering a wide variety of grocery and 
drug items for four years. 

The panel is a diary operation, perhaps 
the most extensive conducted on a local 
or regional basis by any private organiza- 
tion. It shows not only which items are 
purchased by the families in the panel, 
but the sequence of purchase. Thus, if a 
family makes ten purchases of coffee in 
a month, the panel data shows not only 
the total purchases and the brands bought, 
but whether Brand A, accounting for five 
of the ten purchases, was bought five con- 
secutive times and then abandoned, or 
whether the five purchases of that brand 
were interspersed with purchases of one 
or more other brands. 


® The Tribune panel data used in the 
study covered the calendar year 1951. Al- 
though 610 families in the panel kept a 
complete record of their purchases for 
that year, only the purchases of 100 buy- 
ers of a particular product class were 
analyzed in detail. For example, 516 out 
of the 610 families bought margarine dur- 
ing the year 1951. To secure 100 families 
for the “purchase profile,” every fifth 
such family was selected, with three of 
the 103 thus obtained deleted at random. 
A similar process was followed for all 
other products, giving a different set of 
100 families for each product studied. 

An appreciable degree of statistical ac- 
curacy has necessarily been sacrificed in 
restricting the sample to 100 families se- 
lected from those reporting regularly each 
week. In return, however, it has been 
possible to reproduce the basic data in its 
entirety for future study and for a better 
grasp of the basic findings. The inade- 
quacies of the sample do not interfere 
with the method of analysis developed nor 
the broad general conclusions drawn from 
the findings. 


s Nine products, selected for assumed dif- 
ferences in brand loyalty patterns, were 
included in the study. Each of these has 
been separately reported during 1952 in 
an issue of ADverTISING AcE. The products 
and the issue dates are as follows: 

Margarine 

Toothpaste 


June 9 
June 30 


Coffee July 14 
All Purpose Flour July 28 
Shampoos Aug. 11 
Ready-to-eat Cereals Sept. 1 
Headache Remedies Sept. 22 
Soaps and Sudsers Oct. 6 
Concentrated Orange Juice Dec. 1 


During the study a method of “direct 
classification” of families according to 
loyalty was developed. Any family mak- 
ing five or more purchases during the 
year was placed in one of four basic cate- 
gories depending upon the purchase pat- 
tern shown. While this is not the place to 
discuss the method, the principle can be 
illustrated as follows: 


1. Family showing undivided loyalty 
bought brand A in the following sequence: 
AAAAAA 


2. Family showing divided loyalty 
bought brands A and B in the following 
sequence: ABABAB 

3. Family showing unstable loyalty 
bought brands A and B in the following 
sequence: AAABBB 

4. Family showing no loyalty bought 
brands A, B, C, D, E, and F, in the fol- 
lowing sequence: AFCBDE 

The results of the direct classification 
for the nine products studied can be sum- 
marized as follows: 


Brand Loyalty—F act or Fiction? 


products included in the study. 

The extremely low figure for ready-to- 
eat cereal is due in part to the fact that 
jamily rather than individual loyalty is 
reflected in the panel data. It is possible 
that some of the families classified as 
having divided loyalty are in truth loyal 
to a single brand in terms of the indi- 
viduals in the family. By the same token, 
of course, consumer loyalty to all the 
other products may be higher on an in- 
dividual basis than on the family basis 
shown in the table. 


® Question 3. Do the type of mer- 
chandise involved and _ the_ relative 
strength of brands have an important in- 
fluence on brand loyalty? 


Answer: The answer to this question is 
no and yes—i.e. the type of merchandise 
doesn’t have very much influence on 
brand loyalty, but there is a definite re- 
lationship between strength of brands and 
nature of the loyalty shown. 

Every effort I have made to group 
products by some simple classification 
shows no relationship to brand loyalty. 
Most food products have a lower loyalty 
than the non-food items, but coffee ex- 
ceeds shampoo, and all purpose flour 
heads the list for loyalty. The frequently 


TABLE I 
ANALYSIS OF CLASSIFIABLE FAMILIES 
ACCORDING TO BRAND LOYALTY 


Undivided 
Item Loyalty 
Margarine 21.1 
Toothpaste 61.3 
Coffee 47.2 
All Purpose Flour 73.2 
Shampoo 44.0 
Ready-to-eat Cereal 12.5 
Headache Remedies 46.1 
Soaps and Sudsers 16.8 
Concentrated Orange Juice 26.8 


On the basis of these findings, an ef- 
fort will be made to answer some of the 
basic questions posed at the outset of the 
study. The conclusions, obviously, are 
restricted to the data studied and cannot 
be generalized to other items without ad- 
ditional research. Within the limits of our 
resources, however, here goes. 


8 Question 1. Do consumers purchase a 
favorite brand time after time or do they 
shop around at random? 

Answer: On the basis of the nine prod- 
ucts studied, the majority of consumers 
tend to purchase a favorite brand or set 
ot brands. Only a minority divide their 
purchases over five brands or more or 
otherwise show evidence of buying brands 
at random. Brand loyalty is a fact, not a 
fiction. 

Question 2. How many consumers stay 
with a single brand of a frequent-pur- 
chase item for a considerable time? 

Answer: Somewhere between a fourth 
and a half of the buyers of a frequently 
purchased item stayed with a single brand 
during the 12-month period under study. 
These statistics are based on our study 
of margarine, coffee, ready-to-eat cereal, 
soaps and sudsers, and concentrated or- 
ange juice. Interestingly enough, with the 
exception of all purpose flour, the same 
generalization would apply to the other 


Divided Unstable No 
Loyalty Loyalty Loyalty 
13.8 27.5 37.5 
6.5 17.7 14.5 
18.1 29.5 §.2 
ve | 14.1 5.6 
10.4 12.3 33.3 
22.7 18.2 46.6 
23.1 5.8 25.0 
20.0 26.2 37.0 
7.0 39.4 26.8 


purchased items show great variation in 
loyalty, but the same is true for head- 
ache remedies, flour and toothpaste, all 
of which are infrequently purchased. 
There does, however, seem to be a_ tend- 
ency for the less frequently purchased 
non-food items to show a somewhat 
higher degree of loyalty. 

There is certainly no sharp difference 
between the “personalized” products, such 
as toothpaste, shampoo and, to a certain 
extent, coffee and “family use” products 
such as margarine, flour, and concentrated 
orange juice in so far as brand loyalty is 
concerned, although here again the “fam- 
ily use” products tend, or might be ex- 
pected, to have a somewhat slightly lower 
degree of brand loyalty. Presumably the 
buyer has a stronger feeling towards a 
product he uses personally, although it 
might be argued that it is easier to change 
the behavior of a single individual than 
that of an individual representing the 
group. Actually, the dividing line between 
“personal use” and “family use” products 
gets very thin. 


e The most useful generalization seems to 
be that loyalty is high in well estab- 
lished products where little or no change 
in product has occurred in recent years, 
such as flour and coffee, while loyalty is 
low where product entries are frequent, 


such as margarine, ready-to-eat cereal, 
concentrated orange juice, and shampoo. 
Toothpaste has a higher than expected 
loyalty on this basis, and headache rem- 
edies a lower than expected rating, but 
even so, their loyalty is high relative to 
the more dynamic product classes. 


The importance of brand strength to 
brand loyalty can be seen in Table II, 
which compares the approximate mar- 
ket share of the two leading brands 
and the proportion of classifiable families 
showing undivided loyalty to a _ single 
brand. Although the “new product” influ- 
ence is discernable, the relationship be- 
tween the two series is clear enough. 


Question 4. Just what is a “brand loyal” 
customer? 


Answer: A brand loyal customer is one 
who tends to repurchase a_ particular 
brand because of some real or imaginary 
superiority attributed to that brand. The 
wording of this answer should be studied 
with care since our experience has in- 
dicated that there are many types of loy- 
ality existing in the market, of which 
brand loyalty is only one. For example, 
there is a loyalty towards a particular re- 
tail store which leads the person to buy 
the brands available in that store to the 
exclusion of brands stocked by other 
stores. There is a “loyalty” towards the 
low-priced item which leads a person to 
repurchase a particular brand so long as 
it is the low-priced brand, but a switch 
will be made as soon as some other brand 
becomes lower in price. There is a “loy- 
alty”’ that arises out of habit in that the 
buyer will always ask for or select a 
particular brand rather than go through 
the mental process of reviewing all the 
factors that affect the purchase decision. 
This type of loyalty cannot withstand the 
“special offer’ or “out-of-stock” induce- 
ment to try another brand. True brand 
loyalty reflects a deliberate decision to 
concentrate purchase on a single brand 
due to some real or imaginary superiority 
of that brand. This type of loyalty can 
be held in varying degrees, depending 
upon the strength of the superiority, but 
it is a “brand” loyalty rather than a store, 
price, or convenience loyalty. 


® It should be obvious from this discus- 
sion that the measurement of “brand” loy- 
alty is complicated by the existence of 
“store” loyalty, “price” loyalty and “hab- 
itual” buying, and by individual as op- 
posed to family or spending unit loyalty. 
What has been presented here as a meas- 
urement of brand loyalty is in reality a 
complex of all of these factors, of which, 
however, brand loyalty is by far the most 
important element. Future work in this 
problem should make the measurement 
more precise. 

Question 5. Can a brand develop enough 
consumer loyalty so that it can get a siz- 
able share of market from a relatively 
small group of steady purchasers, or must 
it make occasional sales to a large propor- 
tion of families in the market? 

Answer: A brand can develop enough 
consumer loyalty so that it can get a 
sizable share of market from a relatively 
small group of steady purchasers; how- 
ever, the ideal situation seems to be to 
avoid the extremes of loyalty or non-loy- 
alty. While a sizable share of the market 
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TABLE II 
A COMPARISON OF BRAND STRENGTH 
AND BRAND LOYALTY 


Share of Market 


% of Classifiable 


Going to the Two Families Showing 

Item Leading Brands Undivided Loyalty 
Margarine 41.7 21.2 
Toothpaste 56.3 61.3 
Coffee 28.3 47.2 
All Purpose Flour 64.9 73.2 
Shampoo 26.7 44.0 
Ready-to-eat Cereal 28.0 12.5 
Headache Remedies 48.8 46.2 
Soaps and Sudsers 33.5 16.8 
Concentrated Orange Juice 33.0 26.8 

TABLE Ill 


PROPORTION OF TOTAL VOLUME COMING FROM FAMILIES 
CONCENTRATING THEIR PURCHASES ON ONE BRAND FOR 
THE LEADING BRAND IN THE NINE PRODUCT CLASSES 
STUDIED 


Degree of Concentration of Purchase 


Brand 715-100% 
Allsweet (Margarine) 53.0 
Colgate (Toothpaste) 63.7 
Hills Brothers (Coffee) 63.0 
Pillsbury (Flour) 66.0 
Drene (Shampoo) 30.7 
Kellogge’s Corn Flakes 

(Cereal) 27.3 
Bayer Aspirin (Headache 

Remedies) 43.6 
American Family Flakes 34.1 
Snow Crop (Concentrated 

Orange Juice) 20.1 


can be secured through high loyalty 
among a relatively small group of buyers 
(witness Squibb toothpaste with 4.8% of 
the market from 3% of the total tooth- 
paste buying families, or Rayve shampoo 
with 4.2% of the market from 5% of the 
shampoo buying families), the most suc- 
cessful brands combine a moderate degree 
of loyalty with wide market coverage. 
Table III, which reports the proportion of 
business coming from “loyal” customers 
(those giving 75% of their volume to a 
single brand) shows that characteristically 
half to two-thirds of their volume comes 
from this group with the remainder from 
less loyal buyers. Some brands, such as 
Kellogg’s Rice Krispies, secure a good 
share of the market (approximately 6%) 
even though almost 80% of its volume 
comes from occasional purchasers. As a 
rule, however, brands with extremely high 
loyalty (Fij Oil shampoo) or extremely 
low loyalty (Keyko margarine) end up 
with a relatively small share of the total 
market. 


® Question 6. What bearing, if any, does 
a high or low degree of brand loyalty have 
on advertising decisions? 

Answer: If brand loyalty is high, the 
advertiser has a good case for “invest- 
ment” expenditures where large amounts 
are expended over short periods of time 
to win new users in the knowledge that 
continued purchases after the advertising 
has been curtailed will “amortize” the ad- 
vertising investment. If there is a low 
degree of brand loyalty in the product 
class, advertising expenditures should be 


50-74.9% 25-49.9% 0.1-24.9% 


14.5 18.7 13.8 
27.8 6.0 2.5 
12.6 5.4 19.0 
23.8 7.2 3.0 
42.8 17.4 9.1 
15.9 20.1 36.7 
28.2 17.7 10.5 
10.1 38.1 17.7 
40.5 26.1 13.3 


continued at a fairly steady rate on a 
“pay-as-you-go” basis, or demonstrated 
returns in extra sales equal to or greater 
than the extra advertising costs. Since the 
market is likely to be composed of both 
loyal and random purchasers, some com- 
bination of these approaches should be 
undertaken, with the advertising ‘‘mix”’ 
dependent upon the loyalty to the brands 
in the product class under consideration. 


# It should be emphasized, however, that 
brand loyalty is a means to an end rather 
than an end in itself. The ultimate objec- 
tive of a business organization is to serve 
the community by providing wanted goods 
and services. Somtimes a small segment 
of the community will want a particular 
kind of service, in which case brand loy- 
alty will be high but a market share will 
be low. In other cases, a large segment 
of the community may want variety or 
may be constantly seeking for some im- 
possible goal in which case brand loyalty 
will be low and market share may be high 
or low depending upon a variety of other 
circumstances. 

An intelligent use of data on brand loy- 
alty requires an understanding that the 
whole market will seldom be so homo- 
geneous that everyone will agree to vote 
one single brand the favorite. Long run 
successful business operations can be 
achieved with any combination of high 
and low brand loyalty and small or large 
market share. The fundamental criterion 
is that a sufficiently large segment of the 
market support the product quality being 
promoted. 


Advertising Age, January 26, 
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Wanted: Reason-Why 


A strange awareness has been coming over us lately—an awareness that, 
recently, we have been thumbing farther through magazines and newspapers 
before coming upon advertisements either good or bad enough to stimulate 
comment. Most of the ads we see are just—well, ads. They might be ads for 
any product from the amount of impact they make on our consciousness. When 
we consider that we look at ads for a living, we wonder—with some slight 
misgiving—just what happens to people who thumb through newspapers and 
magazines looking, not for ads, but for news, education or entertainment. 

This Miller High Life ad is a good example of what we mean. It’s a very 
attractive ad—especially in four colors. But even after we read it critically 
we are left with no particular reason why we should prefer Miller over, say, 
Schlitz, Blatz or Budweiser. Miller refers to its brew as “the Champagne of 
Bottle Beer’’—which doesn’t make us think of beer at all but of champagne 
or ginger ale. Miller tells us we give our guests “a royal welcome when you 
invite them to enjoy life with Miller High Life.” If we ever invited any of our 
friends over to our diggings to enjoy life—with or without Miller High Life— 
they would undoubtedly refer us to a competent psychiatrist. 

Miller, the ad further informs us, is “the genuine Milwaukee beer that’s 
brewed and bottled by the Miller Brewing Co. only ...and only in Milwaukee, 
Wis.” Just what, we wonder, are we to infer from that? If Schlitz and Blatz 
are brewed in Milwaukee, aren’t they genuine Milwaukee beers too? 

Oddly enough, we have a number of friends who have switched to Miller 
High Life. They tell us they prefer High Life because it’s the lightest beer 
they have ever tasted and sits better with them because it is so light and be- 
cause they think the packaging is the nuts. 

We have a feeling that anybody who reads an ad deserves, for his trouble, 
to be given some concrete information in the way of product differences or 
advantages. You read a story for entertainment and, if you don’t find it, you’re 
disappointed. Ads are read in the hope of obtaining information on which to 
base a decision to buy or not to buy. Any advertiser, in our opinion, who 
feels he may be irritating readers by providing them with such information 
had better stop advertising and donate his appropriation to charity. He’s giving 
it away anyway. 


Tips for the Production Man... 


Subheads Flush Right; Why Not? 


By Kenneth B. Butler 

As long as the production man is usual- 
ly assigned, along with a few hundred 
other duties, the job of choosing type and 
establishing typographic style, he might 
as well have some fun with it. No reason 
why the copy men and artists should be 
the only creative ones on the staff. 

Let’s take the matter of subheads, for 
example...those little une-line type 
breakers that are used to soften up long 
blocks of copy, open them, make them 
more readable. 

A good subhead, of course, is written so 


that it is considerably shorter than the 
type measure. This is in order to intro- 
duce a bit of extra white space, a 
“breather.” The most frequent style is 
centered, although flush left has come to 
be quite popular of late. 


A matter of white space 

Now except for the distinction created 
by bold face, plus the normal paragraph 
indentation, there is nothing in this style 
to really point up the break. It could be 
just another line, slightly misplaced... 
since all of the additional white space 
comes at the end of the line. The white 


space acts as a breaker, but does not par- 
ticularly aid the subhead in its job of 
creating a new, minor headline to the 
text. 

When leading is introduced above the 
subhead, much improved legibility is 
added to it. However, it is not always pos- 
sible to allocate space equivalent to 
an extra line for this. When leading less 
than the space of a full line is used, there 
is a likelihood that lines in adjoining col- 
umns will not align line for line. The lat- 
ter is preferred makeup; with many ty- 
pographers it’s a “must.” 

How about flush right? 

With this style, additional white space 
at the entering point of the sub head defi- 
nitely sets it apart. In addition to being 


bold face, its very position labels it as a 
minor headline, not to be confused with 
text. 

And best of all, there is white space 
above it over a great deal of its length, 
due to the space added by the incom- 
plete “widow” line above it. 

Not all paragraphs end with a natural 
widow line, but many of them do. On a 
typical page in ADVERTISING AGE at least 
half of the final lines in paragraphs are 
short lines. A count made of a number of 
promotional pieces revealed that half or 
more of paragraph endings automatically 
leave white space that would aid the legi- 
bility of flush right subheads. 

Do you not think there is merit in this 
style? 
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Drug Topics 
| stays far ah 


ar Here’s the record for 1952 


Covering The Three Comparable Retail Drug Trade Publications With Effective Circulations Over 36,000 


| 192% AHEAD 39.8% AHEAD 156% AHEAD 
IN AD COLUMN INCHES IN AD DOLLAR VOLUME* IN EXCLUSIVE ADVERTISERS 
DRUG TOPICS ..........113,825 DRUG TOPICS .....$1,434,195.00 CRUD FORGE osc ccdcdceseatee 
Magazine “B” .......... 38,960 Magazine “B” ..... 1,025,947.00 Magazine “B” ...... jenee tee ae 
Magazine "C” .......... 31,418 Magazine “C” ..... 418,907.00 Magazine “CY ...cscccscssss @ 
25.2% AHEAD 46.3% AHEAD 88.2% AHEAD 
IN AD PAGES IN NUMBER OF ADVERTISERS IN READER INTEREST** 
DRUG TOPICS ....1626pages 5” DRUG TOPICS ...... ovescnue DRUG TOPICS ...........43.3% 
Magazine “BY” ....1298 pages 20” ‘Magazine “B” ........ +éeaounee he PT ere Te 23.0% 
Magazine "C” ....1047 pages 8” hg ee ...178 Magazine “B” .... 


{ Drug Topics 


vith 330 West 42nd Street, New York 36, N. Y. 


gth, THE ONLY NATIONAL NEWSPAPER FOR RETAIL DRUGGISTS 


f or *Number of od pages multiplied by one time page rate 

ally for each publication. 

**Based on a national survey independently made in Nov. 1952 
among independent retail druggists by American Greeting Publishers, Inc. 
Question asked: "Which Drug Trade Paper Do You Read?” Ask to see 
this .. . and other surveys .. . proving Drug Topics leadership. 
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The Eye and Ear Department... 


Christmas Fare 


This reviewer missed the original TV 
presentation of Gian Carlo Menotti’s 
“Amahi and the Night Visitors.” Having 
now seen and heard it the second time 
around—presented by Hallmark Greeting 
Cards over NBC-TV Christmas night 
from 7 to 8—he finds himself wondering 
what all the wild acclaim was about. 

“Amahl” is the story, in operatic form, 
of a poor crippled boy who lives in a 
hovel with his widowed mother. The time 
—late in the year of 1 B.C. Amahl, who 
hobbles about on a crutch, is an imagina- 
tive child. He tells his mother constantly 
of strange, impossible things he has seen. 
This particular night he claims he has 
seen a star as big as a window. His mother 
berates him and the two retire for the 
night. They are shortly awakened by a 
knocking at the door. Amah] investigates 
and returns to tell his mother that outside 
is a king wearing a crown. “Mother, 
Mother,” he sings, “come with me—I 
want you to be sure that you see what I 
see.” When she at last goes to the door, 
she discovers not one king but three. She 
invites them in and then goes to round up 
the shepherds to bring them food, since 
she has none. 


@ When the shepherds arrive they not 
only bring the kings food but entertain 
them with a rustic dance. Afterwards they 
depart and the kings and Amahl and his 
mother retire for the night. When they 
are all asleep, the mother creeps to steal 
gold from one of the kings, hoping she 
may be able to do something with it to 
help Amahl. She is discovered by the 
king’s servant and Amahl comes to her 
rescue and begs the king’s forgiveness 
and understanding. The kings then an- 
nounce they must be on their way to 
seek the Child that is to be born and for 
whom they are bearing gifts. Amahl, 


‘THE NIGHT VISITORS’—This scene from 
Menotti’s “Amahl and the Night Visitors” 
(NBC-TV) shows Amahl’s mother (Rose- 
mary Kuhlman) pleading with the three 
kings. 


wishing to send a gift with them for the 
Child, offers his crutch—and suddenly 
discovers he is no longer crippled. The 
opera ends with the kings and Amahl set- 
ting off together. 


s As a new and authentic Christmas leg- 
end, “Amahl and the Night Visitors” has 
an unusual amount of force and interest. 
As a musical composition, in this review- 
er’s opinion, it leaves something to be de- 
sired. There are no arias or melodies that 
remain pleasantly in the mind. Moreover, 
one of the drawbacks of the operatic form 
is that the necessity to fill the lungs with 
air and then expel it in song gets in the 
way of dramatic action. In the more in- 
timate moments between Amahl and his 
mother spoken dialog might have intensi- 
fied the drama. 

With it all, “Amahl and the Night Visi- 
tors” is a cut above the average TV fare— 
which may be enough to justify all that 
has been said about it. Together with “I 
Saw Mommy Kissing Santa Claus,” it will 
undoubtedly be back with us next year. 


Mail Order and Direct Mail Clinic... 


An Education in Mail Order 


By Whitt Northmore Schultz 

Do you want a solid, inexpensive educa- 
tion in direct mail and mail order ideas, 
plans, techniques? 

Well, how many mailing lists are you 
on—on purpose? 

Five? Ten? Twenty? 

If you’re on only 20, you’re just out 
of swaddling clothes. 

If you’re on 50 mailing lists, you’re 
entering the kindergarten of mail order. 

If you’e on 500 mailing lists—on pur- 
pose—you'’re in college level mail order. 

And, if your name appears on 1,000 
or more mailing lists, you’re in the post 
graduate phase of a mail order education. 


® Colleagues of mine who are on the 
greatest number of mailing lists are 
definitely the leaders, I’ve noted. Not 
that being on this many lists makes you 
a leader, of course. But the fact that these 
people have sent their names in to over 
1,000 different firms indicates a deep in- 
terest in how to sell by mail. 

Each day, for example, their mail 
brings new ideas, unusual sales tech- 
niques which they’ve learned to study, 
interpret, and adapt for their own pro- 
motions. 

Now, these leaders certainly aren’t 
copy cats. If they were, they wouldn’t be 
leaders. But they are shrewd and alert 
and eager to see what the other fellow 
is doing—and learn from his testing, his 
direct mail. 


The mail order business is not easy. 
It takes a great deal of study, experience, 
and the reading of direct mail pieces 
that come in every day. 

I have a friend whom I consider one of 
the brightest young men in the chal- 
lenging mail order game. 

Let’s call him “Bob.” 

Since he was a youth, Bob liked the 
mail order business. He liked that meth- 
od of selling, of distribution, of running 
a business. 

So, what did he do? After earning his 
college degree, he got a job with one of 
the top mail order firms in the nation. 
He worked hard. He studied their meth- 
ods of operation. He noted their pro- 
motion techniques; their direct mail; 
their handling of complaints; their suc- 
cesses and their mistakes. 

A few years later, after getting his 
name on nearly 1,000 mailing lists (he 
used scores of aliases and the many names 
and addresses of his spread-across-the- 
country relatives), Bob started his own 
business. This year, I’m told, his sales 
will nudge the two million mark. 


® Bob did another unique thing in his 
climb up the ladder of mail order know- 
ledge. He sent test, blind orders to some 
of America’s leading mail order firms. 

Bob had his friends do the same. His 
orders, and theirs, were sent in various 
ways—orders typewritten, scrawled, 
scribbled. Some of the orders requested 


C.O.D. shipments. Other orders were 
sent in using unsigned checks; or cash; or 
over or under-payments. 

Bob did this deliberately to learn, re- 
member. And he learned a great deal. He 
learned, for example, that many mail 
order firms are careless; they don’t trust 
their customers; they don’t back up their 
guarantees; refunds are extremely slow; 
and, generally, service was poor, sloppy. 


« His tests also proved that certain 
firms were outstanding in their desire 
to please a customer. Such companies 
gained Bob’s respect. He decided to 
adopt many of their positive methods. 
Success has followed. 

The point I’m making is that you just 
can’t know too much about this grow- 
ing way of distribution—by mail—from 
factory direct to your home, delivered by 
your mailman. 


Dear, deer Copywriter, 


Advertising Age, January 26, 1953 


So, when newcomers ask me how to 
get started in the mail order business, I 
like to recommend these specific steps: 

1. Read all the books on mail order 
that are available in the biggest libraries 
in their towns. 

2. Get on as many mailing lists as 
possible. Study carefully all direct mail 
that arrives, noting copy, photos, layout, 
artwork, etc. 

3. Read all periodicals that deal with 
mail order and direct mail and advertis- 
ing. 

4. Learn methods employed by mail 
order leaders. 

5. Send test orders to mail order firms 
to determine how they treat their cus- 
tomers. 

6. Remember, the customer is always 
right. Give him de luxe service. Sell him 
only top quality, guaranteed merchandise. 
Success will follow. 


Please meke a New Year's Resolution to: 


1. Taink out your copy 2. Meite out your copy 3. Let ne work alone 


5. Bring in some scrap eng ap order 


4. Give me some ting 


Dear Art Director, 


6. Keep an open mind 


M 
Ov 


Yours, 


Pleese make e New Year's Resolution to: 


1. Let me see e rough 


3. Try it « couple of ways 


2. Take my rough seriously, but not literally 


4. Check leyout for missing elements 


5. Leave gome space for copy 


+ Throw those other bums out of your office 


+ Let's see who can be more open-minded 


Yours, 


FOR CREATIVE PEOPLE—Some New Year’s resolution suggestions are 
exchanged between art director and copywriter in this cartoon 
memorandum which J. Walter Thompson Co. distributed with 
copies of the agency’s Newsletter. 
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Salesense in Advertising ... 


Observations on an Interesting Suggestion 
by Zenith’s President 


By James D. Woolf 
Advertising Consultant 


Worth noting is the following letter to 
AA’s editor from E. F. McDona!d Jr., 
dynamic president of Zenith Radio Corp. 
When Mr. McDonald, a keen student of 
advertising and an ardent believer in it, 
has something to say 
about advertising, his 
observations rarely fail 
to be interesting and 
provocative. I _ state 
this as a_ conviction 
born of experience; it 
was once my privilege 
to collaborate with him 
in the production of a 
Zenith radio weekly 
broadcast. To refresh 
readers’ memories, here is Mr. McDon- 
ald’s letter in full (it appeared in AA 
Dec. 29): 

“One fundamental principle in the 
merchandising of a manufactured product 
is the use of trademarks and design fea- 
tures to identify clearly the product in the 
public mind. This merchandising prac- 
tice is beneficial to the public because it 
makes it easy for people to know the 
manufacturer of the things they buy. It 
is equally beneficial to conscientious 
manufacturers who benefit from public 
confidence they establish. (The _ italics 
are mine.) 

“So far this letter reads like a primer 
in merchandising. Now for a suggestion 
about using this fundamental principle in 
another field. 


James D. Woolf 


s “Advertising agencies, like manufac- 
turers, have a product to sell. This prod- 
uct is made up of their brains, skill, and 
ingenuity in the preparation of adver- 
tising. Just as some manufacturers pro- 
duce superior merchandise, so some 
agencies produce superior advertising, and 
vice versa. I think it would be a good 
iaea if in every published advertisement 
there were a ‘hallmark’ identifying the 
egency that prepared the ad. This would 
allow other advertisers to know whose 
copy they are reading and give them, over 
a period of time, an accurate evaluation 
of different agencies in the field. 

“The hallmarks can be very small and 
the key to the hallmarks identifying the 
names of each of the agencies with a par- 
ticular hallmark can be published by the 
advertising magazines.” 

I believe firmly in what Mr. McDonald 
calls a “fundamental principle’—namely, 
making it easy for people to know the 
manufacturer of the things they buy. 
But I am not sure that I have much be- 
lief in the hallmark idea. First, however, 
I'd like to indulge in a few observations 
concerning the “fundamental principle.” 
I fear it is a principle that many, many 
advertisers do not regard as being the 
least bit fundamental or of “primer” im- 
portance. It is astonishing to note how 
many manufacturers, many of them firms 
of considerable prestige, do not identify 
themselves as the makers or sponsors of 
the branded things they advertise. 

I happen to have before me the Grafic 
magazine section of the Jan. 11 Sunday 
Chicago Tribune. Most of the advertise- 
ments in this issue do NOT “make it 
easy for people to know the manufac- 
turer of the things they buy.” Ads of the 
following products are unsigned by a 
firm name or a signature of any kind: 

Golden Mix, a prepared flour for grid- 
dle cakes and waffles. 

Bufferin, a Bristol-Myers product. 

Blue Bonnet margarine. 

Perk dog food. 


Brylcreem, a hair dressing. 

Dutch Masters cigars. 

Amm-i-dent, an ammoniated chloro- 
phyll dentifrice. 

Pazo, for glorious relief that’s amaz- 
ing. 

BB Rol-Rite, a ball point pen. 


# I find that the same cloak of mystery 
shrouds the identity of the manufac- 
turers of many of the products advertised 
in the January issue of Good Housekeep- 
ing. Lady Pepperell’s Reversible Snug 
Fit sheet, for example, does nothing to 
“make it easy for people to know,” etc.— 
no firm name, nothing. Cannon towels, as 
against this, does let Mrs. Consumer know 
how Cannon can be reached if she has 
something on her mind: Cannon Mills 
Inc., 70 Worth St., New York 13. 


But Cannon is an exception. A host of 
products are demure indeed when it comes 
to owning up to their parentage. Among 
the disinherited I note Ivory Snow, Cris- 
co, Cashmere Bouquet hand lotion, Jer- 
gens lotion, Duz, Anacin, all, to name 
only a few of scores. A few ads make the 
coy confession in type so small as to be 
nearly lost to sight that the item is “A 
Product of General Foods.” But only a 
handful of important advertisers sign their 
ads after the manner of Listerine: Lam- 
bert Pharmacal Co., Division of the 
Lambert Co., St. Louis 6, Mo. 


“Trademarks and design features,” 
using Mr. McDonald’s .words, are not 
necessarily company names or identifiers 
of “conscientious manufacturers.” Except 
in certain very special cases, and they 
are few, it is my belief that every adver- 
tisement should be signed by the adver- 
tisr about as follows: “FOAMO is made 
by Smith-Jones Mfg. Inc., 75 Integrity, 
New York 17. FOAMO is guaranteed. If 
you are not satisfied, please write us.” 


= It appears to me that there are several 
advantages in identifying a product and 
its trademark with the manufacturer that 
makes it. First of all, is the important mat- 
ter of credibility. It is a reasonable as- 
sumption, I think, that our confidence in 
an advertiser is bolstered a bit when 
proudly he proclaims his name and ad- 
dress to the world. Secondly, the manu- 
facturer’s name and address may lead 
to sales. For example, one of the water 
heaters in my home is a Rheem. Rheem 
advertising sold this heater to me—but not 
until after I had written to the company 
and asked for the name of the Rheem 
dealer in my community. If the name and 
address of the Rheem company had not 
been in the ads, I would very likely have 
shrugged off the whole thing. 


Just the other day a neighbor of mine 
shrugged off Pepperell’s sheets. The Lady 
Pepperell page in January Good House- 
keeping captured her interest, but she 
couldn’t find the product after shopping 
in two or three stores. She referred back 
to the advertisement with the intention 
of writing to the manufacturer—but she 
didn’t. No firm name, no address, no 
nothing! 

Thirdly, the inclusion of the company 
name and the address in advertisements 
to consumers often produces sales to 
dealers and wholesalers. I know of at 
least one case where an advertiser of a 
new type of electrical appliance received 
hundreds of inquiries and orders from 
retailers and jobbers, plus a substantial 
volume of export business, all because he 
had the good sense to sign his consumer 
magazine ads with his firm name and 
address. Fourthly, why shouldn’t a well- 
known and respected firm capitalize on 


its prestige? Consider Cashmere Bouquet 
hand lotion, for instance. A Midas fortune 
has been invested in publicizing the name 
of Colgate-Palmolive-Peet. By what proc- 
ess of logic has somebody arrived at the 
belief that this name will hurt rather 
than enhance the credibility of the 
Cashmere copy? 


® I only wish that Mr. McDonald's “fun- 
damental principle” was as ardently em- 
braced by manufacturers as he indicates. 
But let us assume that it is and see how 
it applies to the promotion of the “prod- 
uct” sold by advertising agencies in their 
own behalf. Mr. McDonald suggests a 
“hallmark” identifying the agency that 
prepared the ad. I see no harm in this, 
provided the hallmark is very small— 
about the size, say, of the head of a 
pin—and is completely meaningless to the 
consumer. Beyond this I would not go. 

It is too bad, as I see it, that the gen- 
eral public knows about advertising agen- 
cies. It is unfortunate that many con- 
sumers, if not most of them, know that 
advertising is written by paid penmen. We 
would have an ideal situation, I tend to 
believe, if the consumer thought that the 
words he reads in advertising come right 
out of the horse’s mouth—namely, the 
boss himself. This is the strategy employed 
by most successful direct mail adver- 
tisers. Some of the most effective letters 
I have seen have all the earmarks of com- 
ing direct from the president’s office to 
the reader. 

But I do not think the situation is go- 
ing to change. Consumers, by and large, 
aren't being fooled as easily as they used 
to be. If we are to believe the many sur- 
veys on what people generally think of 
advertising, we can’t escape the feeling 
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they are wise to the ways of our trade. 
They seem to know that, in many in- 
stances, testimonials are bought and paid 
for. They are hep to the fact that there is 
something in it (either money or publi- 
city) for Linda Darnell when she pro- 
claims Camels get along wonderfully with 
her throat. And for Robert Young, when 
he says that Camels give him more smok- 
ing pleasure than any other brand. They 
know that the advertising of branded 
merchandise is in the hands of profes- 
sional writers and artists who work for 
pay, and in the hands, too, of professional 
entertainers who rhapsodically eulogize 
their sponsors’ products—also for pay. 
(It’s my notion, by the way, that audio 
and video entertainers ought to stick to 
entertaining and let somebody else sell 
the product.) 


= Now don’t get me wrong. Advertising 
should be in the hands of professional 
writers and artists. I am simply pointing 
out that advertising would operate in a 
climate of greater felicity and fecundity 
if the reader or listener actually believed 
he was on the receiving end of an out- 
pouring straight from the heart of the 
president of the company. But this, of 
course, will never happen now. We can, 
however, strive to maintain the current 
status quo, bad as it is. The situation 
would certainly worsen if every ad were 
identified with the agency that prepared 
it. Mr. McDonald, of course, suggests on- 
ly a tiny hallmark, but who knows where 
the thing would stop once the ice is 
broken. 

Besides, I see no real need for an agen- 
cy hallmark. A simple inquiry will find 
out for anybody what agency prepared 
what campaigns. 


24 Arguments Against One-Stop 
Food Supermarkets 


In its Jan. 15 issue, “Grey Matter,” National Advertisers Edition, 
published by Grey Advertising Agency, New York, offers 24 reasons 
why food supermarkets should not attempt to become one-stop out- 


lets or “department stores.” 


1. Food supers get only $2 out of every 
$3 spent by their customers for food. That 
extra food dollar which they are missing 
is equal to four or five times the total vol- 
ume of all the new hard and soft goods 
lines they have added to date. They won’t 
pick up that highly profitable extra food 
dollar by concentrating more and more 
con non-foods and neglecting foods. 

2. A Nielsen study shows that of 154 
leading food brands, from 5 to 9% of the 
stores were out of stock of 41 of these 
brands! An additional 24 brands were out 
of stock in from 10% to 16% of the stores. 
Out-of-stock undoubtedly costs top food 
brands a minimum loss of 5% in volume. 
Correction of that one weakness would 
contribute as much to the net of the food 
supers as the total net contributed by 
most of their newest non-food lines. 

3. Omitting autos, gas, building, and 
other non-general merchandise—food 
takes almost one-half of the total dollar 
spent by the public for general merchan- 
dise. If the food store cannot build a 
large enough volume for profit with that 
potential—it had better fold up its tent 
right now and silently steal away. 


s 4. The department stores were the or- 
iginal developers of the premise that 
profit comes from inventory diversifica- 
tion. Their net profit record of the last 
30 years is hardly encouraging. And they 
stuck to lines they knew—the food supers 
are now turning to lines they don’t know. 

5. Another early advocate of the theory 


that the more diversification of inventory 
the larger the net profit was the drug 
store. Not much encouragement here, 
either, when net profit statistics are ex- 
amined! 

6. There is the incorrect notion that, 
for higher markups, the food super must 
turn to new non-foods. The food super 
has been terribly misled by that average 
markup figure of 17%—like all average 
figures it is without significance. Any 
number of food lines provide markups 
running from 20% to 30%—and more. 
And many of these high-mark food lines 
turn faster and show a better maintained 
markup than some of the newest non- 
food lines of comparable initial markup. 


s 7. Moreover, on their low markup food 
lines the food supers throw off a better 
net, percentage-wise, dollar-wise, etc., 
than on many high markup non-foods. 
(One of the large food chains recently 
reported that cigarets are one of its most 
profitable items—and the markup per- 
centage on cigarets is smaller than the 
markup percentage on 85% of the food 
lines handled.) 

8. New lines always get top attention. 
That means neglect for the bread-and but- 
ter lines. And incidentally, a major share 
of the food super’s new hard and soft 
lines are not advertised brands. Food 
supers grew up on advertised food brands. 
Their brand techniques may not work 
equally well on unbranded non-food lines. 

9. Excessive inventory diversification 
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is usually a symptom of developing soft- 
ness. It is presumably the “easy” way out 
of mounting overhead. But in the long 
run, it simply compounds the overhead 
problem. It poses huge problems in a 
market in which prices are drooping and 
competition becoming more intense. 

10. The one-stop or the one-half stop 
food outlet will flourish in some areas-— 
just as the old general store continues to 
flourish in some areas. But the growth 
of the shopping center, as we have pointed 
out time and again, really works at cross 
purposes to the one-stock concept. The 
easier it is for shoppers to go from store 
to store—and surely that is the very heart 
of shopping center concept—the less rea- 
son there is for one-stop shopping. Super- 
markets locate in shopping centers. 


@ 11. Food supers are getting too large 
for the comfort and convenience of their 
customers. Shoppers are complaining 
about being compelled to walk “miles” 
through elongated bowling-alley aisles. 
And without field glasses, it is difficult 
to locate sections. 

12. Shoppers are also complaining that 
they are being compelled to march 
through displays of new hard and soft 
lines in order to reach certain food cate- 
gories. “Compelling” the customer to do 
anything is bad business—especially 
when the No. 1 category is shunted to a 
No. 2 spot. 

13. The shopping cart does not con- 
veniently carry many of the new non- 
foods. Moreover, sometimes the new non- 
foods in the shopping cart crowd-out the 
foods. And very often the food purchase 
ic cut in order to have ready cash for the 
non-food purchase! 

14. The newest non-foods take more 
time to check out at the check-out gate. 
The time wasted in long queues at the 
check-out gate is already a matter of 
shopper annoyance. Food supers lose a 
huge volume due to this one factor alone. 

15. The new hard goods in particular 
also pose a problem with respect to get- 
ting the non-food purchases out to the 
car—especially when accompanied by a 
large food purchase. It slows down a re- 
tail operation originally designed for 
speed. 


® 16. The use of various types of rack 
jebbers in order to carry non-foods— 
and the use of other types of non-food 
suppliers who furnish racks and serv- 
ice—must have its limitations. How many 
different men can a food super permit to 
come into its store to stock non-food dis- 
plays, etc.? Another problem—the shelves 
that the food supers cannot themselves 
keep stocked, are not kept well-stocked 
by the supplier, either. Moreover, the 
leck of store control over the merchan- 
dise selection, the pricing, the promotion, 
etc. is hardly an ideal climate for a fine 
type of retail operation. 

17. Construction and equipment costs 


Employe Communications... 


multiply as a store building increases in 
size. It already costs more to equip a 
large supermarket with shopping carts 
alone than it did to equip a complete 
grocery store in 1920! The larger con- 
struction and equipment costs necessi- 
tated by huge non-food operations—if 
properly charged to some of these new 
hard and soft lines—would make the so- 
called “juicy” markups a bit less juicy. 

18. The food supers are making the er- 
ror so common in retailing of thinking in 
terms of initial markup on non-foods. 
When all of the costs involved in non- 
foods, including markdowns, special per- 
sonnel, warehousing, etc., are considered 
—the remaining net is usually not unique- 
ly attractive. 


# 19. Most of the newest non-food lines 
added by food supers have been taken on 
during a period of minimum competition. 
In such times, it is easier to hang on to 
the initial markups. But as price compe- 
tition increases, the food supers will be 
compelled to meet it—and blooey goes 
that juicy initial markup. 

20. Already some food supers are fol- 
lewing a policy of underselling on their 
newest hard and soft lines. Typically, 
one food super claims to undersell on its 
non-foods by at least 10%. That, too, 
shrivels that “juicy” markup. And this 
trend has just begun. 

21. Supermarket management and line 
executives know food and the traditional 
non-food lines. They don’t know some of 
the newer non-food lines. The errors they 
have made, as a consequence, have been 
in some instances extremely costly. 

22. It is a common error in retailing to 
concentrate promotion on buying “mis- 
tukes.’”? We already see plenty of evidence 
that supermarkets are falling into this 
trap. 


= 23. When a food store goes in for a 
continuing price promotional program on 
non-foods it bumps up against all of the 
problems faced for 50 years by depart- 
ment stores operating on this same basis. 
After 50 years, the department stores 
still don’t know the answers. To assume 
that food stores will start off with the 
complete solution is a fool-hardy assump- 
tion. 

24. At least some of the newest non- 
food lines are taking the food supers com- 
pletely out of Self-service and even out of 
self-selection. Some food supers, for ex- 
ample, have established house-to-house 
crews for major appliances. The very 
food market operators who laugh heart- 
ily at the somewhat clumsy attempts of 
other retailers to adopt supermarket 
techniques calmly assume that they can 
beat the house-to-house specialists at this 
tough, highly-specialized form of retail- 
ing! And of course in a super the cash 
register is an open invitation to employe 
pilferage—as well as shopper pilferage. 


What's Ahead in Communications? 


By Robert Newcomb and Marg Sammons 


The business forecasters appear to be 
playing the cards close to their chests, but 
most of them feel that prospects are good 
for 1953. How the omens can be inter- 
preted for those in the field of communi- 
cation with employes is something of a 
job, but the following seem to be reason- 
able conclusions: 

1. Industry needs communication in 
times of high employment. There is no 
sign of a serious slackening in employ- 
ment, if there is to be any at all. The bat- 
tles royal for employes, particularly for 


engineers, seem destined to continue. 
Even if the defense orders decline (and 
there is plenty of doubt that they will), 
the accumulated momentum will keep 
employment high and the need for com- 
munication great. Communication with 
employes, properely handled, helps keep 
the turnover down. 

2. If the nation goes on a war footing, 
employe communication will be more vi- 
tal than ever. Although there is talk of 
getting tough with Russia without in- 
creasing the output of arms, most people 
don’t see just how this can be done. If the 


defense effort is stepped up to a war foot- 
ing, those in communication will find 
much to do to get employe morale to the 
proper pitch in the interest of full pro- 
duction. 

3. Meanwhile, communicators have 
four principal areas of operation. While 
ing directions: 

Productivity: Whether it’s a peacetime 
or a wartime economy, here’s where the 
emphasis must go. Communicators have 
before them the task of ‘selling employes 
on the virtues and values of high, sus- 
tained productivity. 


s Absenteeism: It’s a headache, and will 
continue to be. Appeals to reason haven’t 
helped much. In tight labor markets, in 
good times, absenteeism is a tough item 
to lick; lofty principle carries little weight 
with a big head at five a. m. 
Recruitment: There is too little cooper- 
ation between the recruiting force and the 
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communications people. The _ recruiter 
beating the bushes for help needs the 
backing of the fellow who edits the em- 
ploye publication, who can provide effec- 
tive supporting literature. So here is an 
area where the communicator should be 
working hard right now. 

Indoctrination: A worrisome percent- 
age of plant turnover results from lack 
of proper indoctrination, a six-bit way of 
describing the process of getting a guy off 
on the right foot. Employe magazines, 
manuals, talks and tours can steady a new 
man down in the early, trying days fol- 
lowing his hiring. An understanding sup- 
ervisor can do a whole lot more, but the 
literature can help. 

In the opinion of many, free enterprise 
is in the driver’s seat. It will be helpful 
to know when to apply the brakes, but it 
will be equally useful to know when to 
step on the gas. This looks like one of the 
times to get wheeling. 


Looking At The Retail Ads 


God of us all... 


Somehow let human souls the world 
“round hold, For a little longer this year, the 


heart-pert of this shining season» 2» 

Let us keep olive the 

reverence, the selflessness, 

Sous the simple faith and radiant beauty 

«..the promise of Peace thet 

is Christmas » »» 

; Amen 

lo 
¥ \ 
Che Fair family wishes 
you and your family 
a very happy Christmas 


By Clyde Bedell 

What is wrong with this ad? Nothing, 
except that it should have been run by 
some store in every city of the land, on 
Dec. 25. 

On a day when a number of stores were 
issuing their flat little and big “A VERY 
MERRY CHRISTMAS TO YOU” ads, 
this small ad of about 45 inches ap- 
peared in Chicago. 

Many hours of the Christmas season 
carry no minutes of joy and gladness for 
people in the retail stores, or for their 
delivery people. Many shoppers become 
exasperated by Christmas rush errors, 
poor service, sales-clerk indifference. 


s When it’s all over, most stores put a 
canned “Merry Christmas to You” in the 
papers—an ad slid through the works 
with the same degree of devotion and 
human-heartedness as the last bar-ac- 
cessories ad. 

And among them comes this—a sincere 
sounding brief prayer. “Wait,” it says, 
in effect, to the mass mind of the city. 
“Wait. Let us not forget what Christmas 
is all about. It has been in our minds as 
we have served you. It is in our minds 
with that service over.” 


How many people are brought to a 
short stop—while the many little annoy- 
ances and grievances of the season are 
flooded over with a wave of appreciation 
of our American Judaic-Christian heri- 
tage? I don’t know how many people 
read this ad. 


# The paper in which I saw it has over 
900,000 circulation. If only 1% read it, 
it was a great investment. If only 1/10th 
of 1% read it, likewise, for there at least 
900 people in Chicago who will never 
again be the same as far as this store 
is concerned. 

It is likely 15% or 20% read the ad~— 
maybe even 40%. 

Institutional advertising, I think, 
should always carry such a wallop that 
the reader will never be the same again 
in connection with the advertised item 
or the advertisers. The change in the 
reader may be small, it may be sub- 
conscious, unconscious, or conscious. But, 
in the sense that every drop of water 
added to the ocean displaces all other 
drops, the change will affect—however 
slightly—all of the sum total which is 
the personality of the reader. Salute! 


VO Nea) ye Ce see, al Caen ** 2 oe! ‘ Le ea, hs ie BRE eee 3. = ia Tee hd bo poe ea, Se aad = > yee * 2 ie tte ere eee le in tA Bee 35 oy ae 205 ba Se ied ee pos era) ee Re ae M 3 ptr a oy ‘ EP At a : ce yor 
Be. vai at Oe ae * 2S A of e Pinta: STC aay Me is Se Wook a ea 1 aaa : Bi ee SOE La ae an Pigg ts ise 1 (Toe, Cn Bae peg eo roe eae See Se ee ge, eR hg whe tals F a Ean Nr ee i oe 
") br Ne ag OS 2 file ee ta eid BS oe Ls gt a Gt AR aca Riot alge OE ee ne ONE ea Pout i cag ate ig ee } Ky Picae ae oan Se TR oh AT a eR TON BME occas ge MC oe Tt es ad ae LG Cia Maan a Tea te Si ee a DN li aa. gee A Bien Nae 2 es 
oa pop TT ok ates Sar ee oF oe ee i oe ea Ree hes, Be olan (ARs Tia semen as 27, ne ara pai iad ie 5 Ng ee a ee eg Ge hs ea gM ete he at 
Bes, “Sine ee ee Se aa ara SaaS Lee < hei ane ie, é ‘Siti: (Se ae cee he: hae ae ey 5 2 bianca Cr ele adie 5 souk, Bak ee ears, Fp Oe TA es ee a bs see ae. TR ae ae hea came ng ee re” Bers ce eee 3 er Ee ee 
hes me am Saree Piet eh a It aa oe at ‘ seereriaes: SO a Agha Dek PENG rs oS ean ics eee mm uae ba a Peep. fhe, a aS tee Rite Page Me aa Am ee jee gan Ty 
= rm Ee esa, £ any Lago) AEE Cee, ae yori ein ewe ig SO es ee peicra} e Gs. 2 ae re ae a ee ea Ae, cea sree a 0 aM, ae Sra eae eee he a eee, Se eee Ro ho vee Oa re ee a 
os Se . We eee coe 2S ie tag eas fare oo eeu ae 2 be at yaaa” anes c § oe deeag ERD: Peete muti We ers te ton a Fy ‘ean ce ee eS ee hs Nie ac i Gee) eae age) et Me ae 
? Signe -# "ee ea eat cy eee See Sin i Re mR cic ee et cot ® = Aiea Te Sra Bat " Ft ees Bee ogee ge caret © empress) cere Pers Guerin 15 Uline Meee Soe OR gh ee 7s Big aa oh i i ima wi em > ae os 
ss poet Bante ee, yO eae Bee as ie eal sae eA gee els ru) eee Miter ee Stare te ato eee Gis eee ee ee ee a nae eo op - Basra: De acrae ey hg ee ising a aay Me ee es se oe “apie: ee ae 
ee eee ye Ae csi ca lem aR 2 a aR 2 a NS) ea 8 RIM SINR c | Se em ae NN en LS EY, he ae pa ina Yee ae, A? Eee at ae a, Beg ee ee ee 9g gan og : Cea az 
Bes ER ater h 25 he ae cit gee aires RA ee Fs aa Caer ae : oe eas ile the 4 ae os fet See hers Pepe ea : Bie ge eeaceetate oo. Seat aerate Ll ae mem ee ies Be for to el saa ein 2 Bg eM aa 
Sain 7 ; 3 ae ‘ ee : Pe ee le. Saee SS ee Ae eit oe Berg ow ec mee aes be CN ara ie ie ewe fe Ph ten Spe beets a ene iS a0 2 od Ac en aie eae en fie. 
a £ . ee res , we ° ie BN ey he gee Na sc aeRO aN 5 Sa gma So) U2 a TE Ral or oa eS a ieee os hae te Nar ee ap ee 
E : a : ; “ : . ‘ ; 5 er ees ‘ PC a Sark ee et Songs AL ote 
: 1 - 5 ye wes A + ieee . oe a ete tere a 7a 
» —— Peale APR erccern £ oe. — ecm Set . o 4 
: I a NE et ‘ 
‘ 
: a 
: J 
> 
) 
1 
4 
, 
. 
a : ae 
a eee | 
sib ale 8 i - 
pete | 
ss ; 
wi aia nie oT 
eae . 
Ym 
Po es 
sere soir 
ieee 
ie | is 
wine 
eee oe ee 
Be ys ei 
el Bo 
ME is f 
Bt ha 
Rice rae 
4a S.A. 
eer liad 
ing 
ee ——s — 
er - . 
Ci. 
eas 
7. 
i) ae 
= oe 
tee (it 
ee ~ 
eee at Oy 
i ae b 
Biel Sa L....) ma 
ae eh: 
ens 
es 
eee Ge 
“e 
fen ~~ « 
ree 
sey 
Fe 
a nA < 
{— &) 
ie 
ea: ay. - 
ve 
a * 
si, 
‘Ze sf pan 
Sass je oe 
bd ica 
Be Bagot. 
Missi ae 
1 eos 
bas Lat: : 
bes 
a a ee 
pola 
aye ibe 
V8 ees 
2 PS 
me 
ee 
Suge ed 
8 OE iat 
Raye 
Sain ae d 
ere TT 
ay 
aS 1 
ee | 
ae 
- 
Sibi 
AV ce 
ewes 
roo q 
Wes ce sag 
Seat 
ee, Lae 
ea 
ae 
¥ Mey aes Bay oa geek Fas Sy ws en Rit Ae Re Be. Soe se Fee rs os ik) ee eS on ‘ i ¥ 35 ; ree z _* a) ~ Lg bo a he ¥ is E Lane oy me 
pre | ae Y Wid: Spay A + f. ey OL . « as = he ge As Pm =i meh at si er ¥ * = a or hy # ne Bora ch ee “ ee a ee er OR ee eee ‘6 Pie or ys . % \ “ ¢ # _ = . * _ 
Pike Pee et Se od Se eee # J Se se Pi ee aac Pgs EA NE : be } 3 $ ; aes x i tee ES Re LBs Mia | Bare ih HY oie : Meret E rs " . ; Z ae : ar rake Gee ay 
2 4 Fe oI? Buster ae SE, Ty BO oA eye aes S33 i ee: 2 ie, Sth” a eee 1 ae cere 4 ALY EA shone yee Se es ee Re ccd Ss J < t © aioe 5s cham tot Be Ta EY, LE adhe. Doe Ute if : > wrt ae e ‘ : ; Lx feck a ‘ ee le 
EA ales 132 Ree ae Cae ar une Pade Rs Sr oak : BEE op Sat Pie We. wash sieht ee ‘ oF ee fe SO nn : of es cae Py pias: seaman - ie So % 47k Aa ig eh ae Ip : \ chy. 4 tS ry . : 4 ? < Seat. RAR Me cag pee 
+ Pa als Mop a Pty £. s n! see Beis fags Deans eae by : ¥ s ae 8 IE ® ¢ a Bs ‘ eas a, 5 Py. eid ety a ae ite ae BS hg Whe Se cee ea .; Pat are eras ae we ae Le on reed ee ae a Re el See aS: se a Set ae # rent Fa 
es Fs $ : 2 > rs EBS! ae ORY WP Se? Be Py ene srt My > ecient mS Sexy og ns egemein - “yh “f¥ hi afe at SR dh ee ae Ae Ge ae ee ee Bg Ce er PU a Oe aera Cage ance alte Rage te idk cinta emer, Jane ae (Soe Se a ore ae GaN 
b 3 fo ape SO q ge me BGP o ibe Wa ee tee en Pata | Bui Svigy abo! EA Ss ooh Caras acne ay SW oat Sores Te ae ae 3 ig tad Rie tei, eee namie i ea ee. eee hes is Oe ne Mag Zoe tes Rn ca ae A) Wk TUG kg Be $2 ae ea ae APE Si LO”, 


Oo tw Oo & 


os 


1'orr# 


AAS 


an 


iy 


Ee 
Doesn't 
Work 


"Sales have fallen off, Herman—turn on the advertising!”’ 


But industrial advertising doesn’t work that way. 
It’s not a faucet which can be turned on or off in 
response to a rising or falling sales curve. 


That’s why many alert businessmen are today 
paying particular attention to their advertising 
programs. They realize that a firm position for 
their company must be built up over a period 
of years. They look upon advertising as a long- 
range investment ...and they see in America’s 
constantly expanding economy a greater stake 
in the markets of the future than they have 
ever had in the markets of the past. 


How big are the markets of the future? 


In the decade from 1940 to 1950, industry 
generally expanded 64% in physical volume. 


Metalworking did even better than that... 
physical volume increased 100%. That’s discount- 
ing inflation, too. 


The 40’s were good... but there are many 
reasons for feeling that the 50’s will be just as 
good or better! The growth in population has been 
even faster than was expected; the Gross National 
Product has risen to a $325 billion rate; metal- 
working sales climbed from $81.5 billion in 1950 
to $106 billion in 1952. 


The 1950’s are a decade of opportunity ... but 
they are also an era of increasing competition. 
The time for action is now. The companies 
which are planning now... and advertising now 
... will be strides ahead of competition in the 
years to come. 


THE 
PENTON fuses 
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Excellent opportunity for sales trainee 
with leading envelope manufacturer 


This sales trainee has growing pains. Perhaps he is in an advertis- 
ing agency or with a firm where his work has to do with the 
printing arts. He may be in the sales department of a printing firm, 
systems manufacturer or other processor of paper products. 


He has two years or more of college . . . 24 to 30 years old. He 


wants to sell strongly enough to 


money it takes to live comfortably, educate his children and save 


for the future. 


After we have given him a grounding in the envelope business 
prospects and help him sell. He wiil be calling on 


we will supply 
leading companies in Chicago. 


The drawing account plus commission proposition we are pre- 
pared to offer this man will enable him to put his full efforts on 
. .the money he makes in the years ahead will be 


his work . 
entirely up to him. 


The Gaw-O'Hara Envelope Company is one of the oldest, most 
progressive manufacturers of quality envelopes in the industry. 
If you think you are the man we want, write (do not ‘phone or 
call) outlining your background, 
record, job experience and the salary you require to start. 


Your application will be held in strict confidence. Previous 
employers will not be contacted until after interview and then 


only with your permission. 


Address Sales Manager, Gaw-O’Hara Envelope Co., 500 No. Sac- 


ramento Blvd., Chicago 12, Ill. 


work hard enough to make the 


age, education, military service 


Information for Advertisers 


No. 4558. New Display Rack Ideas. | publishers, 


Mayer Mfg. Co. offers a port- 
folio of new store display rack 
ideas, featuring unusual designs in 
sheet-steel, wire, band-iron, 
chrome, and various combinations 
for all manner of merchandise— 
canned, boxed, packaged, bottled, 
etc. Displays shown are _ for 
counter, floor, wall, and window. 
Stock items are illustrated, and a 
specification sheet is included on 
which a _ request for special 
sketches and designs may be made. 


No. 4559. 1953 Export Sales Op- 
portunities Surveyed. 

What is the export outlook for 
1953? How can competition be met 
—both American and foreign? 
There is evidence that much new 
business exists in big, out-of-the- 
way places. . .where is it? The 
answers to these and other impor- 
tant questions are presented con- 
cisely in a new folder offered by 
McGraw-Hill Digest. Special “hot 
spots” are described, government 
dollar reserves for 32 countries, 
from Argentina to Venezuela, are 
listed, and brief media data is 
giveni. 

No. 4560. Gravure Printing—lIts 
Past and Future. 

In “The Triumph of an Idea,” 
This Week Magazine offers an un- 
usually interesting and instructive 
history of gravure printing. Carry- 
ing the story from the days when 
armorers. discovered intaglio 
printing as a means of showing 
“proofs” of etched designs on ar- 
mor to their knightly customers on 
down to today’s heavy use of gra- 
vure by all the big mail order 
houses and an increasing list of 


Note: Inquiries for the items listed above will not be serviced beyond March 9. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ApverTistnc AGE 
200 E. Illinois St., Chicago 11, Il. 


| 
! 
! 
| Please send me the following (insert number of each item wanted 
| 
| 
| 


—please print or type) 
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the book is recom- 
mended reading for all art, pro- 
duction, and publishing people. 


No. 4564. Farm Market for Sta- 
tionary Engines. 

Indicating that there is a con- 
siderable untapped market for 
stationary engines on the farm (to 
operate elevator, water pump, hay 
baler, combine, feed grinder, etc.) 
Wallaces’ Farmer and Iowa Home- 
stead offers a new report—“Iowa 
Stationary Engine Survey.” It 
covers horsepower ratings, makes 
in use, jobs performed, and buying 
intentions. 


No. 4566. New Data on Tacoma 
Market. 

The Tacoma News Tribune of- 
fers a new market data folder, 
“Two Gets You Fifty,” showing 
how the Lower Puget Sound area 
accounts for 51.7% of Washington 
state’s population and 59.3% of 
general merchandise sales. County 
breakdowns are given for popula- 
tion, families, retail sales, food 
store sales, drug sales, and general 
merchandise sales, with basic facts 
about the Tacoma market in par- 
ticular. 


No. 4567. Rural Market for Space 
Heaters. 

What kind of space heaters do 
farm families use, what kind do 
they like, what’s good about them, 
what’s wrong with them, through 
what kind of outlet are they most 
apt to be bought, what are the 
main features of a heater that 
conduce to the sale? These ex- 
tremely pertinent questions are 
answered in “Iowa Space Heater 
Survey,” offered by Wallaces’ 
Farmer & Iowa Homestead. 


THe Apvertisinc Market P 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 
per line. Add two lines for 


Advertising Age, 


spaces per line; upper & lower case 40 


number. Deadline Wednesday noon 12 days 


preceding publication date. Display classified takes card rate of $12.75 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 
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HELP WANTED 


| HELP WANTED 


ADVERTISING MANAGER 


A leading national financial institution 
seeks advertising manager. Position of- 
fers security and intellectually stimulating 
associates, with salary and opportunity 
commensurate with ability. Requirements 
include a high level of intelligence, capa- 
city to get along well with people, good 
advertising background, good health, and 
an interest in making a lifetime career 
with a substantial company. Send full 
particulars on background, education, ex- 
perience and salary requirements to 

Box 5500, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 
209 S. State St. Ha 7-2063 Chicago 


ADVERTISING AND MERCHANDISING 
DIRECTOR 


Brewery wants young (30 to 40) man with 
creative advertising experience and mer- 
chandising know-how to fill position of 
Advertising and Merchandising Director. 
Must have experience in all media and 
be able to conceive and direct merchan- 
dising campaigns aimed at the retail 
trade. Salary open. Write giving com- 
plete summary of experience and salary 
requirements. 


Box 5513, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


SPACE SALESMAN 
Nationally known advertising book match 
manufacturer offers you opportunity to 
place space contracts on advertising book 
matches on low cost distribution plan. 
f you can sell magazine, radio, TV, etc. 
space, you can sell space on advertising 
book matches. We pinspoint metropolitan 
areas in the United States. Liberal com- 
mission. Outright sales to hotels, indus- 
trials, etc., also offer substantial compen- 
sation. Can be worked full or part time. 
' MATCH CORPORTATION OF AMERICA 
} Attn: W. E. Scaman 
3433-43 W. 48th PI. 
Chicago 32, Ill. 


POINT-OF-SALE 
To experienced sales agent calling on 
large firms we offer opportunity to earn 
| good commissions on exclusive, custom-_ 
| printed roll corrugated, sold nationally | 
| to advertisers on the alert for colorful, ef- | 
| fective and most economical display ma- 
terial. Write Fuller Displays, Inc., 5-39 
| 46th Avenue, Long Island City 1, N. Y. | 


| TOP-FLIGHT LAYOUT ARTIST 
Experienced, for Chicago near North art 
studio serving diversified national ac- 
counts. Congenial working conditions, ex- 
cellent opportunity, generous employee 
benefits. Salary consistent with ability. | 
Write fvll details. | 
Box 5524, ADVERTISING AGE, | 
200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
PERSONNEL 


All types of positions for men and women. 
185 N. Wabash. Fr 2-0115 Chicago 


PARTNERSHIP IN TRADE JOURNAL 
Leading agricultural trade journal in its 
field wants active managing partner, 28 
to 45 with ad sales, production or execu- 
tive experience, capable helping add 
other journals and building a new pub- 
lishing center in the Southwest. Can have 
up to 20% interest - or better - in all 
publication, dependent on proportion of 
interest desired in current property at 
85% of appraised value. Explain net 
worth and ability to make $5,000 down 
payment with balance on low-interest, 
long-term notes. Include recent photo. 
Sell self first letter, listing all positions, 
dates, duties, salaries for past eight years. 

Box 5523, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


OPPORTUNITY in the South for wide- 
awake Circulation Manager who knows 
details; is a go-getter both by mail and 
personal contact. Salary and Override. 
Give complete details, including telephone 
number and photo. 

Box 5515, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, IL. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, IIL 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional. 
CEntral 6-3178 176 W. Adams Street 


DIRECT MAIL SPECIALIST 
Nationally known organization, located 
in central Wisconsin, offers exceptional 
opportunity to young man with solid 
background in direct mail. This individual 
will administer all direct mail activities or 
Company including planning, creating, 
and designing of mailings. Age require- 
ment 25-31. Give complete information 
including salary requirements. 

Box 5514, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, 11. 


ADVERTISING 
COPY-CONTACT 
PARTNERSHIP 


$5,000 plus incentive. A rare opportunity 
to own your own business in a limited 
time. Basically—a copy man whose writ- 


ing is warm, friendly, human and effec- | 


tive-—knows something of production, 
can contact clients and sell—energetic, 


with ability to handle people—likes a_ 
small city—have a real desire to display | 


your ability. Sizable increases and a per- 
centage of the profits, plus one-half in- 
terest in the business for the right man. 


For full details contact: 
“ADE’’ HOOVER 
DRAKE PERSONNEL 


Suite 1009 7 W. Madison 
Chicago 2, Ill. Financial 6-2100 


POSITIONS WANTED 
FREE-LANCE COPY WRITING 


| 
one | 
NEAT - CHEAP - AND CHEERFUL | 


Agency experience in all media. 
Box 5527, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


| EXPERIENCED ARTIST wants new job. 
| 8 years Chicago advertising doing quality 
| work on national accounts. Knows pro- 
|! duction well, cost conscious. 


year, agency or studio. Age 32. 
| Box 5522, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


NEW WAY TO PEP UP 
SALES MEETINGS 


| Drive home sales points in a way they'll | 


remember! Consult the man who applies 
MAGIC to sales promotion. A few dates 
|open for sales meetings, conventions, trade 
shows etc. Write or wire for particulars. 
Bob Sharpe, professional magician, 2208 
N. Clark, Chicago 14, IIL. 


FARM AD MAN - now promotion-adv. 
mgr. large mid-west mfg’r. Solid rural 
| merchandising background. Young, family, 
college ad major. Write for brochure. 
$8500 


Box 5527, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


NEWSPAPER PUBLISHERS REPRES. 
Several years as District Manager for na- 
tionally known organization. Have been 
successfully and exclusively associated 
with Southern newspapers. Desire to 
make connection anywhere in that area— 
preferably Atlanta. 

Box 5528, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


Do you need aggressive coverage in the 
Midwest? 12 states thoroughly covered by 
three men with intensive selling experi- 
ence in trade and consumer books, If 
your 1953 plans do include more spark in 
your midwest representation, Write, 

Box 5530 ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 


PUBLISHERS’ REPRESENTATIVE 
Strong in financial. Age 40. 
Box 5517, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


January 26, 1953 


REPRESENTATIVES WANTED 


| established publication with new 


$6500 first | 


PROMOTION 


Copywriter Wanted 


Excellent opportunity in 12 man 
department for man with news- 
paper or agency experience in 
copywriting and layout. Must be 
capable of writing interesting, 
vigorous sales copy. No finished 
layout work required. Salary 
commensurate with ability. 
Rapid advancement to copy chief 
for the man who can produce. 


Free life, hospital and_ surgical 


In writing include age, marital 
status, experience, salary re- 
quirement, recent picture and 
samples of your work. Write to 
Bert Stolpe, Promotion Man- 
ager, Des Moines Register and 
Tribune Company, Des Moines, 
Iowa. 


INDUSTRIAL 


If you can think creatively and 


equipment and are located in nort 


salary expected. 
Box 370, Advertising Age, 200 


the man to fill an immediate opening in our industrial advertising 
department. We are internationally-known manufacturers of electrical 


creating and producing industrial advertising in all of its facets includ- 
ing trade journal ads. house organs, direct mail pieces, catalogs and 
publicity. The man we are seeking must have ambition, a great desire 
to learn, and the ability to get along with people. A college education 
is desirable, an interest in technical copy is necessary, and the ability 
to write is essential. Since all replies will be kept in strict confidence, 
please write in full detail covering your background, experience, and 


COPYWRITER 


write persuasively, you may be just 


h central Ohio. The position entails 


East Iliinois St., Chicago 11, IIl. 


insurance, liberal pension plan. | 


PUBLISHER'S REPRESENTATIVE 
On the West Coast for International Mag- 
azine with half million circulation. Old 
look. 
Excellent opportunity, ad income has 
doubled each year for past three years. 
Liberal commission, protected territory. 

Box 5529, ADVERTISING AGE, 
200 E. lllinois St., Chicago 11, Ill. 


PUBLISHER'S REPRESENTATIVE 
Rapidly-expanding financial magazine 
needs an experienced, aggressive, success- 
ful advertising representative in Chicago. 
Almost any firm that advertises is a 
prospect for this national monthly: banks, 
investments, insurance, office equipment, 
office supplies, safes and vaults, building 
and modernization, travel and vacations, 
hotels and restaurants, etc. Strong read- 
ership response demonstrated for over two 
years proves this modern publication the 
ideal medium for advertisers providing 
merchandise or services used by banks. 
Chicago and its humming environs wide 
open for an alert representative. We pay 
25% of gross sales as your commission. 
Please send resume of your experience, 
knowledge of advertisers and agencies, 
etc., to 

Box 5525, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 
need INSPIRATION? 
For creative television, from 10 second 
1. D. Comm’! to a network show, call on 
INSPIRATION! 
FR 2-7100, 333 N. Michigan, Chicago 1 


BUSINESS PAPER 
PROMOTION MANAGER 


Top-rate group of Chicago- 
headquartered business pa- 
pers has an opening for an 
advertising sales promotion 
manager. Basic qualifications 
include copy-writing skill, 
ability to develop ideas in- 
dependently and a knowl- 
edge of the problems con- 
nected with media advertis- 
ing sales. On this job, there 
is no staff—you are IT! Sal- 
ary commensurate with abil- 
ity. In letter of application 
state qualifications, refer- 
ences and salary expected. 
Any confidences expressed 
will be fully respected. 

Box 376, Advertising Age 

200 East Illinois St., 
Chicago 11, Il. 


TOP-FLIGHT 
ADVERTISING MANAGER 
SEEKS RELOCATION 


AGE 38, WITH 21 YEARS OF 
SUCCESSFUL EXPERIENCE IN: 


NEWSPAPER WORK 
PUBLIC RELATIONS 
PUBLIC SPEAKING 
ADVERTISING 
LAYOUT 

COPY 

RADIO 

DIRECT MAIL 
POINT-OF-SALE 
CATALOGUES 
MOTION PICTURES 
HOUSE ORGANS 
BUDGET CONTROL 
SPEECH “GHOSTING” 
RESEARCH 

SALES PROMOTION 
SALES RECRUITING 
SALES CONVENTIONS 
SALES CONTESTS 
SALES TRAINING 


Résumé on Request. Salary Open. 
Currently Vice-President of Large 
Manufacturing Firm. 


Box 374, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Wanted: To Represent 
Business Paper in N. Y. 


Our client is established firm, 3 men 
covering to Boston, Baltimore, Pitts- 
burgh, seeks additional industrial, 
trade or technical publication. Write 
me in strict confidence. J. M. Russa- 
koff, president. 


Vanguard Advertising, 15 E 40, NYC 16 
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Advertising Age, January 26, 


‘N.Y. Times’ Urges 
Foreign Business to 
Use PR Ads in U.S. 


New York, Jan. 21—At a mo- 
ment when other countries have 
focused their attention on the new 
administration in the U.S. to see 
what the Republicans will do with 
foreign relations, the New York 
Times has issued a booklet telling 
business men and government of- 
ficials abroad what they can do to 
influence any such decisions. 

The booklet, “How You Can 
Profit from Public Relations and 
Public Relations Advertising in 
the U.S. Market,” points out that 
Americans have to be told that 
companies abroad want to do more 
business with the U.S. and are 
able to supply goods and services 
for its markets. 

Through public relations and 
public relations advertising, “you 


® As to restrictive trade policies 


1953 


| 


can win wide support for your 
ideas, make them accepted,” the 
| booklet says. 


by the U.S., the booklet points out 
that the majority of Americans do 
not know that certain policies and 
practices exist because they have 
not been told about them. 

Americans must be sold on the 
idea of international trade “just as 
a commodity is sold. And like a 
commodity, it must be resold,” it 
asserts. 

Examples are given of how 
major U.S. corporations use public 
relations advertising to bring their | 
points before the American public. | 
Other examples show how Euro- 
pean advertisers—such as the Brit- 
ish Trade Fair, the Watchmakers 
of Switzerland, etc—have suc- 
cessfully used this technique to in- 
fluence the U.S. public. 

The booklet is a reprint of an 
address delivered during the sum-| 


Wanted: 
Creative mail order 
advertising man 


This is an opening for a man 
who loves to sell by mail—and 
who likes to pioneer. The job is 
that of Advertising Manager for 
a Chicago organization which 
sells a basic and universally used 
service. We’ve decided that our 
future development calls for 
successful application of hard 
boiled mail order principles in 
our advertising and promotion. 
Hence the right man for this 
newly created post can play a 
big part in our growth. 


Our advertising isn’t all by 
mail, but the man who handles 
it must be, first of all, a mail- 
order thinker—with a record of 
successful mail-order selling. 
Duties will include both over- 
all planning and writing. 


We'll guarantee the right man 
a minimum of $10,000 a year, 
with opportunity to increase 
this by participation in results. 


If you’re the man, tell us why 
—by letter—with all the essen- 
tial data. 


Box 368, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WE HAVE AN UNEXCELLED OPPORTUNITY 
in our New York office for a young 
highly energetic Industrial space man 
who can sell competitively and who 
is not afraid to work and who wants to 
make 5 Figures. Only an experienced 
man with a successful record will be 


considered. 


Box 377, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


BECOME PART-OWNER 
& Publisher of a Trade Magazine .. . 
Without Any Investment on Your Part 


If you can go out yourself and sell space in a 
new trade publication . . . can direct a national 
selling organization ... have had at least 5 
years advertising & publication experience... 
you're between 30 and 45 .. . the entire 
responsibility and active management will be 
turned over to you 


YOU WILL BE GIVEN A SUBSTANTIAL IN- 
TEREST and provided with sufficient backing 
to do an outstanding job. If the above oppor- 
tunity interests you, write Box 375, Advertising 
Age, 200 E. Illinois Street, Chicago, Il. 


ART DIRECTOR WANTED 


Growing, mid-west, non-metropolitan ad- 
vertising agency (staff of 25) needs an- 
other Art Director. He must be strong 
creatively, excellent visualizer, with agency 
art buying experience. Versatility impor- 
tant, as account range is wide—foods, 
major appliances, paper, some industrials. 
He will be on the young side of 40, pos- 
sessing pleasing personality, good appear- 
ance. And—this is important—he will 
want to live in a small city (population 
35,000) with easy access to hunting, fish- 
ing, sailing (and to Milwaukee—Chicago). | 
Moderate (but comfortable) salary plus 
opportunity for substantial additional 
earnings through bonus plan. We consider | 
this a key position and you must be good | 
to fill it. Please tell us about yourself, | 
with emphasis on experience and kinds | 
of accounts you have worked on. Replies | 
will be treated with confidence. Our or- | 
ganization knows we are running this ad. 
Box 371, Advertising Age, 200 East Illi- 
nois St., Chicago, Illinois. 


| 
| 


IDEA MAN 
TO CREATE CHILD APPEAL PREMIUMS 
to be made of cardboard, wood, metal or 
plastic. Full time or free-lance. Can work 
out of either Chicago or New York office. 
Give full details in reply. Applicants will 
be interviewed in Chicago or New York. 
BOX 373, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, I 


Farm Paper Salesman 


We are looking for an able, two-) 
fisted competent salesman who 
has a wide experience in selling. 
the farm paper field. For such a 
man there is an excellent job with 
opportunities for development. 
and good pay. Applicants should 
give complete background of their 
work, experience, age and present 
employment. Address Box 378, 
Advertising Age, 801 Second 
Ave., New York 17, N. Y. 


WANTED 
SALESMAN TO SELL COMMERCIAL COMIC BOOKS 
Must be experienced in this field with | 


proven sales record. Draw against 
commission. Opportunity to share in 
profits. State experience in detail. 
No investment required. 


BOX 372, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SYMBOLS THAT SELL 
Trade Marks - Trade Figures 


Created by 
GUSTAV JENSSEN 


P.O. Box 8005 Tampa, Florida 


PRODUCTION MAN 


If you are now no. 2 man in a medium sized 
agency and think you have the thorough know!- 
edge of agency production to be number 1 
man in the rapidly-growing Chicago branch of 
a 4A agency, we'd like to hear about your 
qualifications. Good salary to start plus bonus, 
profit sharing, free insurance. Write fully about 
yourself for interview 
Box 379, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


mer of 1952 to European business 
and trade groups by Eric W. 
Stoetzner, director of foreign ad- 
vertising for the Times. Distribu- | 
tion of the booklet to interested | 
persons overseas began this week. 


Roth Co. Boosts Guglielmone 


George Guglielmone has been 
elected a v.p. of Chester H. Roth 
Co., New York, and general mana- 
ger in charge of the Esquire socks 
division. Formerly with Hathaway 
Shirt Co. and Textron, Mr. Gugli- 
elmone joined the Roth organiza- 
tion two years ago. 


| Cincinnati, 


Crosley Gets Bert Johnston 


Crosley Broadcasting Corp., 
has acquired the 
'physical assets of Bert Johnston 
Productions Inc., Deer Park, O., 


‘producer of industrial and com- 


mercial television films. The film 
company will be operated as a 
division of WLW Promotions. 
There will be no change in per- 
sonnel under the Crosley owner- 
ship. 


Hills-McCanna Boosts Barber 


Hills-McCanna Co., Chicago, 
manufacturer of corrosion resist- 
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‘ant valves, chemical pumps, and” 


lubricators, has promoted V. M. 
Barber to advertising manager. 
Mr. Barber was formerly in the 
company’s sales department. 


McMillan & Marsden to Bow 

McMillan & Marsden, a new 
agency, will bow in Boston on Feb. 
21 at 45 Newbury St. The princi- 
pals, Robert L. McMillan, presi- 
dent, and Donald A. Marsden, v.p., 
currently are officers of Donald 
W. Gardner Advertising, Boston. 
Staff members include Frederick 
W. Cole, copy chief, and Eleanor 
M. Hoey, media director. 


ee ee. 


test sit or dese ae a piste 


You're 


When You Use 
The CHRONICLE 
To Sell Houston 


Also Right 


TWELVE MONTH RECORD OF DOMINANCE 


LOCAL 
NATIONAL 
CLASSIFIED 


TOTAL 


HOUSTON 
CHRONICLE 


22,909,110 
4,203,738 
9,830,856 


POST 


HOUSTON 


15,489,432 
3,222,926 
5,995,220 


HOUSTON 
PRESS 


7,689,514 
1,125,138 
2,019,164 


36,943,704 


24,707,578 


10,833,816 


Chronicle’s lead over Post—12,236,126 total lines or 49.5% 
Chronicle's lead over Press—26,109,888 total lines or 241.0% 


JESSE H. JONES, Publisher 
JOHN T. JONES Jr., President 


For additional facts about the No, 1 
paper in the South’s No. I market, contact 
your nearest Branham Company office. 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 
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Psychological Study 
of Packaging Made 
by Paraffin Council 


Cuicaco, Jan. 20—Packaging, 
psychologically speaking, has been 
found to serve three major func-. 
tions, according to a study by the. 
Paraffined Carton Research Coun-. 
cil. 

The study on consumer attitudes | 
toward packaging, made by Dr. 
Ernest Dichter, found that good. 
packaging stands as a symbol of 
considerateness, facilitates choice 
and arouses emotion. 


| 
| 


® The study lists four psychologi- 
cal categories believed “to con- 
stitute the major dynamic and 
emotionai elements of a package.” 

1. Integrative—package and 
product complement each other to 
present a single stimulus. 

2. Interruptive—product 
package do not blend. 

3. Stimulating—arouses imagi- 
nation, elicits associations. 

4. Restrictive—a package con-| 


and 


‘the council, as an attempt “to ar- 


‘meaning of these products and of 


fines rather than stimulates imagi- | 
nation. 


s Although the study was con- | 


cerned, primarily, with the pack-| 
‘ing of lard, butter, margarine, | 


shortening and ice cream, the 
council feels its findings apply to 
packaging generally. 

Its purpose is described by H. H. 
Robbins, executive secretary of 


rive at an understanding of the 
real psychological and symbolic 


the quality and intensity of the 
consumers’ rational and irrational 
desires and expectations in rela- 
tion to them.” 

The results of the study have 
been prepared in booklet form, 
“What Packaging Really Means,” 
available on request from the 
council. 


Montgomery to Montenier 

W. Edward Montgomery has 
been named sales manager of Jules 
Montenier Inc., New York maker 
of Spray, Stoppette, Poof and Fi- 


nesse. 


Clissold Appoints Two ‘ 

Clissold Publishing Co., Chica- 
go, has named Gene Davis, for- 
merly with Foote, Cone & Belding, 


and Douglas L. Gruber, previous- | 


ly with McGraw-Hill Publishing 
Co., to the sales staff of Baking 
Industry and The Canner. Mr. 
Davis will work out of Chicago 
and Mr. Gruber out of New York. 


Tri-State in Consumer Drive 


Tri-State Plastic Molding Co., 
Henderson, Ky., will use copy in 
Everywoman’s Magazine, Family 
Circle, Successful Farming, To- 
day’s Family and Woman’s Day in 
its first consumer advertising cam- 
paign. Ovesey, Berlow & Straus 
handles the account. 


Foster-Wheeler to Rickard 


Foster-Wheeler Corp., New York 
industrial engineer and manufac- 
turer, has appointed Rickard & Co., 
New York, to direct its advertising. 
Previously, Albert Frank-Guenther 
Law, New York, had the account. 


Appoints Bozell & Jacobs 


Mastercraft Furniture Corp., 
Omaha, has appointed Bozell & 
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Jacobs, Omaha, to direct its ad- 
_vertising. An increase in the ad- 
| vertising schedule for 1953 is plan- 
ned. 

Joins Yan Praag Productions 


Van Praag Productions, New 
York, has appointed Marc S. Asch 
v.p. and producer in the industrial 
and television divisions. Mr. Asch 
formerly was civilian chief of film 
production for the U. S. Air Force 
and responsible for the production 
and direction of all training films, 
documentaries and TV films. 


Craven Broadcasting Expands 
Craven Broadcasting Co., New 
Bern, N. C., has been incorporated 
with capital stock of $100,000, to 
operate a broadcasting station. 
Incorperators are L. T. Grantham 


Bern, and R. B. Armstrong, Wash- 
ington. 


James M. Cook Joins BBDO 


James M. Cook, formerly ac- 
count executive for Mac Wilkins, 
Cole & Weber, Portland, Ore., has 
joined the San Francisco office of 


interested 


“ALPHA SALES Co | 
TV MARKETS 


or 


yo 


in selective 
coverage 


for your 


TV program? 


better with SPOT 


full 


OMEGA SALES Co. 


When you buy on a Spot basis, it’s easier to fit your TV program 


coverage to your sales situations. With Spot, you choose only the 


markets you wish... as many as you need, or as few—and find that 


stations clear time more readily. You enjoy uniform and pleasing 


picture quality through film, and save enough on Spot time charges 


to cover film prints, their distribution and other costs. 


Get the full details from your Katz representative. 


T a E K AT Zz AG ' bed Cc Y, Inc e National Advertising Representatives 


488 MADISON AVENUE, NEW YORK 22, NEW YORK ¢ CHICAGO « LOS ANGELES © SAN FRANCISCO ¢ ATLANTA ¢ DALLAS ¢ KANSAS CITY ¢ DETROIT 


and L. H. Wetherington, New| 


Batten, Barton, Durstine & Osborn. 


| 


| 


Californes 


PITCHER OF HEALTH—To promote lemon- 
,ade as the family’s “year-round pitcher of 
|health,” the Lemon Products Advisory 
Board, Los Angeles, is running this ad in 
February, March and April issues of Life 
\through McCann-Erickson’s Los Angeles 
office. 


White King Offers 
Bendix Washers in 
$72,000 Contest 


Los ANGELES, Jan. 20—The 
White King Soap Co. will give 
away $72,000 worth of Bendix au- 
tomatic washing machines in a 
contest which will run Jan. 26 
through March 8. The contest is 
| based on sending in a White King 
‘box top and completing, in 25 
words or:less, the sentence, ‘For 
washing clothes and dishes I pre- 
fer White King’s real soap suds 


away each week, for a total of 240 
washers during the six-week con- 
| test. Principal promotion of the 
‘contest will be given during the 
commercial time of the Frank 
Hemingway newscasts sponsored 
|Monday through Saturday on the 
‘Don Lee Network. 

| Raymond R. Morgan Co., Holly- 
wood, is the agency. 


| Geoghegan Adds Duties 


A. V. B. Geoghegan, v.p. in 
_charge of media relations of Young 
|\& Rubicam, New York, has been 
‘named co-chairman of the plans 
board. He succeeds C. L. Whittier, 
who retired from the agency the 
‘first of the year. 


| Mrs. Anderson Fills A. M. Post 


Mrs. Dorothea Anderson, for 
five years assistant advertising 
manager of Davol Rubber Co., 
Providence maker of rubber prod- 
ucts, has been promoted to acting 
advertising manager, to succeed 
the late A. B. Pearson. 


| Forty washers will be given 
| 
| 


Gray Associates Promotes 2 

| Charles M. Gray & Associates, 
'Detroit industrial agency, has 
‘elected Robert E. Kilgore and Ar- 
thur J. Brooks, account executives, 
v.p.s. Mr. Kilgore, in addition, be- 
comes secretary and a member of 
the board. 


Parker Elected a V. P. 

Charles B. H. Parker, director of 
marketing for Wilson, Haight & 
| Welch, Hartford and New York 
agency, has been elected a v.p. 
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Promise of Old ‘Radio Guide’ May Be 


Fulfilled in Annenberg's ‘TV Guide’ — 


PHILADELPHIA, Jan. 20—The ac- 
quisition of TV Guide by Walter 
Annenberg’s Triangle Publica- 
tions (AA, Jan. 19) looks like the 


start of a national network of lo-: 


cal television publications. 


TV Guide has already set up a. 
Hollywood branch office under the | 


direction of Paramount’s Martin. 


| 


Lewis, and Triangle has immedi-. 
ate plans for opening offices in as | 


many TV markets as possible. 


on between Triangle and the pub- 


This is fast work in view of the | 


fact that Triangle did not conclude 
the purchase of TV Guide until 
shortly after noon Jan. 16—four 
days ago. 

But Walter Annenberg, who is 
also editor and publisher of the 
Philadelphia Inquirer, is only 
Starting to realize a dream he’s had 
for a long time—a national publi- 
cation in the broadcasting field. 


He was forced to discontinue his | 
still growing Radio Guide in 1943 | 


because of World War II paper) 
shortages. 


| 


® Plans for the new publication | 


are still embryonic, but there are 
some guesses in the advertising | 
field that Triangle will set up as_ 


many as 40 regional offices for | 
TV Guide. Printing will be done) 
at the high speed gravure plant '| 


owned by the Inquirer here; pro- 


gram listings and local news in-| 


sertions will be done on a regional 
basis. 

The new publication, according 
to present plans, will serve as (1) 
a service book for viewers; (2) a 
major promotion and _ publicity 
medium for regional and network 
TV stations, and (3) a new na- 
tional advertising medium. 

Spokesmen for the Inquirer ad- 
mitted that talks have been going 


lishers of TV Forecast, Chicago, 
and TV Digest here, but no final 
arrangements have been made. 


s Walter Annenberg stepped into | 
the management of the Philadel-.| 
phia Inquirer when his father, | 
M. L. Annenberg, 
took it over. 
Since then, In- 
quirer linage 
has jumped from 
14,640,078 to 38,- 
120,000, and cir- 
culation has gone 
from a daily av- 
erage of 277,994 
in 1936 to 652,- 
000 as of No- 
vember, 1952. 
Sunday circula- 
tion has grown from 697,306 | 
to 1,172,000 in the same period. 
Mr. Annenberg took over active | 
management of the daily in 1942) 


| 


| Walter Annenberg | 


All figures copyright by A. C. Nielsen Co. 


Current Rating 

Current Homes Homes 
Rank Program (000) (%) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,587) (5.9) 
1 Jack Benny (American Tobacco, CBS) ........--.eeeceee eens .788 13.2 

2 Se, CE) CE MED kev sede cdvescardinveuscese 5,306 12.1 

3 ee 6 goa 5s dds oh wblees 0 d48 640i 5.174 11.8 

4 “fy *. £2 | Pe rrrrrer errr eer es 4,604 10.5 
5 Ger Wiss Bracks (Colgate, COS)... csc ee scccscsvcccvevess 4,253 9.7 | 

6 Theater Guild on the Air (U.S. Steel, NBC) ................ 4,210 9.6 

7 Big Story (American Cigar & Cigaret, NBC) ................ 3,903 8.9 

8 My Little Margie (Philip Morris, CBS) .................00.5. 3,903 8.9 

9 ee ee SO, CEE ccc e eke nes eu aAs ess cevessaa 3,859 8.8 
10 Railroad Hour (Assn. of American Railroads, NBC) .......... 3,859 8.8 
— MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,535) (3.5) 
Ce. Gere Pee Gites GEE, Fee) occ cttsadcsscccsicass 069 7.0 

> News of the World (Miles Labs, NBC) ............ceeeeees 2,587 5.9 

3 SO Se ED a Sec civincdceseccevesoces 2,412 5.5 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,842) (4.2) 
1 er rr ME nc per cedes teers sees sees 3,245 7.4 

2 Arthur Godfrey (National Biscuit, CBS) ................05.. 3.157 7.2 

3 Romance of Helen Trent (Whitehall, CBS) .................. 3,157 7.2 

4 Mk. eee cee Sabo e 660 0 a0 09.5 64.048 8% 3,069 7.0 

5 i 2. 8. BR SE PPT EeEeeeerrirer i 2.982 6.8 

6 Guiding Light (P&G, CBS) .......... ; 6.7 

7 Arthur Godfrey (Liggett & Myers, CBS) . ’ 6.6 

8 i er eS Cheeks hp usseeew eee Kansan 2,806 6.4 

9 ES en stcccvhegpedeees chess cneew tp aa 2.762 6.3 
10 Pepper Young's Family (P&G, NBC) 4 6.3 | 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) / (2.5) 
1 Martin Kane, Private Eye (U.S. Tobacco, NBC) .............. 2,412 5.5 

2 . = = ~ = Taare ee 2,280 5.2 
3 True Detective Mysteries (Williamson Candy, MBS) .......... 2,192 5.0 
- SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,359) (3.1) 
, FS -&. © SE REP Tree 2,762 6.3 

> Theater of Today (Armstrong, CBS) ..............000 0000000 2.675 6.1 

3 Stars Over Hollywood (Carnation, CBS) ...............0.... 2,412 5.5 


National Nielsen-Ratings of Top TV Shows 


Two Weeks Ending Dec. 27, 1952 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached 


Program Popularity* 


Homes Rank Program (%) 

Rank Program (000) 1 I Love Lucy (Philip Morris, CBS) ..69.4 
1 I Love Lucy (Philip Morris, CBS)....14,066 2 Godfrey's Talent Scounts 
a.) Fe rer 0,882 Se rere 58.7 
3 Arthur Godfrey & Friends 3 Arthur Godfrey & Friends 

(Liggett & Myers, CBS) .......... 10,559 (Pillsbury Mills, CBS) ............ 55.7 | 
4 Arthur Godfrey & Friends ae. Ff eee 55.6 | 

i PSS 10,506 5 Arthur Godfrey & Friends 
5 Texaco Star Theater (NBC) ........9,928 (Liggett & Myers, CBS) ........... 55.3 
6 Colgate Comedy Hour (NBC) ...... 9,897 6 Texaco Star Theater (NBC) .... .. 53.8 
7 Philco TV Playhouse (NBC) ........ 8.870 7 Colgate Comedy Hour (NBC) ...... 49.1 
8 Arthur Godfrey & Friends 8 Philco TV Playhouse (NBC) ...... 46.7 

SS Orr TT? 8.776 9 Dragnet (Liggett & Myers, NBC) 46.1 
9 Dragnet (Liggett & Myers, NBC) ...8.526 10 Arthur Godfrey & Friends 
10 Fireside Theater (P&G, NBC) ...... 7,956 oo i —_ erry rer ere 45.5 
*Per cent of homes reached in areas where program was telecast. 

- 
Trendex TV Ratings 
Ten Multi-Station Cities 
Jan. 2-8, 1953 

Rank Program Rating Rank Prog Rating 
1 I Love Lucy (Philip Morris. CBS) . 667 7 Colom Comedy ao “with Bob Hope) 
2 Godfrey's Talent Scouts (Listes, CBS) Bi 2 4heuteheeeesuhiaoateeesae 
3 Dragnet (Liggett & Myers, NBC) ...486 8 You Bet Your Life (DeSoto-Plymouth, 
4 Godfrey & Friends (Chesterfield, Toni, RRR Or ae %.3 

CGE opccdcnessseeccesacs 45.7. 9 T-Men in Action (Borden, NBC) ..... 35.3 
5 Texaco Star Theater (NBC) .......... 41.3 10 Suspense (Auto-Lite, CBS) .......... 33.4 
6 Red Buttons (General Foods, CBS) ....38.5 


| lishes the Daily Racing Form, 


| phia 


'charge of the administrative 


, “most likely to succeed,” a 


1953 PLANS—Discussing plans for 1953 with the new agency, Grey Advertising 


Agency, for National Retail Hardware Assn. 


is Russell R. Mueller, managing di- 


rector of the group. The thoughtful fellow to his right is Melvin Kraemer, Marys- 


ville, Kan., NRHA director. 
Grey account supervisor; A. B. Hill, 


On the other side (left to right) are David L. Rand, 
Portsmouth, Va., 


NRHA director, and Charles 


N. Burnaford, Grey account executive. 


when he was 34. 

In 1944, Mr. Annenberg had the | 
nection that the teen age market 
was a rich one that had been 


Sunday Supplements 
Standardize Format; 


missed by other publications, and Few Are Holdouts 


that year he started Seventeen, 
which now has a circulation of | 


(Continued frem Page 1) 


1,162,000 and in 1952 boasted a| optionals that have made other 


revenue of $4,131,541. 


provisions, plus the “Big 3” of the 


As president of Triangle Publi- | Pacific Coast Group. These are the 
cations, Mr. Annenberg also pub- | 


the 
New York Morning Telegraph and 
| Official Detective. 


® As evidence of what he terms 


his confidence in the publishing 


National Nielsen-Ratings of Top Radio Shows 
Week of Dec. 7-13, 1952 


industry, Mr. Annenberg directed 


'the construction of a huge new 
‘gravure printing plant adjoining 


the Inquirer building here. As a 
result of this move, the Philadel- 
Club of Printing House 
Craftsmen presented him with its 
Gold Medal Award. He also holds 
an honorary Doctor of Journal- 
ism degree from Temple Univer- 
sity. 

Triangle staffers are familiar 
with an old silver plate loving cup 
which Walter Annenberg keeps in 


his office. According to inter-office | 3/5 
legend, a coin dropped in the cup | 42 


guarantees an okay from Mr. An- 
nenberg on an idea submitted for 
his approval. 

Proceeds of the loving cup go to 
one of his pet charities, which is 
doing its best to keep the legend 
alive. 

With or without contribution to 
the loving cup, Mr. Annenberg be- 
lieves in selecting key personnel 


| from the inside. Advertising man- 


agers for Triangle publications 
have all come up through the ranks 
and so have editorial department 
heads. Each of these promotions 
comes directly from Publisher An- 
nenberg. 


s Triangle’s newest publication, 


TV Guide, will have Merrill Panitt, 


administrative assistant to Mr. 
Annenberg, as Triangle’s editorial 
representative; David Podvey, for- 
merly business manager of the In- 


_quirer, succeeds Mr. Panitt. 


Roger W. Clipp, general man- 


ager of WFIL and WFIL-TV, the 


be in 
and 
business end of TV Guide in addi- 


Inquirer’s stations, will 


| tion to his duties at the stations. 


Mr. Annenberg is a nativé of 
Milwaukee and attended the Ped- 
die School in Highstown, N. J., be- 
fore going to the Wharton School 
at the University of Pennsylvania. 

His Peddie classmates voted him 
pro- 
phesy which promises to hold true. 


Crow Appoints Jackson 


Howard M. Jackson has joined 
Nelson R. Crow Publications Inc. 
as circulation manager for Farm 
Management, Western Dairy Jour- 


nal and Western Livestock Jour- 
nal. Before joining Crow, Jackson 
was circulation manager of Watt 
Publishing Co., Mt. Morris, Il. 


Los Angeles Examiner, Seattle 
Post-Intelligencer and San Fran- 
ciso Examiner. In addition, the Pic- 
torial Review supplement (Hearst 
Advertising Service), published in 
10 cities, remains at 1,000 lines, 
r.o.p. basis. 


s The big knot in this simplified 
tangle is that the four holdouts, for 
example, while retaining their 
present 1,000-line page format, 
are accepting, nevertheless, all ad- 
vertising sizes based upon the 850- 
line format as listed. 

The new standardized units 
(practically uniform among. all 
groups adopting the new page size) 
are: 


Monotone: 
Full page 


ivaeas 3 or 5 col. width 
me > o poe agh 22 or 5 col. width 


ie ae wseeee2 COl width 

ae psacee 2 or 3 col. width 
aaa (1/5 page) 1 or 2 col. width 
v4 column ako (3/20 page) 1 col. width 


ON hl PR a (1/10 page) 1 or 2 col. width 
V4 Jee ere (1/20 page) 1 col. width 
Colorgravure (four color): 

Full page 
sje ™ 


pceben 3 or 5 col. width 
eit, | Sadaas 2Y> or 5 col. width 

The page advertising sizes of the 
newspapers in all groups vary 
from 10x12%” in some cases to 
10x144%4” in others. Still other 
variants exist in other instances, 
particularly among optional news- 
papers. 


® Industry leaders point out that 
the change has been a long time in 
the works. The parade was begun 


by the individual giants, The 
American Weekly, Parade and 
This Week Magazine. After that 


it was only a question of time un- 
til the big groups fell into line. 

While leaders are chary about 
being quoted on the complicated 
picture, they agree on certain 
prime factors which, they say, mo- 
tivated the change. Among these 
are complaints from advertisers 
and agencies that. business was 
lost because uniformity was lack- 
ing; that ad units were becoming 
increasingly standardized, and, of 
course, the ever present newsprint 
situation. 


@ It was said that the 13 newspa- 
pers in the Locally Edited group 
were the last to reach agreement, 


'owing to the fact that individual 


decisions had to be made in each 
instance. For such a group as Met- 


ro, owned by the publishers it 
serves, faster action could be se- 
cured. 


There is no present indication 
that the papers still holding out 
against the change will make it at 
any time soon. 


Byoir and Railroads 


Sued by Truckers 
i ’ . 
in ‘Slander’ Suit 
PHILADELPHIA, Jan. 21—Carl By- 
| oir & Associates has been named a 
'defendant in a $250,000,000 treble 
‘damage suit filed in federal dis- 
'trict court against 31 railroads. 
_ The suit, filed by the Pennsyl- 
-vania Motor Truck Assn. and 37 
|truck companies, charges the de- 
| fendants with allegedly conduct- 
ing a “campaign of vilification 
| and slander” intended to drive the 
‘truckers out of business. It seeks 
|to stop alleged lobbying by the 
| railroads. 

‘Byoir, New York public rela- 
tions firm, handles publicity for 
the Eastern Railroad Presidents’ 
Conference, composed of presi- 
|dents of railroads. 


® The suit charges an illegal con- 
spiracy started in May, 1949, to 
force the truckers out of business 
and that the presidents’ group 
hired Byoir to conduct the cam- 
paign. It claims Byoir immediately 
started a “vicious, corrupt and 
fraudulent campaign.” 

The suit also alleges the cam- 
paign caused citizens’ groups to 
protest the truckers’ operating 
methods and that Byoir set up and 
put key personnel in the groups. 

Other charges in the suit claim 
Byoir inflamed public opinion by 
spreading false reports and that 
the campaign is continuing at the 
1953 session of the Pennsylvania 
legislature. 

According to the suit, the cam- 
paign resulted in Pennsylvania’s 
Gov. Fine vetoing a fair truck bill 
which would have increased load 
limits for certain types of trucks. 

Therefore, the truckers ask- that 
the alleged campaign be stopped 
and that the defendants be re- 
strained from exerting or attempt- 
ing to exert “any pressure” on 
Pennsylvania’s legislature and 
governor through “front organiza- 
tions” against their business. 


® Federal court action involving 
front organizations will not be a 
new experience for the Byoir com- 
pany. In September, 1946, Carl 
Byoir, head of the company, was 
one of the defendants found guilty 
by a federal judge at Danville, IIL, 
in an anti-trust case against Great 
Atlantic & Pacific Tea Co. 

Byoir, at that time, was head of 
Business Organization, one of the 
A&P companies named a defend- 
ant in the case. He was found 
guilty of setting up “false front’ 
organizations to support fake com- 
parison of prices charged by A&P 
with prices of competitors. 


Webster-Chicago, Emerson 
Merger Proposal Hits Snag 


The proposed merger of Web- 
|ster-Chicago Corp. and Emerson 
|Radio & Phonograph Corp., New 
| York, has hit a snag in the person 
‘of Martin C. Remer, president of 
Remer, Mitchell & Reitzel Inc., 
|\Chicago investor. Mr. Remer has 
asked stockholders opposing the 
merger to send him their proxies 
for use at a special meeting Feb. 4 
of Webster-Chicago at which a 
vote will be taken on the merger 
plan. 

Mr. Remer contends that Web- 
ster-Chicago directors “who are 
supposed to be working for (the 
stockholders’) best interests,” will 
receive compensation from Em- 
erson for negotiating and com- 
pleting the merger. He asserts the 
exchange of stock proposed is in- 
equitable and that Webster-Chi- 
cago stock is potentially worth 
more than the Emerson stock. 


Bruder to Abner J. Gelula 


M. A. Bruder & Sons, producer 
of paints and building mainte- 
nance materials, has named Abner 
J. Gelula & Associates, Philadel- 
phia, to direct its advertising. Out- 
—_— radio and television will be 
‘used, 
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Grossteld Names Symmonds 


cago agency, has appointed Carson 


Edw. A. Grossfeld & Staff, Chi- Symmonds art director. 


MacFarland, Aveyard & Company 


333 NORTH MICHIGAN AVENUE, CHICAGO, 


An Advertising Agency 
serving the following chents, each among 
the leaders tn its field 


ALEMITE — Division Stewart-Warner 
BANKERS LIFE COMPANY « THE CELOTEX CORPORATION 
COOK ELECTRIC COMPANY + DREWRYS LIMITED, U.S.A. INC. 
THE FORMFIT COMPANY * THE HALLICRAFTERS COMPANY 
MARTIN-SENOUR PAINTS * STANDARD KNITTING MILLS, INC. 
SKIL CORPORATION * STANDARD STEEL SPRING COMPANY 
| STEWART-WARNER CORPORATION 


Stewart Die Casting Division * South Wind Heater Division 
Auto Accessories, Marine Instruments 


UNITED WALLPAPER, INC. 


ILLINOIS 


Sutton Publishing 
to Move in Spring 
to White Plains 


NEw York, Jan. 21—Sutton Pub- 
lishing Co. will move 22 miles 
north of here, to White Plains, N. 
Y., this spring. It will occupy the 
| first floor and basement at 172 S. 
Broadway, White Plains, in an 
air-conditioned 214-story building 
now under construction. 

Basic reasons for the move, ac- 
cording to President Glenn Sut- 
ton, are threefold: First, there is 
a trend on the part of business or- 
ganizations to get away from New 
York, he told AA, and cited as 
|examples General Foods Corp., 
| Socony-Vacuum Oil Co. and Un- 
|ion Carbide & Carbon Corp., all 
reportedly moving to White Plains. 


s Second, the cost of doing busi- 
| ness in New York, he said, has in- 
| creased materially in recent years, 


| addition, he said, 

increasingly difficult to get office 
/space suitable for the company’s | 
operations. 

| Mr. Sutton said that 75% of 
‘his present staff of 40 employes 
| will move with him into the new | 


quarters. The company will start White 


KFYR... 


we . . « poys off extra divi- 
dends as the result of an 
intense listener loyalty built 
up by over 27 years of out- 
standing local programming. 


*% ... gives you the nation's 
largest area coverage in the 
heart of the rich Northwest 
farm market. 


* ... the Number One 
station in the country's ler- 
gest wheat producing state — 
the nation’s fourth largest 
spending families. 


NBC "AFFILIATE ae 


Out Where the West Begins... 


Radio Has No Competition! 


i coasentiemetainneitainenttltaahnsieeedinntinnilimianmasninddl 


Who said Television? Out here it's live talent that counts—packed in 
by KFYR's always persuasive salesmanship! When Bismarck held its 


Western Roundup Days, KFYR sponsored an outdoor talent show every 
Tuesday night for six weeks ... with between 2,000 and 3,000 people 
each week, jamming the pavement to see the entertainment. Thousands 


more listened over the air. 


If you've got TV-jeebies, check on this terrific market where RADIO 


IS STILL KING . 
RADIO advertising dollar. 


5000 WATTS « BISMARCK, NO. os. 


REP. BY JOHN BLAIR 


. « where you can be sure of PLUS ACTION for every 


Advertising Age, January 26, 1953 
| a 
December Sales of Chain Stores 
—---——December- % Gain —-————12 Mont! % Gain 
1952 or Loss 1952 1951 or Loss 
Food Chains : 
‘Grand Union ...$ 14,648,099 $ 14,158,657 + 3.5 $ 151,964,715 $ 148,787,129 + 2.1 
SS Sarre 85,236,986 83,913,201 + 1.6 1,051,803,3 086,223 + 5.5 
National Tea .... 38,813,576 30,559,190 +27.0 405,222,426 361,317,401 +12.2 
Safeway ....... 117,131,678 109,153,059 + 7.3 1,483,977,989 1,320,826,846 +12.4 
Group Total ..$ 255,830,339 $ 237,784,107 + 7.6 $3,092,968,484 $2,828,017,599 + 9.4 
Mail Order 
+Sears, Roebuck . 390,870,412 331,653,109 +17.9 2,863,410,935 2,592,263,402 +10.5 
 -” Beare 19,690,224 17,471,270 412.7 ae: 042, ns in 310,293 — 0.2 
+Montgomery Ward 155,594,123 146,188,932 + 6.4 1,103,168,38 125,265,732 — 2.0 
Group Total ...$ 566.154,759 $ 495,313,311 +14.3 $4, 112,621, 334 $3 863,839,427 + 6.4 
Drug Chains 
Peoples ....... 6,001,042 5,720,129 + 4.9 54, a. 4 ~ 664,626 + 6.6 
Walgreen ...... 20,545,002 19,159,023 + 7.2 180,3 173,083,861 + 4.2 
Group Total ..$ 26,546,044 24,879,152 + 6.7 $ 234, 3a ‘Pie $ 223, ‘748,487 + 47 
Variety and Miscellaneous 
“Adam Hat Stores 1,948,628 1,758,161 +10.8 13,929,873 14,790,637 -— 5.8 
Bond Stores ..... ,060, 10,848,903 +20.4 $2,715,159 78,733,458 + 5.1 
Butler Bros. .... 12,541,527 10,613,950 +18.2 120,860,526 116,856,122 + 3.4 
Consolidated Retail 
AS 3,866,780 3,674,331 + 5.2 30,024,630 =. Ly 915 + 1.0 
tDiana Stores Corp. 4,240,899 4,177,993 +11 15,128,790 44,221 + 2.4 
Edison Bros. .... 9,471,842 9,063,419 + 4.5 80,698,930 4 "280" 106 + 3.5 
Fishman, M. H. .. 2,127,767 1,986,063 + 7.1 12,579,341 11,731,972 + 7.2 
"Saree 61,685,352 45,636,086 +13.2 281,708,699 268,705,665 + 48 
#Green, H. L..... 18,696,261 18,088,847 + 3.4 100,474,358 100,258,464 + 02 
tInterstate Dept. 
errr 9,964,080 9,254,323 + 7.7 60,847,527 60,882,432 — 0.1 
Kinney, G. R. Co. 4,869,000 4,692,000 + 3.8 40.232,000 38,534,000 + 4.4 
Kresge, S. S .... 57,638,837 52,112,334 +10.6 324,173,813 311,305,108 + 4.1 
4 Ee 31,303,783 30,514,244 + 2.6 176,241,576 172,390,827 + 2.2 
sell debe eveaes 24,395,613 21,936,201 +11.2 142,444,574 132,831,544 + 9.1 
| MeGrery ........ 18,899,424 18,014,873 + 4.9 107,027,898 104,222,110 + 2.7 
| ¢McLellan Stores 11,803,042 588, +19 58,785,315 57,375,405 + 2.5 
be apne Stores, 
panne cee 664,100 18,799,600 + 9.9 119,858,500 116,459,900 + 2.9 
| $Miller:Wohi Co. 5,495,594 4,809,492 +143 17,411,837 16,353,698 + 6.5 
Murphy, G. C. =. 275,879 30,122,443 + 7.2 184,065,449 168, 97,669 + 9.2 
National Shirt Shops 636,518 4,111,631 412.8 19,874,150 18,272,722 + 8.8 
Neisner Bros. ‘ in '873,935 10,711,463 +10.9 63,830,613 61,801,123 + 3.3 
Newberry, J. J. 29,519,95 (964,127 +19 166,264,827 161,266,885 + 3.1 
Penney, J. C. .. 168,069,485 151,139,081 +11.2 1,079,283,148 1,035,201,519 + 4.3 
Rose’s 5-10-25 .. 4,771,119 4,476,359 + 6.5 22,438,712 21,260,233 + 8.5 
| Shoe Corp. of America 6,777,085 6,165, 961 +10.0 56,671,342 53,654,986 + 5.6 
| $Sterchi Bros. 
er 1,952,242 1,678,343 +16.3 14,284,478 11,014,363 +429.7 
Western Pere 18,661,000 15,559,000 +19.9 171,339,000 160,066,000 + 7.0 
e's Auto Store 2,631,131 2,175,111 +21.0 32,809,659 15,974,151 +42.8 
| Woolworth, F. W. ..122,502,484 114,235,144 4- 7.2 712,600,880 684,136,680 + 4.2 
Group Total . s ] 706,342,703 $ 646,908,093 + 9.2 $4,311,605,504 $4,115,454,015 + 4.8 
Combined Tota! $1,554,873,845 $1,404,884,663 +10.7 $11,751,527,138 $11,031,058,528 + 6.5 


| ‘Four weeks, and 43 weeks. 


| tEleven month period. {Five month period. “Four weeks and 52 weeks. Ten month period. 


interviewing immediately to fill 
_ vacancies and to add to its present 
' staff. No key executives are leav- 
ing the company, he said. Sutton 
| publishes Contractors Electrical 
| Equipment, Electrical Equipment 
and Metal Working and will launch 
Electronic Equipment in March. 

| 

Appoints Harold O. Parry 
| General Electric Supply Co. 
‘has appointed Harold O. Parry 
sales promotion manager. He will 
handle the sales promotion pro- 
|gram for Hotpoint appliances and 


| Mr. 


GE radio, television and traffic 
appliances in the Cincinnati, Day- 
ton and Portsmouth, O., areas. 
Mr. Parry formerly was an ac- 
count executive with WCPO-TV, 
Cincinnati. 


MacGregor Promotes Roessler 


MacGregor-Goldsmith Inc., Cin- 
cinnati manufacturer of sports 
equipment, has promoted A. F. 
Roessler to advertising manager. 
He succeeds C. V. Brasher, who 
has retired after 38 years’ service. 
Roessler has been assistant 
advertising manager. 


TAXIPOSTERS 


Colorful, attractive Taxiposters are always 
in the center of crowds. No waiting for 
persons to gather . . 
periods. Taxiposters travel 24 hours a day 
and cost as little as a penny per poster 
for five to seven miles. Write us for 
details and availabilities. 


- no lull or slow 
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Philip Morris Puts | 
Contender in the | 
King-Size Market | 


(Continued from Page 3) 
Dunhill retails for the same price 


Philco Promotes Capell 
Sydney Capell, v.p. and general 


of Philco Corp., Philadelphia, has 
been named president of Philco 
International, succeeding Demp- 
ster McIntosh, who has resigned. 
Richard W. Cotton has returned to 


Advertiser Cuts 


/manager of Canadian operations | 


Budget to Meet 


S,8 
as standard brands; king-size Phil- | the corporation as assistant to pod the Competition 


ip Morris will cost about a penny | 
more than the old Philip Morris. 

Philip Morris king-size will 
make its first direct appeal to 
smokers next Monday night (Jan. 
26) on the top-rating “I Love 
Lucy” telecast (CBS). Desi Arnaz 
will make the announcement about 
his sponsor’s newest product. 

The next day, full-page an- 
nouncement ads will begin ap- 
pearing in about 500 newspapers. 
In addition there will be copy in 
comics. 


& Initial magazine ads will appear 
in Collier’s, Life, Look and The 
Saturday Evening Post. (Both 
Philip Morris and Dunhill are 
handled by Biow Co.) 

Philip Morris, king-size and 
standard, will be advertised to- 
gether, with the general approach 
being “take your choice, but make 
your choice Philip Morris.” Mr. 
Lyon said the company would 
spend “several millions” on the 
drive. 

Philip Morris radio and TV 
shows will back the campaign. Be- 
side the Lucille Ball-Desi Arnaz) 
program, there is ‘““My Little Mar-| 
gie” (CBS, AM and TV) and the 
“Philip Morris Playhouse” (CBS- | 
AM). These will be supplemented | 
by a heavy schedule of radio and! 
video spots. 


| 
| 
| 
= King-size PM, in a restyled | 
package with identical front and, 
rear panels and a red pull-tab for) 
opening, were introduced without | 
pretesting, “except for what we) 
did here,” Mr. Lyon told reporters. | 
Work on the project started about | 
six months ago. | 

The carton also has been rede-. 
signed to give bolder play to the | 
Philip Morris name. Some of these | 
changes will be incorporated in) 
the standard size PM packages be- | 
fore the end of February. 

On another section of the king- 
size sales front, Liggett & Myers 
canceled a “sizable” magazine 
schedule for its king-size Fatima 
cigarets, AA learned. Fatima, 
which has not been on radio or 
TV for some time, is running ads 
at present in magazines, but this! 
will eventually be discontinued | 
“for a while.” 

Officials say the company will | 
not drop promotion on the brand. 
Indications are that a shift in ad- 
vertising media is in the making. 


® Elsewhere, the stepped up ac- 
tivity in cigaret promotion was re- | 
flected in the appointment of Jer-| 
ome J. Davidson to handle cigaret | 
accounts on the eastern sales staff | 
of the ANPA’s Bureau of Adver- | 
tising. Mr. Davidson formerly was | 
a New York sales representative | 
for Williamson-Dickie Mfg. Co. of | 
Fort Worth. | 

Cigaret manufacturers, accord | 
ing to the bureau, increased their 
newspaper linage more than 25% 


for the first three quarters of 1952.) 


Issues Book on Fabrics 


Doris Dodson, a division of For- | 
est City Mfg. Co., St. Louis, has is- | 
sued a booklet on the “miracle 
fabrics” going into junior dresses 
made by the division. Prepared by 
Westheimer & Block, St. Louis 
agency, the booklet is being dis- 
tributed to approximately 2,000 
retail stores throughout the U. S. 
carrying the product. 


4 Name Clarence M. Gotsch 
Clarence M. Gotsch & Associ- 
ates, Chicago, has been named to 
handle advertising for Weber Bros. 
Metal Works; Alpha Products Inc.; 
Printing Devices Inc., and Rotone 
Inc., all of Chicago. Robert N. 
Johnson has been appointed an ac- 


count executive. | 


president. Mr. Cotton served six 
months as director of the National 
Production Authority’s electronics 
division. He will continue as chair- 
man of the electronics board. 


CBS-TV Shifts Shaker 


Theodore F. Shaker, account ex- 
ecutive in the Chicago spot sales 
office of CBS Television, will 
move to New York in the same 
capacity next month. The vacancy 
on the Chicago staff will be filled 
by Bruce Bryant, formerly of Ed- 
ward Petry & Co. 


Joins Cunningham & Walsh 

William G. White, formerly with 
Joseph Katz Co., Baltimore, has 
been named to fill the new posi- 
tion of assistant manager of radio 
and television media at Cunning- 
ham & Walsh, New York. 


| (Continued from Page 2) 


‘the steam iron business 34% years 


jago. It has found this a very hot! 


line. 


s Steam irons have been widely | 
sold on the market only four years| 
but Casco general manager John! 
Reidy says National Electrical | 
Manufacturers Assn. figures show 
sales have jumped 247% in this 
| period. He says Casco’s steam iron 
sales have risen 200% since the 
‘first year in the field. 

Casco’s ad program, to be han- 
‘dled by Norman D. Waters & As- 
'sociates, New York, will plug a 
| 15-day free trial offer and the fact 
that Casco irons use ordinary tap 


'water. (Other makes require dis- 


87 


and Nathan Fein Advertising, New 
York, the unpainted furniture ac- 
count. 

Corning Glass Works, Corning, 
N. Y., has expanded its budget this 


tilled water, Mr. Reidy says.) 
The program, which will start in 
March, includes b&w pages in 
Better Homes & Gardens, Good 
Housekeeping, Household, Living 
for Young Homemakers, Redbook, year for promotion of its line of 
Sunset Magazine and Woman’s| Pyrex cooking ware. Page b&w ads 
Home Companion. A b&w bleed will appear in the February and 
spread will be run in the April 18 April issues of Better Homes & 
issue of The Saturday Evening Gardens and Ladies’ Home Jour- 
Post> and in three other issues nal. Full-color pages will appear 
during the year. in these magazines in March, plus 
Tie-in advertising through tele- a full-color spread in Life. Young 
vision in four cities and a coop-|& Rubicam, New York, is the 
erative campaign in newspapers agency. 
also will be used, plus the distri-| 
bution of 50,000 eight-color bre- Ritz Vanities to Miller 
chures to dealers. Dwight Miller, Providence 
agency, has been appointed to 
® Arvin Industries Inc., Columbus, handle advertising for Ritz Vani- 


Ind., will promote its line of, ties Inc., Smithfield, R. I, man- 
dinette sets and unpainted furni- Ufacturer of vanities, compacts 
and novelties. Trade publications 


ture with a budget increased to 
some $300,000. All dinette ads will 


be in color. ! 

The ads will range in size from | a con ou Bab. the 
pages down, with the appeal di-| american Textbook Publishers 
rected to young homemakers. | [nstitute of New York as director 
Roche, Williams & Cleary, Chicago, of information. He was formerly 
will handle the dinette program with Cecil & Presbrey. 


will be used. 
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For fun-filled trips to 
Winter Playgrounds... 
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For Greyhound... 
a pooling of talents in 


Kling studios 


*CHICAGO 
HOLLYWOOD - 


¢ 601 North Fairbanks Court 
6650 Sunset Boulevard 


NEW YORK © affiliated with Thompson Associates 


DETROIT 


4O East 51st Street 
* 1928 Guardian Building 


°C bedpoare no go to the best places. 
And so do the Greyhound people. 
That’s why they went to Kling 
when they wanted a full-color illus- 
tration about carefree winter holi- 
days. 


Greyhound’s agency, Beaumont 
and Hohman, told us what they had 
in mind, and our Art Department 
took over. It was an assignment only 
a studio with Kling’s multi-faceted 
abilities could handie in the out- 
standing manner that was needed, 
because it called for a combination 
of figure illustration, still life, and 
hand lettering —plus such other 
steps as making the comprehensive 
layout, finished pencil sketches, and 
assembling. 


All in all, five different Kling ar- 
tists pooled their specialized talents 
to produce the Greyhound illustra- 
tion. It’s an example of teamwork 
that assures every advertiser that 
Kling can be relied upon to do the 
‘impossible’ and make it look easy! 


We offer you the largest group of 
advertising and editorial artists ever 
assembled under one roof. Figure, 
mechanical, still-life illustrations — 
whatever your art requirements— 
call Kling and have the nation’s top 
artists at your disposal. Many lead- 
ing art directors call Kling daily. 
Let us hear from you. 


our ony angle son ft 


PHOTOGRAPHY © MOTION PICTURES 
ADVERTISING AND EDITORIAL ART 
DISPLAYS © TELEVISION © SLIDE FILMS 
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‘Cosmo’ Stops 
Trying to Get 
Subscriptions 


(Continued from Page 1) 

last half of 1952. _it has become more and more ob- 

The thinking behind the un- vious that the maintenance of high 
precedented move seemed to be 
that since the general monthly 
magazine field hasn’t been in ex-| 
actly robust advertising health for | 
a couple of years, cut-rate sub-| 
scription selling to maintain or 
boost circulation is an unjustified | 
expense. 

Publishers Information Bureau 


letter today to the magazine’s mail 
promotion list: 

The policy change “is being 
made because none of the great 
Hearst magazines has ever violated 
the confidence of its advertisers by 
producing high cost, unprofitable 
circulation. .. 


magazine field demands a greatly 
accelerated program for subscrip- 
tion production. Hence a change 
in policy is indicated.” 

Under the new setup, Cosmo 
will accept no advertising that is 
smaller than one colurnn. Accept- 


pages of advertising in 1952 as| Covers (except the front) will be | 
against 491 in 1951. Total lines for | available for four colors, and color | 
last year came to 182,369 as com-' ads will be okay for inside pages. 
pared with 210,407 for the year| Advertisers who now have con- 
before. Its December, 1952, pages tracts with Cosmo will pay the 
were 34.5, down from 45.3 for the current rate through March, and 
same month of 1951. will get adjustments effective with 


Still More Jobbers 


in Louisiana, Arkansas, Texas 


Praise K WKH 


JOE T. MONSOUR, President, 
Monsco Supply Company, 
Shreveport, SAYS: 


. "KW KH does a good job 
for us” 


M. A. DICKSON, President, 
Shreveport Druggist, Inc., 
Shreveport, SAYS: 


"Whole- hearted thanks 
WKH” 


JOHN B. WILLIAMS, 


ner, 
Food Brokerage House, 
Shreveport, SAYS: 


“KWKH coverage is 


excellent”’ 


—_ good media man knows that buying radio time should 
involve more than a cut-and-dried analysis of rates, power, 
network affiliation, etc., etc. Every station has a “personality” 
... has a tangible record, either good or bad, for influencing 
its listeners and producing sales. These qualities are best 
appraised by local business men who hear the station, who use 
the station, and who know what it can do every day. 


Read the excerpts above from letters written us by three 
typical jobbers in the KWKH area. They testify to KWKH’s 
advertising impact—to KWKH'’s ability to produce sales at 
low cost! 

Get all the KWKH facts. We'll be glad to send them. Write 
direct or ask your Branham representative. 


KWKH 


A Shreveport Times Station 


SHREVEPORT | LOUISIANA 


50,000 Watts * CBS Radio 


The Branham Company, Representatives 
Henry Clay, General Manager 


Mr. Dunlap put it this way in a | 


s “During these past few months 


circulation levels in the general | 


able ads will have to be one or) 
reports show that Cosmo had 425.7 | two-column units or full pages. | 


TIME FOR CHANGE—Retiring president of 
the Chicago Federated Advertising Club 
Jack Morrison, ad director of the Chi- 


cago Herald-American, turns the gavel 

over to John V. Sandberg, J. Walter 

Thompson Co. account executive and new 

president (AA, Nov. 17), at CFAC’s first 
1953 meeting this month. 


| the April issue to bring their ex- 
penditures in line with the new 
rates. 


s Mr. Dunlap figures that the pol- 
icy change will give 1953 adver- 
tisers a bonus circulation of about 
700,000 copies—the number of sub- 
seription copies currently going 
out. 

The reduction in the number of 
‘units advertisers can buy in the 


down. A report that nine salesmen 
have received notice in New York 
and Chicago could not be con- 
firmed by a Cosmo spokesman. The 
magazine’s sales staff consists of 
| about 15 to 20 people. It was also 
/reported that the promotion de- 
| partment, with David H. Hedley as 
| promotion manager, would be 


| eliminated under the change. 


| 

® At Better Living—a 5¢ monthly 
for supermarkets backed by Mc- 
Call Corp.—the two top men on 
the totem pole were out. 

The shakeup hit Edward W. Mil- 
ler, president and publisher, and 
Clarence Meleney, v.p. Named as 
their replacements were Otis Lee 
Wiese, editor and publisher of Mc- 
Call’s and v.p. of McCall Corp., 
and George H. Allen, sales promo- 
tion director of McCall’s, Both re- 
tain their posts with the corpora- 
tion. 

Marvin Pierce, president of Mc- 
Call Corp., said that John E. Smith, 
executive v.p. of Mass Market 
| Publications, publisher of Better 
| Living, will retire next Sept. 1. Mr. 
'Smith, previously with McCall 
Corp. and advertising director of 
McCall’s, has 29 years of service 


| with the parent company. 


@s Mr. Pierce said the changes 
| were made because “it is time for 
| consolidating Better Living’s ini- 


| fully expect additional contracts as 


tion.” 
| Living has picked up an average of | 


magazine probably means that the | #y 
Cosmo sales staff will be pared | 


tial gains to insure continued | 

| growth.” He said McCall Corp., as | 
| majority stockholder in Mass Mar- 
ket Publications, “is assuming di-| 
rect management of the publica- | 
tion.” 

According to Mr. Pierce, Better 
Living “has gained the biggest ini- 
tial circulation in magazine history | 
and boasts the fastest growing cir- | 
‘culation of any store-distributed | 
book. It has also acquired the big- 
gest total dollar volume of adver- 


|had in its first 18 months.” 
| He said the magazine guarantees 


tising any monthly magazine ever | 


| 2, 100,000 circulation and is cur-. 


rently distributing about 2,400,000, 


of the Super Market Institute, of- 
ficial sponsor of Better Living. 


s Meanwhile, Robert L. Haag, ex- 


total distribution of 200,000 copies 
a month—have signed Everywom-_ 
an’s contracts which will become 


effective when their agreements | COLLINS, MILLER @ 


| with Better Living expire. 
Mr. Haag said that Everywom- 
an’s has other contracts with Bet- 


chiefly through stores of members , 


ecutive v.p. of Everywoman’s, a 
competitor of the McCall entry, | 
said a number of chains—with a_ 


| ter Living chains to become ef- | 


fective at a later date and “we 


Advertising Age, January 26, 1953 


boost in newsstand and subscrip- 
tion prices early last year, said 
“the favorable situation” meant it 
will announce “expanded plans for 


other markets are contacted.” 


# A McCall Corp. official ques-| 
tioned the 200,000 figure given by sales promotion” this year. 

Mr. Haag and added that “with | American figures the last half of 
store-distributed magazines there | 1952 will run “well ahead” of the 
is usually a minor turnover of ac- | June, 1952, statement of 2,564,910, 
counts. In any case, it wouldn’t “which gave advertisers a bonus 
be more than 5% of our circula-/| of 114,910 over the current rate 
He also said that Better’! base of 2,450,000.” 


‘REDBOOK’ AT PEAK 


New York, Jan. 22—In an ad- 
vertisement prepared for the Jan. 
26 issue of AA, Redbook will say 
that it “averaged weil over 2,000,- 
000 circulation for the 12 months 
of 1952...the highest yearly aver- 
age in Redbook history.” 

To do this, said Redbook, “not 
one extra dollar was spent on pro- 
motion. Reader acceptance of the 
35¢ price (a jump from 25¢ taken 
with the August, 1951, issue) was 
based solely on editorial vitality.” 


44 new store franchises a month 
for the November, 1952-April, 1953 
period. 


‘AMERICAN’ MOVES UP 

New York, Jan. 22—American 
Magazine, which fits in the “gen- 
eral magazine” category with Cos- 
mopolitan, today announced that 
its January issue will exceed 2,- 
700,000 circulation “and reach an 
alltime high for a single issue.” 

The Crowell-Collier book, point- 
ing to circulation gains despite a 


(Advertisement) 


= a -- _s ee _- 


work—in libraries, among doctors, 
|nurses, teachers, parents, children 
—we came up with the scenario 
for SCRUB GAME. We checked it 
| with principals of both public and 
parochial schools, with the heads 
|of the Departments of Education 
of the University of Chicago and 
Northwestern University, with 
many technical authorities, and 
the American Medical Association. 

We produced the picture in Hol- 
lywood. It is a 30-minute dramatic 
story in which a boy and girl in 
grammar school are the leading 


P & G's Moviea 
~ H | characters. It approaches the sub- 
Pez ennial Success ject of using soap and water by 


At the close of World War. II discussing the histology of the skin. 
the Public Relations department of | SCRUB GAME is one of the three 
Procter & Gamble wrote us, in ef- ‘most widely circulated sponsored 
fect, “We want a movie for Ivory |pictures ever produced for school 
Soap for grade school circulation. | use. From September through June 
What do you suggest?” /every year it has been a perennial 

We asked a psychiatric specialist |favorite among teachers and pu- 
in children’s behavior what kind | pils for going on seven years now 
of a film story would induce school | and shows no signs of losing its 
kids to wash their necks and ears. popularity. 

“No kind,” he said. “Boys and Such sound investments in films 
girls can’t be persuaded to use come from sound conception from 
soap and water until they reach | the start. Call us in, as Procter & 
the age of puberty and want to | Gamble did, at the very beginning 
please the opposite sex.” |of any film project you may have 

We reported to P & G that the under consideration. Maybe we 
good doctor said they should save can produce a similar long-term 
replied, “something can be done to | 
encourage cleanliness among ele- 

And, we found, something could 185 N. Wabash Ave. Phone: STate 2-0798 
be done! After a lot of research CHICAGO 1 


f. 


their money. “But surely,” they | investment for you. 
mentary school children.” Franci SCO Films 


is a priceless ingredient of advertising 
agency service . . . time measured by 
deadlines. The finest photoengravings 
save agency time by. reducing correc- 
tions and client complaints. Many 
leading agencies from coast to coast 
save time by having engravings made 
atCM&H. 


207 NORTH MI 
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FEBRUARY THEME—Outdoor posters for Genesee Brewing Co., Rochester, N Y., 
during February will feature this good looking brunette and the theme, ‘So good 
you want to whistle.” Rogers & Porter, Rochester, is the brewer's agency. 


Completely Restyled, ‘Country Gentleman’ 
Reaches Peaks in Advertising. Circulation 


Last Minute News Flashes 


American Home Foods to Disclose Contents 


WASHINGTON, Jan. 23—American Home Foods Inc. has agreed to dis- 
close proportions of soluble coffee and carbohydrates in Instant G. 
Washington coffee and Nescafe. The agreement reached with the 
Federal Trade Commission climaxes an intra-industry fight among 
makers of instant coffees. 


Ruthrauff & Ryan Appointed for Contour Chairs 

St. Louis, Jan. 23—Contour Chair-Lounge Co. has named Ruthrauff 
& Ryan, Chicago, to handle all advertising for its sales division, Con- 
tour Sales Inc. 
Seabrook Farms Switches to N. W. Ayer 


BRIDGETON, N.J., Jan. 23—Seabrook Farms Co., frozen foods pro- 


| ducer, has switched its account from Hilton & Riggio, New York, to 
_N. W. Ayer & Son, Philadelphia. : 


Robert Solinsky Heads National Can 


New York, Jan. 23—Robert S. Solinsky has been named president 


PHILADELPHIA, Jan. 22—When 
the “new” restyled February 
Country Gentleman is delivered to 
subscribers on Jan. 28, readers will 
be pleasantly surprised. 

The “new” magazine, first hinted 
at a year ago and then announced 
last May, will boast 224 pages, the 
largest in the 122-year history of 
the periodical. 

The new 429-line size will carry 
slightly under $900,000 in adver- 
tising revenue in the February is- 
sue, as compared with $790,151 in 
the 160-page February, 1952, is- 
sue. 

And it will reach an alltime cir- 
culation high of 2,500,000, an ob- 
jective originally set for about 
mid-year. Current advertising 
rates, adjusted because of the new 
smaller size to about 13% or 14% 


to-read” product. Color is used 
wherever possible in photographs 
and artwork. The new body type is 
Times Roman, and Country Gen- | 
tleman imported from England the 
same type for its display type. 
This marks the first time that the 
two have been matched in any 
publication. 


® An extensive advertising cam- 
paign to readers and advertisers 
has been conducted through Lamb 
& Keen. In fact, advertisers them- 
selves are participating in a cost- 
share merchandising program in 
which they are sending 50,000 
copies to their dealers, wholesalers, 
distributors and their own sales- 
men. Each copy carries a wrap- 
around jacket with a tuck-in flap 
that guides the recipient straight to 


of National Can Corp. Before joining the company he headed Cans 
Inc., Chicago, which National Can acquired last month. Mr. Solinsky 
succeeds C. L. Thompson, who will continue as board chairman. 


CINCINNATI, Jan. 23—Proctor & 


P&G Tests Fluffo in Buffalo, Rochester 


Gamble’s Fluffo shortening (AA, 


Dec. 22) is being promoted with newspapers, comic sections, radio and 
TV spots in the Rochester and Buffalo areas. Biow Co. is the agency 


for the product, which alse hea ir 


We sampling campaign. 


Firestone Plastics Breaks Spring Campaign 

New York, Jan. 23—Firestone Plastics Co., a division of Firestone 
Tire & Rubber Co., broke the first of six four-page color inserts on 
Firestone Veiton in the Jan. 20 issue of Retailing Daily. Three full-page 
color ads will be used in both Life (starting Feb. 16) and The Satur- 


day Evening Post (starting March 


14) te emphasize multiple uses of 


Velon plastics for luggage, draperies, upholstery and other purposes, 
Ads will run at irregular intervals through October. Grey Advertising 


Agency handles the account. 


Arrid with Chlorophyll Has Midwest Debut 


New York, Jan. 23—Carter Products Inc. is in the midst of an intro- 


below those of the 680-line maga- the page carrying the advertiser’s 
zine, are based on a circulation of message. 
2,300,000. That offers advertisers a W. B. Williams, promotion man- 
200,000 circulation bonus. ager, says advertising contracts al- | 
ready indicate new records of 
ws The restyled magazine is a “fast- revenue may come for each month 
er-moving, more colorful, easier- this year. 
/ / 
Duggan Forms Own Tide Changes 
Agency in Chicago 
| a 
Cuicaco, Jan. 23—Frank E. Dug- t F t hil 
gan has opened his own agency) 0 or nig y 


here at 307 N. Michigan Ave. For 


ductory campaign in the Midwest for Arrid with chlorophyll. The 
deodorant is priced the same as regular Arrid and is a non-staining 
pastel green color. Newspapers, radio and television are being used. 
There is no indication when the product will go national. Sullivan, 
Stauffer, Colwell & Bayles is the agency. 


Free & Peters Boosts Milburn; Other Late News 


e Dean Milburn, an account executive in the Chicago office of the 
radio-TV station representative for two years, has been named man- 
ager of the Free & Peters office here, replacing Joseph W. Evans. The 
appointment is effective Feb. 1. 


e New business at Mutual Broadcasting System this week: Swift & 
Co., Chicago (J. Walter Thompson Co.), for Allsweet margarine, five 
minutes of music five times a week starting Feb. 16; Bur-Mil Cameo 


15 years Mr. Duggan was an ac-, 


count executive with Roche, Wil- 
liams & Cleary and more recently 
in a similar capacity with Tim 
Morrow Advertising. 

He is joined in the agency by 
George J. O’Leary, who will be an 
account executive and executive 
v.p. Mr. O’Leary has worked in 
agencies in Chicago for the past 
25 years, most recently as v.p. 
with Simmonds & Simmonds. 


ws The agency starts out with the 
following accounts, previously 
handled by Tim Morrow Advertis- 
ing: Campana Sales Co. (D.D.D. 
Prescription only), Batavia, IIL; 
Consolidated Cosmetics; Dr. Peter 
Fahrney & Sons Co., proprietary 
medicine; C. A. Mosso Co., Oil-O- 
Sol, all in Chicago, and Kenton 
Pharmacal Co., Brownatone hair 
coloring, Covington, Ky. 

Also going to the new agency, 
previously handled by Simrionds & 
Simmonds, are Perk Dog Food Co. 
and Ready Foods Canning Corp., 
both in Chicago. 

Other accounts which the agency 
will handle are Checker Taxi Cab; 
Chicago Forging & Mfg. Co., maker 
of Varley auto batteries and Seal- 
astic metal fittings; Gibbs & Co., 
beauty shop supplies, both of Chi- 
cago, and Huron Chrome Co., 
chrome furniture manufacturer, 
Marion, Ind. 


Fineshriber Moves to NBC 


William H. Fineshriber Jr., ex- 
ecutive v.p. of Mutual Broadcast- 


NEw York, Jan. 22—Tide, week- 
ly sales and advertising news mag- 
azine, will become a fortnightly, 
effective Jan. 30. The first fort- 
nightly issue will be dated Feb. 14. 

Advertising rates will not be 
changed, remaining at the b&w, 
one-time base rate of $500 a page. 

Originally published as a house 
organ by Time Inc., Tide became 
an independent monthly in 1927. 
In 1936 it changed to a fortnightly 
and went to weekly publication in 
1946. In June 1951, it was bought 
by Magazines of Industry, pub- 
lisher of Modern Industry. 

During the past three years, 


the number of advertising pages 
carried by Tide has declined sub- 
stantially. In 1950 it carried 1,569 
pages; in 1951, 1,500 pages, and in| 
1952, 1,297 pages. 
The editorial 


and advertising 


division of Burlington Mills, New York (Donahue & Coe), for five 
minutes of “(Cameo Lady Talk” six days weekly starting Feb. 23. 


e Scott Paper Co., Chester, Pa. (J. 


Walter Thompson Co.), will spon- 


sor “Ding Dong School” (NBC-TV) every Thursday starting Feb. 5. 
This is the company’s third network TV buy in about as many months. 
The others: “Scott Music Hall” on alternate weeks (NBC-TV) and a 
portion of “Omnibus” (CBS-TV). General Mills (Tatham-Laird) will 
present the Friday telecast of “Ding Dong School” as of March 6. 


e Cal J. McCarthy Jr., formerly a v.p. with Ruthrauff & Ryan, has 
switched to Ellington & Co. as a v.p. and account executive. 


e Edgar C. Richards, a director of Esquire Inc. since 1951, has been 
named v.p. in charge of West Coast operations. 


e Drug store sales in 1952 came to $4,023,000,000, a new record, ac- 
cording to an estimate by Drug Topics. Chain sales volume was up 
1.9% over 1951, and independents jumped 3.3%. 


e Charles J. Allen, sales service manager of Kroger Co., Cincinnati, ; 


has joined Gardner Advertising Co., St. Louis, as v.p. in charge of the 


agency’s merchandising department. 


| Hardesty Tells Broadcasters to Put More 


staff of Tide will continue un- s : 
changed, Alvah B. Wheeler, presi. SCI, Fewer Sound Effects in Commercials 


dent and publisher, told AA. Wal-| 
ter Grueninger, formerly circula- | 
tion manager of Architectural 
Forum and Magazine of Building, 
has joined Tide as v.p. in charge 
of circulation. Charles Baake con- 
tinues as circulation manager. 


Emhart Mfg. Co. Names Hill 


Warren E. Hill has been named 
v.p. in charge of operations, a new 
post, by the board of directors of 
Emhart Mfg. Co., Hartford. Until 
recently, Mr. Hill was executive 
v.p. of the flexible packaging di- 


| vision of Shellmar Products Corp., 


ing System, will become v.p. and | 


general manager of National 
Broadcasting Co.’s radio and TV 
networks. This post was vacated 
by Frank White, now president of 
NBC. Thomas F. O’Neil, chairman 
of the board and president of Mu- 
tual, is expected to absorb Mr. 
Fineshriber’s duties. 


Mt. Vernon, O. 


Rosenau Bros. to Levine 


Rosenau’ Bros., Philadelphia, 
maker of Cinderella and Bonnie 
Blair children’s dresses, has ap- 
pointed Mervin & Jesse Levine Inc., 
New York, to direet its advertis- 
ing. Douglas D. Simon Advertising 
formerly handled the account. 


Hartrorp, Jan. 23—John F. 
Hardesty, director of local pro- 
motion for the Broadcast Adver- 
tising Bureau, today advised local 
sponsors to pay more attention to 
the content of their radio commer- 
cials and less to the melodious 
tones that deliver them. 

Mr. Hardesty spoke at a lunch- 
eon meeting of the advertising 
club here. 

“Much progress has been made 
locally in the field of integration 


of attention-getting sound effects) 


and special radio slogans into com- 
mercials, but apparently this has 
been done, in many instances, at 
the expense of the most important 
element—the advertiser’s sales 


message,” the BAB executive said. | 


# “In their attempts to produce 
something unique, too many of 
the people charged with the re- 
sponsibility of writing copy have 


lost sight of the fact that the ulti- 
mate objective of any sales mes- 
sage is that of encouraging buying 


action,” he added. “Sound effects, | 


songs and spirited voices should 
be relegated to their proper place 
in the makeup of commercials— 


that of a supporting cast to the. 
star of the production—the spon- | 


sor’s product or service.” 


GE to Rent New High-Power 
UHF TV Transmission Tube 
General Electric Corp., Schen- 
ectady, has developed what it calls 
the most powerful tube yet made 
for u.h.f. television transmission. 


But the tube will not be for sale. | 


It will be rented. 


The klystron, as the tube is. 
known, will be distributed under | 


a “unique” marketing plan. It will 
be used by television stations un- 
der direct lease from the GE tube 
department at a fixed rate per 
broadcast hour. 


Reader Effort Is 
a Road Block for 
Copy: Robinson 


_  Cuicaco, Jan, 23—The most sig- 
/nificant finding of the “impact” 
| research being done by Gallup and 
|Robinson, Dr. Claude Robinson 
told the Economic Club at a Pal- 
| mer House dinner last night, is 
that requiring mental effort on 
the part of readers and listeners 
to advertising messages sets up a 
road block in the communications 
| program. 

He used as one example an au- 
tomobile ad featuring “39 ways 
finer,” which described car fea- 
tures in such arbitrary terms as 
to be practically unintelligible. 
Such terms as “turbo jet hood or- 


nament,” “airplane type shock 
absorbers,” “jet-o-way pickup,” 
‘Dynax axle,” “Synchroflex 
spring,” etc., could not be under- 


stood easily by the reader. 

“Believe me,” Dr. Robinson 
said, “these concepts are not idle 
chatter. They are very practical, 
down to earth, dollars-and-cents 
ideas, for it is demonstrable that 
a $1,000,000 budget will turn in 
$500,000 worth of performance or 
$2,000,000 or $3,000,000, depending 
on how knowledgeable are its 
handlers. 


= “Those of us who handle the 
X-ray machines sit with bug-eyed 
wonder as we photograph the vari- 
ability of advertising performance. 

“People are mentally lazy. Un- 
less there is visible or anticipated 
reward, they will not ‘rev up’ their 
intellectual motors to compre- 
hend. 

“Hence the inverse relationship 
between mental work and the 
flow of ideas. The more mental 
work, the smaller the flow; the 
less mental work, the greater the 
idea flow. 

“Indirection involves mental 
work; double meanings involve 
mental work; coined words involve 
mental work.” 

Other important conclusions 
from the “impact” technique, 
which requires the reader or lis- 
tener to play back the advertis- 
er’s sales story, Dr. Robinson 
added, are that the message must 
be rewarding in terms of informa- 
tion or the solution of the reader’s 
problem; must be validated with 
acceptable proof, and must be re- 
peated often enough to become 
familiar. 


JEAN F. WERTH 


. New York, Jan. 23—Jean F. 
Werth, 51, v.p. of Colman, Prentis 
& Varley, died of a heart ailment 
late Wednesday at his home in 
Kew Garden. ‘ 
Born in Vienna, he spent most of 
‘his business life in advertising, 
| first in Europe and then here. He 
came to the U.S. in 1938 and 
worked for a time with Montgom- 
ery Ward & Co. in Milwaukee. In 
1944, he joined Dorland Advertis- 
|ing Agency here as an account ex- 
ecutive. Six years later he joined 
Colman, Prentis & Varley, and in 
October, 1951, was made a v.p. 


F. O. Pierce to S. R. Leon Co. 


F. O. Pierce Co., New York 
manufacturer of Spiffy, a new 
odorless latex paint for indoor 


use, and other paint products for 
home and master painters, has ap- 
pointed S. R. Leon Co., New York, 
to direct its advertising. Previous- 
ly, A. Weisberg & Co., New York, 
had the account. 


Ghio Joins Robert Butcher 


Barney Ghio, formerly sports 
editor of the Shreveport Times 
and sports director of KWKH, 
Shreveport, has joined the public 
relations office of Robert K. 
Butcher & Associates, Shreveport. 
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‘Electrical Merchandising’ Market Data 
Issue Sums Up the Appliance Picture 


New York, Jan. 20—Electrical 
Merchandising’s annual statistical 
and marketing issue, published 
this month, presents a comprehen- 
sive guide to past sales and future 
market potentialities of appli- 
ances and radio and television 
sets. 

A prime reference source for the 
industry, the 360-page issue has 
complete statistics on the sales of | 
every appliance, including a break- 
down by regions. 

One table plots the sales and 
retail value of appliances from 
1939 through 1952. 


® According to the McGraw-Hill | 
publication, consumer purchases 
of appliances in 1952 totaled $2.7 
billion, a gain of 8% over 1951. 
Sales of $2.8 billion are predicted 
for 1953. 

Electrical Merchandising says 
the seasonal sales pattern in 1953 
will be different from 1952, when 
there was a low first half and a 


high second half. The magazine 
predicts that this year “first quar-_ 
ter sales should be strong, fol- | 
lowed by a dip in the second and 
third quarters; then some upturn 
may be seen toward the year 
end.” 
Sales in 1952 were characterized | 
by the strong showing of the new- | 
er appliances—air conditioners, | 
freezers and clothes dryers. The 
number of refrigerators sold by | 
‘manufacturers declined 14%. 


s However, it was still the older | 
appliances (refrigerators and. 
home laundry equipment )—plus | 
television—which accounted for. 
the bulk of sales in 1952. The. 
Electrical Merchandising compila- | 


and OAK has it 


Balloons that Fly, Soar, Zoom, 
Roar, Whirl. Balloons that de- 
mand — and get — full cus- 
tomer attention. Balloons that 
are WANTED by every kid 
in the land! 

PLUS the complete OAK line 
of standard and unusual items 
to fit every need for Sales Pro- 
motion media with appeal. 
All illustrated in our new 
price list, just out. If you 
haven’t received yours... 


—== = 


TODAY 
220 SYCAMORE ST. 


Ravenna Ono. 


Saturation Index 


DISHWASHERS 
DRYERS, CLOTHES 


{electric and ges) 


FOOD WASTE DISPOSERS 


tion of manufacturers’ sales in| FREEZERS 
1952 showed refrigerators listed at | 
a retail value of $1 billion. This | HEATERS 
was topped only by the $1.6 bil- ee 
lion total for television. Following HEATING PADS 
these two leaders were washing 
machines, with a retail | -olne of all _HOTPLATES 
$689,574,400. PSePiptivn 
Editor Lawrence Wray; in sum-| | MOWERS 
ming up the year, said: IRONS 
“It has been a year in which 
fewer dealers managed to sur- 
'vive. The evidence is all about oon, Sa 
you. To those who found out, too MIXERS a. 
late, that cutting prices was not 
the answer to profitable business, OIL SPACE HEATERS 
we can only say sadly, ‘we told 
you so.’ To those who tried on a *RADIO RECEIVERS 
| shoestring and couldn’t maintain 
\the pace, we can only say, ‘better RANGES 
luck next time.’ And to those who 
were the victims of needless com- REFRIGERATORS 
petition from their own industry, 
we can only point out that the ROASTERS 
new slogan of our business seems 
to be, ‘I can get it for you whole- SANDWICH — WAFFLE 
sale.’ ”’ (combinations) 
SHAVERS 
Crocker Mix Goes National 
Betty Crocker honey spice cake TELEVISION 
mix, newest home baking mix of 
General Mills Inc., Minneapolis, is TOASTERS 
being distributed nationally as 
supplies become available. The VACUUM CLEANERS 
| product was introduced last Octo- | 
|ber in Boston, Des Moines, Hous- WAFFLE IRONS 
| ton, Memphis, Providence and ‘ 
| Seattle. WASHERS, ELECTRIC 
|Walker Names Haldorson | WATER HEATERS 


| Herold C. Walker Advertising, 
|Minneapolis, has appointed Roy 
|Haldorson to its staff. Mr. Haldor- 
ison formerly was associated with 


|| Bureau of Engraving Inc. and Art 


Instruction Inc., both of Minne- 


| apolis. 


t 
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or 987? 
38,678,400 o 914 
40,832,100 or 96 5 
39.493.600 or 934 
8,058,190 or 19.1 
20 136.6 

41,053,600 or 970 
40,782,390 or 96.4 
40,927,3Q0 or 967. 
37,421,000 or 885. 
32,633-900 of 77 | 
29,368,600 or 694 
33,342,100 or 78.8 
38,396,600 01 908 


4,416,600 or 10.4 


34,054°600 or 80 5 


29,741,400 or 703 


1,744,000 or 3.8 


4,556,600 or 10.8 


38,544,600 of 91.1 


28,799,100 or 68) 
22,555,400 or xa 
12,306,600 or 29.1 


PATE 600 or 40.6 


30,075,400 of 71.1 
10,089,600 or 23.8 


36,485,200 of 862 ~ I 


*Projected from Jan. 1, 1952 estimate compiled by joint radio networks—ABC, CBS, MBS, ~~ 


This is the Electrical Merchandising chart on saturation of appli- 
ances and radio sets in the nation, as of Jan. 1, 1953. All figures 
except on radio and oil space heaters are based on 42,306,600 do- 
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North Carolina's Pace-Setting City! 


RALEIGH, North Carolina 


| Raleigh is the BIG Wholesale 
| and Retail Trade Center of the 
33 county “Golden Belt of the 
South” ... 
prosperous area that accounts 
for practically ONE THIRD of 


North Carolina's general trade 


a tremendously 


activity. 


Per Family inc...........$6711 
Ist in N.C. 


Autom. Sales ......$24,593,000 
2nd in N.C. 


Drug Sales .........$3,740,000 
2nd in N.C. 


Retail Sales ......$112,621,000 
3rd in N.C. 


H-F-R Sales ........$7,274,000 
3rd in N. C. 


(SM Survey 5/10/52) 


Sell Raleigh . . . PLUS Eastern N. C. 
. .. with The News and Observer, 
the ONLY Morning-and-Sunday 
newspaper published in 33 county 
Golden Belt. 


115,194 Morning 


121,885 Sunday 
(Publisher's Statement to ABC, 9/30/52) 


Rep: The Branham Company 


| 
mestic and farm electric custom- | 
ers. Radio and oil space heater | 
estimates are based on 45,464,000 | 
total homes. | 


‘Industrial Machinery 
News’ Will Bow Next May 


Industrial Machinery News, | 
published by Samuel Schiff, 109 E. | 
Nine Mile Rd., Ferndale, Mich., | 
will appear about May 1 as a 
monthly. 

Format size is 10x15”. Rate 
for a full page, one time, is $290. | 


Two Join ‘Esquire’ Chicago 
Paul Olafsson, formerly an in-| 
dependent publishers’ representa-| 
tive, has been named an advertis- 
ing sales representative in the) 
Chicago office of Esquire. Ira L.| 
Morton, formerly an account| 
executive with WOR-TV, New 
York, has been added to the mag- 
azine’s Chicago sales staff also. 


So-Fistik Names Agency 

Austin-Greene, New York, ma- 
ker of So-Fistik indelible lip- 
stick, has appointed Friend-Reiss- 
McGlone Advertising, New York, 
to handle its account. Radio parti- 
cipations have been bought on 
WINS, New York. 


|Dunay Gets Leg-O-Matic 
Leg-O-Matic Co., Bridgeport. 


‘and New York, maker of auto-' 


matic bridge tables and chairs, has 
named Dunay Co., New York, to 
‘handle its advertising. The ac- 
lcount was last with Cohen & Marks. 


Klatt Joins Guild Films 


Seymour G. Klaff, formerly at- 
torney for the Illinois Commerce 
Commission, and assistant corpor- 
ation counsel for the city of Chi- 
cago, has been named executive 
v.p. and member of the board of 
Guild Films Inc. He will divide his 
time between the company’s of- 
fices in New York and Los An- 
geles. 


New Photo Process Shown 


Authenticolor, New York color 
film laboratory, has announced a 
new photographic process giving 
more accurate 8 x 10” color trans- 
parencies. The special film and 
processing result in truer tone, 
color and texture, according to 
Michael Lavelle, technical direc- 
tor. 


Schwab & Beatty Expands 


Schwab & Beatty will move its 
growing radio-TV department to 
separate offices at 38 E. 57th St., 
New York, effective Feb. 1. 
George F. Perkins is the manager 
of this department. The agency’s 
main office will remain at 488 
Madison Ave. 
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NS WIDEN ADVERTISING AGES } 


LEADERSHIP AS No. 1 PROMOTION MEDIUM 


ADVERTISING AGE is the BIG medium with the BIG selling 
power, offering you the BIG value for your promotion dollars. 
That is why ADVERTISING AGE dominates in advertising 
leadership in 1952 as it has for more than a decade. 


* Here is ADVERTISING AGE’s 1952 record: 

2,728,642 lines of display advertising, 43.87% of the total in a 
S-paper field—a 135,590 line gain, more than double the net 
64,659 line increase registered by the 4 others combined. 


* 51.84% of the total Magazine promotion linage— 

663,782 lines to 237,664 for 2nd place Printers’ Ink. As in 1951, 
this is more lines of magazine promotion than the total carried 
by the other 4 papers. 


* 46.23% of total Newspaper & Supplements promotion linage— 
782,740 lines to 349,608 for 2nd place Sales Management. This 
is a gain of 32,956 lines against a combined net loss of 73,234 
lines for the others. 


* 48.48% of the total Radio & Television promotion linage— 
322,112 lines to 112,294 for 2nd place Sales Management, and 
108,724 for Tide in 3rd position. 


* 50.91% of the total Farm Publication promotion linage— 
145,502 lines to 56,490 for 2nd place Printers’ Ink. For the sec- 
ond straight year, this represents a gain for Advertising Age 
against a loss for each of the 4 others. 


* 48.84% of the total Graphic Arts & Point-of-Sale linage— 
182,609 lines to 114,205 for 2nd place Printers’ Ink. 


In Linage Gains 
In Total Linage 


LOSS | GAIN 


Advertising Age +135,590 


LINAGE GAINS 


AND LOSSES, 1952 Besse. 5d + 44,730 
So S87 Printers’ Ink 


; ‘ Sales Management 


* First in Outdoor & Car Card promotion linage 
* First in Advertising Agency promotion linage 
* Second in Business Paper promotion linage 


* First in total classified advertising (not included in display lin- 
age figures) —32,998 lines to 25,781 for second place Printers’ Ink. 


This record, a barometer of advertising values, speaks for itself 
—and tells you that ADVERTISING AGE is the BIG book most 
capable of doing the BIG job for your promotion, too. 


Major advertising media and services consistently recognize ADVERTISING AGE as 
the important place to reach the important people who are most important to them. 


LINAGE PICTURE FOR 
LINAGE PICTURE FOR 1952 LAST FIVE YEARS 
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1946 


Look 


eeeeeseeeevneeeeeeeeeeeeeeeee 


LOOKS 


CCST ETEST EEE EHHEHHSSHEHHHSHEH ET HEHEEEEHEEE 


circulation hit an atime high .. 3,280,000 


1947 


1948 


1949 


1952-BlGGEST YEAR | 


HISTORY 


1951 


1952 


1. Life 
2. Post 


$6,428,872 


14. Cosmopolitan 
15. Esquire 


1, Life 
2. Post 


1. Life 
2. Post 


3. Ladies’ Home 
Journal 


4. Time 
5. Collier’s 


6. Better Homes & 
Gardens 


7. Good Housekeeping 7. Good Housekeeping 


3. Collier’s 3. Ladies’ Home 
Journal 
4. Ladies’ Home 
Journal 4. Time 
5. Time 5. Collier’s 
6. Good Housekeeping 6. Better Homes & 
Gardens 
7. McCall’s 
8. Vogue 
8. McCall’s 
9. Woman’s Home 
i 9. Newsweek 


10. Newsweek 

Gardens 11. Look 
12. Harper’s Bazaar $8,271,472 
13. Look A 12. Vogue 


13. Country Gentleman 
14. American Home 


15. Farm Journal 


$11,889,769 


10. Woman’sHome /\ 9. McCall's 
Companion 


In post-war circulation gains,” 


8. Look 


10. Woman’s Home 
Companion 


11. Newsweek 

12. Country Gentleman 
13. Farm Journal 

14. Vogue 

15. Business Week 


(12.6%) 
ths of 1952 


(41.9%) (10.9%) 


Look leads major weekly field 


Gain Gain Gain Gain 
969,138 522,184 471,614 304,152 
(10.9%) 


ed to the 


* Figures based on first nine 


first nine months of 1946. (Comparative circulation figures 


for the last quarter of 1952 not yet available.) 


A\ 8. Good Housekeeping 


1. Life 
2. Post 
3. Time 


4. Ladies’ Home 
Journal 


5. Collier’s 


6. Better Homes & 
Gardens 


7. Look 


9. Woman’s Home 
ion 


10. McCall’s 

11. Newsweek 

12. Country Gentleman 
13. Farm Journal 

14. American Home 
15. Business Week 


$17,765,110 


A\ 7. Collier’s 


4. Ladies’ Home 
Journal 


5. Better Homes & 
Gardens 


6. Look 


8. Good Housekeeping 


9. Woman’s Home 


Companion 
10. Newsweek 
11. McCall’s 
12. Country Gentleman 
13. Farm Journal 
14. Business Week 
15. Woman’s Day 


$19,946,982 


A 7. Collier's 


1. Life 
2. Post 
3. Time 


4. Ladies’ Home 
Journal 


5. Better Homes & 
Gardens 


6. Look 


8. Good Housekeeping 
9. Newsweek 


10. Woman’s Home 
Companion 


11. McCall’s 

12. Business Week 

13. Woman’s Day 

14. Country Gentleman 
15. Farm Journal 


‘O OTHER MAGAZINE has matched Look’s rate of growth 
in the post-war years. In every single year since 1946, 


Look has topped its own previous records in both 
advertising revenue and circulation. And Loox’s 1952 
audience was the second largest in all publishing history. 
Why has Look had this phenomenal growth? Because 
more and more millions of Americans have turned to Look 
for its unique variety and vitality, for its unfailing 
editorial excitement. 
In planning your advertising for 1953, take a new look 
at Look —the magazine that delivers more readers 
per dollar than any other major magazine! 


1. Life 
2. Post 
3. Time 


4. Better Homes & 
Gardens 


5. Look 


| $20,910,987 | 10,987 


6. Ladies’ Home 
Journal 


7. Collier’s 


13. Woman’s Day 
14. Family Circle 


15. Farm Journal 


Gardner Cowles, Editor 
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